
e300614 Profesional de la información, 2021, v. 30, n. 6. e-ISSN: 1699-2407     1

Audiovisual fiction and tourism 
promotion: The impact of film and 
television on the image of tourist 
destinations and contributions from 
textual analysis
Jorge Nieto-Ferrando; Sebastián Sánchez-Castillo; Beatriz Gómez-Morales

How to cite this article:

Nieto-Ferrando, Jorge; Sánchez-Castillo, Sebastián; Gómez-Morales, Beatriz (2021). “Audiovisual fiction and 
tourism promotion: the impact of film and television on the image of tourist destinations and contributions 
from textual analysis”. Profesional de la información, v. 30, n. 6, e300614.

https://doi.org/10.3145/epi.2021.nov.14

Article received on June 7th 2021
Approved on November 3rd 2021

Jorge Nieto-Ferrando *
https://orcid.org/0000-0003-3075-2636

Universitat de Lleida
Departament de Filologia Catalana i 
Comunicació
Pl. de Víctor Siurana, 1
25003 Lleida, Spain
jorge.nieto@udl.cat

Abstract
The first studies of film and television as inducers of tourism appeared in the 1990s. In light of the role these media play 
in tourist decisions, studies of the capacity of audiovisual fiction to project a unique image of tourist attractions and 
destinations or to influence audience perceptions of them are particularly important. However, ever since research of 
this kind began, it has suffered from significant theoretical and methodological shortcomings associated mainly with the 
lack of an interdisciplinary approach. Most of the research has been in the field of tourism and marketing studies, with 
only a limited number of contributions from film and television studies. The objective of this article is to offer a critical 
review of studies exploring the relationship between audiovisual fiction and tourist destination image. The aim is to 
identify their conceptual shortcomings and to point out possible solutions with reference to audiovisual textual theory 
and analysis. The article begins with the identification of the main areas studied in this research: the effect on the attri-
butes of tourist destinations and on their overall image, stereotypes, and the capacity of audiovisual fiction to vest the 
locations where their stories are set with different connotations. This is followed by an analysis of studies that exhibit 
more of an interdisciplinary approach by combining audiovisual studies and tourism studies. The article then addresses 
the debate over the types of audiovisual productions that researchers argue have the greatest tourism-inducing capa-
city. Finally, the conclusions point out possible future lines of research based more on explanation than on description, 
recommending the systematic incorporation of textual analysis into research on film-induced tourism, and particularly 
on its impact on tourist destination image. 
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1. Introduction
Since the 1990s, studies of film- and television-induced tourism have been examining the relationship between the pla-
ces where films and series are filmed or set and tourism to those locations. Notable among these are studies focusing on 
the potential for audiovisual productions to promote tourist destinations, to help shape their image and, in general, to 
influence the whole decision-making process that leads tourists to choose to visit them (Beeton, 2016; Bolan; Williams, 
2008; Cardoso et al., 2017; Connell, 2012). The implications of this research for the tourism and audiovisual industries 
are significant. The tourism-inducing capacity of films and television series can contribute to more balanced tourist flows, 
particularly to the benefit of lesser-known destinations, although it can also lead to tourism management problems at 
such destinations when they lack the infrastructure to welcome large numbers of tourists. At the same time, the diverse 
range of tourist attractions suitable for use as filming locations can provide a boost to local audiovisual industries.

However, despite its obviously interdisciplinary nature, research conducted in this area has not often drawn on studies of 
film and television (Connell, 2012) or of the effects of mass media (Fernández-Young; Young, 2008; Kim; Long; Robinson, 
2009; Kim, 2012). Changes to the perceptions of a destination’s attributes after viewing a film are described without consi-
dering the fact that these effects are produced, at least in part, within the audiovisual text itself. There are also experimen-
tal studies that suffer from significant methodological errors, as they measure the impact on destination attributes after 
playing only a few fragments of a film to a group of spectators, when audiovisual productions are units made up of closely 
interconnected elements. The narrative space where tourist attractions and destinations are represented has a meaning 
of its own and in the context of the narrative as a whole. Moreover, spectators participate actively in the reception process 
by forming expectations about what will happen based on the information they receive. And these expectations may be 
either modified or confirmed by new information (Bordwell, 1990; Carroll, 2001; Chatman, 1990; Vale, 1996). This is why it 
is impossible to measure the effects of an audiovisual production without studying the production as a whole or taking into 
account the fragmentation inherent in the text itself (in the case of seasons in television fiction).

Failing to consider studies of media effects results in a 
uniform conception of audiences and audience behaviour 
that ignores their sociocultural diversity, their different le-
vels of audiovisual media consumption, and the complex 
relationships they develop with audiovisual texts. It has 
also led to overestimations of the effect of an audiovisual 
production on audiences, positing simplistic causal rela-
tionships between the presence of a tourist attraction in the production and an increase in the number of visitors the 
attraction receives. Busby & Klug (2001), Croy (2010), Macionis, & Sparks (2009), Di-Cesare, D’Angelo, & Rech (2009), and 
Fernández-Young & Young (2008) all provide evidence that only slightly more than 5% of tourists who visit a destination 
are motivated to do so because of its appearance in a film or TV series. Conversely, Hudson & Ritchie (2006b) present the 
results of a survey conducted in 2004 that concluded that 80% of Britons considered holidaying at a tourist destination ba-
sed on its presence in a film. The stark difference between these two figures highlights the need to break down the complex 
process leading up to the tourist experience in order to measure the effect of the audiovisual production at each moment 
(Di-Cesare; D’Angelo; Rech, 2009). In simple terms, the steps in this process can be described as follows: 

1) Awareness of the existence of a place to visit after viewing the audiovisual production (Croy, 2010; Tooke; Baker, 1996). 

2) Desire to travel to the destination (Di-Cesare; D’Angelo; Rech, 2009). 

3) Search for information about the location (the audiovisual production is itself a source of information on the destina-
tion, while also inspiring searches for information in other media).

4) Destination image. 

5) Attitude towards the destination (Quintal; Phau, 2015). 

6) Motivation to visit: both the influence of audiovisual productions on usual tourist motivations and motivations arising spe-
cifically from those productions (Macionis; Sparks, 2009; Michael et al., 2020; Oviedo-García et al., 2016; Reijnders, 2016).

7) Intention to visit (Riley; Baker; Van-Doren, 1998). 

8) The visit itself.

Despite its obviously interdisciplinary 
nature, research conducted in this area 
has not often drawn on studies of film 
and television or of the effects of mass 
media 
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According to Fernández-Young & Young (2008), the effects of audiovisual fiction can be vague or indirect. An example of 
this is advertising for a destination that makes use of photographs of successful productions filmed there or of the feedback 
of tourists who recommend the destination to other potential tourists with reference to its association with a film or series. 

This study focuses on research into the relationship between audiovisual fiction and destination image. The academic 
literature distinguishes between a destination’s projected image and its perceived image. Between these two there may 
be overlaps, negotiations, and contradictions (Mercille, 2005). Mercille (2005) and Almeida-Santos & Buzinde (2007) 
use the term “representation” for projected image. According to the traditional differentiation established by Gartner 
(1993), projected image is considered induced when it comes from advertising and therefore originates with the destina-
tion’s promoters. Its objective is to create a differentiated perception of the destination among specific target audiences. 
But projected image can also be autonomous when it is not promotional and does not originate with the destination 
itself. This type of projected image, as it is not considered induced, is more credible and has a bigger influence on percei-
ved image. Gartner (1993) argues that audiovisual fiction projects this type of autonomous images. 

Perceived image is the set of impressions that audiences have of a destination based on all of the beliefs, ideas, expec-
tations and feelings it elicits (Baloglu; McCleary, 1999; Gallarza; Gil-Saura; Calderón, 2002). Perceived image consists of 
cognitive, affective and connotative components. The cognitive component of the image is linked to beliefs about the 
destination and its attributes, the affective is related to the emotional responses it elicits (Beerli; Martín, 2004; Gartner, 
1993; Kim; Richardson, 2003; Macionis, 2004), and the connotative is associated with the behaviours it provokes. Per-
ceived image is essential to the tourist decision-making process (Baloglu; McCleary, 1999; Echtner; Ritchie, 1991; Fake-
ye; Crompton, 1991), as that process depends more on impressions than on “objective realities” (Beerli; Martín, 2004).

The objective of this study is to identify gaps in the research on the impact of audiovisual fiction on tourist destination 
image and to offer some suggestions for how to fill them. Many of these gaps relate to the lack of communication be-
tween tourism studies and film and television studies, which is why the first suggestion this study offers relates to the 
need for a closer relationship between these two fields. 

This study is divided into three parts:

1) A brief literature review (Section 3). The purpose of this section is to categorise studies based on their objectives and 
research topics, on whether they connect their analysis of the impact of audiovisual productions on destination image to 
other aspects of the destination selection process, and on whether they draw on audiovisual textual theory and analysis. 

2) A critical conceptual analysis of the research (Section 4). The purpose of this section is to identify both the advances 
and the gaps in the studies analysed, the debates they have generated, and how audiovisual theory and analysis can 
help further the research.

3) Conclusions (Section 5), along with suggestions for possible future lines of research underpinned by greater interac-
tion between tourism studies and film and television studies.

It is important to stress that this study is not an exclusively descriptive review. The first and second parts of the article 
are oriented towards the identification of new approaches that could support further development of research on the 
relationship between audiovisual fiction and tourism. 

2. Method 
With the above in mind, the first part of this study (Section 3) offers an overview of the research based on references (arti-
cles in academic journals published in English) contained in Web of Science, published between 1990 and 2021, regardless of 
their impact. The search terms used were “film-induced tourism”, “movie-induced tourism”, “TV-induced tourism”, “popular 
media-induced tourism”, “film tourism”, “movie tourism” and “TV tourism”. These terms are generally the ones used in the 
literature: film-induced tourism, film tourism (Beeton, 2016), movie-induced tourism (Riley; Baker; Van-Doren, 1998), and 
TV-induced tourism (Su et al., 2011). The texts selected explore the impact of audiovisual fiction on destination image, either 
as the sole research topic or as part of the decision-making process that leads to the choice to visit a particular destination.

After a preliminary review of the articles, in the interests of ensuring a more systematic approach, the following catego-
ries were established: 

1) Projected image (representation)
1.1) Overall positive projected image
1.2) Overall negative projected image
1.3) Projected stereotypes
1.4) Associated meanings

2) Perceived image (effects)
2.1) Overall positive perceived image
2.2) Overall negative perceived image
2.3) Positive changes to attributes
2.4) Negative changes to attributes
2.5) Perceived stereotypes



Jorge Nieto-Ferrando; Sebastián Sánchez-Castillo; Beatriz Gómez-Morales

e300614  Profesional de la información, 2021, v. 30, n. 6. e-ISSN: 1699-2407     4

3) Images, motivations, intentions to visit, and visits

4) Audiovisual theory and analysis
4.1) Limited theory and analysis
4.2) Advanced theory and analysis

The first two categories (1 and 2) refer to the research objectives and topics explored in the articles. The first category 
includes articles focusing on the representation of a tourist destination or attraction in audiovisual fiction. This category 
is subdivided into positive and negative projected images in the storylines of the productions (1.1 and 1.2), stereotypes 
associated with the locations that they make use of (1.3), and associated meanings (1.4). Associated meanings are the 
connotations acquired by the tourist attractions represented due to their relationship with other elements of the story 
and have nothing do with the attraction’s natural features. 

The second category includes studies focusing on the effects of audiovisual fiction on perceived image. A distinction is 
made between overall image and attributes (2.1-2.4) because many articles break down the image into different cogni-
tive and affective attributes and analyse the effect of audiovisual productions on one of them. Subcategory 2.5 includes 
studies that analyse the effects on the audience of projected stereotypes associated with the destinations. No studies 
exploring the effects of associated meanings were identified.

The third category identifies articles that analyse the impact of audiovisual fiction on the image within the broader 
process leading to a choice of and visit to a destination. Finally, the fourth category covers articles that make use of 
audiovisual textual theory or analysis. Audiovisual textual analysis refers to breaking down audiovisual texts with the 
objective of describing their constituent elements in terms of both expression and content, their function, and the rela-
tionship between text and receiver (Casetti; Di-Chio, 1991). Some studies display a degree of interest in the analysis of 
audiovisual texts (4.1), while others demonstrate a more advanced understanding of the approach and include explicit 
references to other studies in this field (4.2).

Also analysed are co-occurrences of multiple categories (as these facilitate the identification of certain research gaps) 
and the nature of the use of audiovisual productions in the research. On this last point, three aspects are considered: 1) 
whether they study television series or films; 2) whether the results are based on case studies (one or two films or series) 
or on a corpus of audiovisual productions selected according to rigorous criteria; and 3) the method used to measure the 
effect on the audience of viewing the films or series. 

The second part of this study (Section 4) offers a critical review of the main contributions of the sample. In general terms, 
it is structured the same way as the first section. However, to clarify exposure and identify the findings, gaps and deba-
tes, the categories have been divided into subcategories. A subsection (4.3) is also included that discusses the types of 
destinations more likely to be the object of film- or television-induced tourism and the types of audiovisual productions 
with the biggest tourism-inducing capacity. The critical conceptual analysis draws on key sources in the field of audio-
visual textual analysis and on studies which, although they focus on different aspects of film- and television-induced 
tourism, present conceptual frameworks, results or conclusions of relevance to this review. 

3. Literature review 
A search in Web of Science, once it was verified that the content corresponded to the search terms, identified 487 arti-
cles, 55 of which focus specifically on the impact of audiovisual fiction on tourist destination image. 

Of these 55, the largest proportion of articles (25) deal with perceived image, while another 17 focus on projected ima-
ge. The relationship between the two appears in only 13 articles. A total of 16 articles explore positive projected image, 
while nine deal with negative projected image, of which there are three (Beeton, 2004; Mercille, 2005; Mestre; Del-Rey; 
Stanishevski, 2008) that analyse negative image together with positive image. In the case of perceived image, only seven 
studies describe negative changes to the perception of destination attributes or overall image due to the audiovisual 
production. Moreover, nearly all the articles deal with cases where films or television series have a significant impact on 
tourist destination image. Pan & Tsang (2014) are the only scholars who analyse a case where tourist attraction place-
ment has failed to have the desired positive effect.

The co-occurrence analysis (Table 2) revealed that there are only two articles classified in just a single category: Tzanelli 
(2003) (1.3) and Dung & Reijnders (2013) (2.1). All the other articles fall into two or more categories. In general, a high 
level of co-occurrence was found among the subcategories within each of the categories of projected image and percei-
ved image. However, co-occurrence across these two categories is very limited. Exceptions are the relationship between 
overall positive projected image and overall positive perceived image (1.1, 2.1) and projected stereotypes and perceived 
stereotypes (1.3, 2.5). This disconnect between projection and perception hinders the identification of dissonances. For 
example, there is no analysis of the possibility that an overall positive projected image in a production might generate a 
negative perceived image. Only a few studies point to this possibility when they relate audiovisual productions to other 
media texts (Nanjangud & Reijnders, 2020; Ozretic-Dosen et al., 2018; Ertz et al., 2020). 

With the exception of articles dealing with stereotypes (1.3, 2.5) and those that draw extensively on audiovisual theory 
and analysis (4.2), most studies relate the impact of audiovisual fiction on destination image to tourist motivations, 
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intentions, or visits (3). However, this relationship is not explored systematically, as the studies focus on destination 
image, including the occasional comment about its impact on motivations or on the number of visitors to the locations 
in question.

Most articles studying “projected stereotypes” also deal with “overall positive projected image” and “associated me-
anings”, while those analysing “perceived stereotypes” also focus on “overall positive perceived image” and “projec-
ted stereotypes”. Only three studies connect “projected stereotypes” to “overall negative projected image” (Beeton, 
2004; D’Alessandro; Sommella; Vigagnoni, 2015; Mestre; Del-Rey; Stanishevski, 2008), one of which also connects it to 
“overall negative perceived image” (D’Alessandro; Sommella; Vigagnoni, 2015). None of the studies relate “perceived 
stereotypes” to negative projected or perceived images (1.2, 2.2, 2.4). These findings constitute evidence of a lack of a 
critical perspective. One exception is the article by Tzanelli (2003) about the Orientalist image of Cephalonia projected 
in film, although it does not offer a positive or negative assessment of that image or of its effects. 

The co-occurrence analysis also confirmed that very few studies draw on audiovisual theory and analysis. There are 
11 articles containing a few very limited references, either from the perspective of narration or reception, and only 

Table 1. Research categories

1. Projected image (representation)

1.1. Overall positive projected image

Beeton (2004), Bencivenga, Chiarullo, & Colangelo (2015), Croy (2010), Frost (2006), Frost 
(2010), Iwashita (2006), Iwashita (2008), Leotta (2009), Leotta (2020), López, Santomil-Mos-
quera, & Lois-González (2015), Luo et al. (2014), Mercille (2005), Mestre, Del-Rey, & Stanishe-
vski (2008), Nieto-Ferrando (2020), Pan & Tsang (2014), Urso (2015)

1.2. Overall negative projected image
Beeton (2004), D’Alessandro, Sommella, & Vigagnoni (2015), Itoo & Nagar (2017), Leotta 
(2020), Mercille (2005), Mestre, Del-Rey, & Stanishevski (2008), Pratt (2015), Privitera (2015), 
Yang et al. (2017)

1.3. Projected stereotypes

Beeton (2004), Bencivenga et al. (2015), Cordeiro (2011), D’Alessandro, Sommella, & Vigagno-
ni (2015), Gkritzali, Lampel, & Wiertz (2016), Iwashita (2006), Iwashita (2008), Justus, Kieti, & 
Nthiga (2018), Mestre, Del-Rey, & Stanishevski (2008), Nieto-Ferrando (2020), Prieto-Arranz & 
Casey (2014), Reijnders (2009), Tzanelli (2003), Urso (2015)

1.4. Associated meanings
Beeton (2004), Bencivenga, Chiarullo, & Colangelo (2015), Busby & Haines (2013), Croy (2010), 
Gkritzali, Lampel, & Wiertz (2016), Hao & Ryan (2013), Iwashita (2008), Leotta (2009), Nie-
to-Ferrando (2020), Privitera (2015), Reijnders (2009), Riley et al. (1998), Urso (2015)

2. Perceived image (effects)

2.1. Overall positive perceived image

Bencivenga, Chiarullo, & Colangelo (2015), Chan (2007), Croy (2010), Dung & Reijnders (2013), 
Ertz et al. (2020), Hahm & Wang (2011), Huang (2013), Itoo & Nagar (2017), Iwashita (2006), 
Iwashita (2008), Josiam et al. (2014), Mercille (2005), Nanjangud & Reijnders (2020), O’Connor, 
Flanagan, & Gilbert (2008), Ozretic-Dosen et al. (2018), Pan & Tsang (2014), Rodríguez-Cam-
po, Fraiz-Brea, & Rodríguez-Toubes-Muñiz (2011), Shani et al. (2009), Spears et al. (2013), 
St-James, Darveau, & Fortin (2018), Su et al. (2011), Wen et al. (2018)

2.2. Overall negative perceived image D’Alessandro, Sommella, & Vigagnoni (2015), Pratt (2015), Shani et al. (2009)

2.3. Positive changes to attributes

Chan (2007), Croy (2010), Di-Cesare, D’Angelo, & Rech (2009), Ertz et al. (2020), Gkritzali, Lam-
pel, & Wiertz (2016), Hahm, Upchurch, & Wang (2008), Hahm & Wang (2011), Hudson, Wang, 
& Moreno-Gil (2011), Josiam et al. (2014), Kim & Richardson (2003), Peters et al. (2011), Quintal 
& Phau (2015), Rodríguez-Campo, Fraiz-Brea, & Rodríguez-Toubes-Muñiz (2011), Shani et al. 
(2009), Soliman (2011), Suhud & Willson (2018), Wen et al. (2018), Yang et al. (2017), Zeng et al. 
(2015)

2.4. Negative changes to attributes Correira-Loureiro & Araujo (2015), Hahm & Wang (2011), Hudson, Wang, & Moreno-Gil 
(2011), Kim & Richardson (2003), Shani et al. (2009)

2.5. Perceived stereotypes Bencivenga, Chiarullo, & Colangelo (2015), Iwashita (2006), Iwashita (2008), Josiam et al. 
(2014), Justus, Kieti, & Nthiga (2018)

3. Images, motivations, intentions and visits

Bencivenga, Chiarullo, & Colangelo (2015), Chan (2007), Correira-Loureiro & Araujo (2015), 
Croy (2010), D’Alessandro, Sommella, & Vigagnoni (2015), Di-Cesare, D’Angelo, & Rech 
(2009), Frost (2006), Frost (2010), Hahm, Upchurch, & Wang (2008), Hahm & Wang (2011), 
Huang (2013), Itoo & Nagar (2017), Iwashita (2008), Josiam et al. (2014), Kim & Richardson 
(2003), Leotta (2020), López, Santomil-Mosquera, & Lois-González (2015), Nanjangud & 
Reijnders (2020), Nieto-Ferrando (2020), Pan & Tsang (2014), Pratt (2015), Privitera (2015), 
Quintal & Phau (2015), Reijnders (2009), Riley et al. (1998), Shani et al. (2009), Soliman (2011), 
Spears et al. (2013), St-James, Darveau, & Fortin (2018), Su et al. (2011), Yang, Vanden-Bergh, & 
Lee (2017), Wen et al. (2018)

4. Audiovisual theory and analysis

4.1. Limited theory and analysis
Cordeiro (2011), Frost (2006), Frost (2010), Hao & Ryan (2013), Huang (2013), Iwashita (2006), 
Kim & Richardson (2003), Pan & Tsang (2014), Shani et al. (2009), Su et al. (2011), Yang, Van-
den-Bergh, & Lee (2017)

4.2. Advanced theory and analysis Leotta (2009), Leotta (2020), Luo et al. (2014), Mestre, Del-Rey, & Stanishevski (2008), Nie-
to-Ferrando (2020), Reijnders (2009)
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six of these demonstrate an in-depth understanding of the workings of audiovisual texts. These six studies all focus on 
projected image, while none analyse perceived image. It is significant that all the articles that draw on textual theory 
and analysis attempt to go beyond a description of content or effects to take an explanatory approach, in an effort to 
establish how and why audiovisual fiction influences destination image. 

The general lack of attention to audiovisual theory and analysis, particularly in relation to effects, contrasts with advan-
ces in other areas of the analysis of film- and television-induced tourism. This is the case of studies of effects on tourism 
motivations and intentions to visit, as evidenced by Kim & Kim (2018). The theoretical frameworks of these studies can 
be applied to the analysis of the effect of audiovisual productions on destination image.

An analysis of the evolution of the research over time reveals an increasing interest in the subject following the pio-
neering study by Riley, Baker, & Van-Doren (1998), and particularly since 2005. A total of 12 articles were published 
between 2006 and 2010, 26 between 2011 and 2015, and 12 between 2016 and 2020. Prior to 2005, only five articles 
were published. In relation to the research categories shown in Table 1, no significant differences over time could be 
identified. No category is especially predominant in any five-year period. However, among the more recent studies, par-
ticularly among articles published in high-impact journals, there are literature reviews that are much more developed 
due to the accumulation of research. 

In terms of the types of productions analysed, studies of films (37) clearly predominate over television series (9). There 
are also nine articles that deal with both, although most of these do so from the perspective of cinema. This imbalance 
is surprising given the large audience for television fiction and its technological development over the past twenty years, 
which has placed it on a par with the big screen.

Most of the articles are case studies focusing on one or a few audiovisual productions. When they go further, they explore 
genres related to a specific country, such as Turkish soap operas (Ozretic-Dosen et al., 2018) or Korean soap operas (Chan, 
2007; Su et al., 2011; Zeng et al., 2015), or very generally to Bollywood films (Nanjangud; Reijnders, 2020) or Hollywood 
productions (Spears et al., 2013), or they examine a corpus of films to offer anecdotal evidence of their impact on tourism 
(Riley, Baker, & Van-Doren, 1998). Exceptions are the studies by Frost (2010), focusing on the analysis of a corpus of fil-
ms set in the Australian outback, and by Gkritzali, Lampel, & Wiertz (2016) on the representation of Paris in Hollywood 
cinema. Other quite exhaustive and consistent corpora of audiovisual productions associated with specific destinations 
have been identified, such as Yorkshire (O’Connor; Flanagan; Gilbert, 2008) or Spain’s Camino de Santiago (López; Santo-
mil-Mosquera; Lois-González, 2015), although the research in these cases hardly focuses at all on the locations. 

Finally, some of the studies of the effects of audiovisual fiction on tourist destination image (8 out of 25 articles) base 
their findings on convenience sampling (surveys or interviews with university students at the researchers’ institutions af-
ter playing them a film). Some researchers attempt to justify this approach by suggesting that their objective is to analyse 

Table 2. Co-occurrence across categories

 1.1. 1.2. 1.3. 1.4. 2.1. 2.2. 2.3. 2.4. 2.5. 3. 4.1. 4.2.

1.1. Overall positive projected image 
(Gr=16) 4 7 7 6 1 3 9 4 5

1.2. Overall negative projected 
image (Gr=9) 4 3 2 2 2 1 6 1 2

1.3. Projected stereotypes 
(Gr=14) 7 3 7 3 1 1 4 5 2 3

1.4. Associated meanings 
(Gr=13) 7 2 7 3 2 2 7 1 3

2.1. Overall positive perceived image 
(Gr=22) 6 2 3 3 1 8 2 4 15 5

2.2. Overall negative perceived 
image (Gr=3) 2 1 1 1 1 3 1

2.3. Positive changes to attributes 
(Gr=19) 1 1 1 2 8 1 4 1 12 3

2.4. Negative changes to attributes 
(Gr=5) 2 1 4 4 2

2.5. Perceived stereotypes (Gr=5) 3 4 2 4 1 3 1

3. Images, motivations, intentions 
and visits (Gr=32) 9 6 5 7 15 3 12 4 3 8 3

4.1. Limited theory and analysis 
(Gr=11) 4 1 2 1 5 1 3 2 1 8

4.2. Advanced theory and analysis 
(Gr=6) 5 2 3 3 3
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the impact of audiovisual fiction on perceptions of destinations among millennials (Hahm; Upchurch; Wang, 2008). The 
other articles on effects also make use of surveys, but of tourists visiting the locations, fans of the series or films studied, 
or members of tourist associations.

4. Critical conceptual review 
4.1. Effects and projections of destination image
Audiovisual fiction can change the perception of a tourist destination’s attributes and overall image, reinforce pre-exis-
ting stereotypes or construct new images based on the representation of tourist attractions in films or series.

4.1.1. Positive and negative effects on overall destination image and attributes

Some of the studies reviewed analyse positive or negative changes to the overall image of tourist destinations or to some 
of their attributes after viewing audiovisual productions. Some studies also explore disparities between image and visit 
or the interaction between audiovisual fiction productions and other media texts related to the destination. 

4.1.1.1. Overall image and attributes

Changes caused by audiovisual fiction can affect the overall destination image, but its impact on individual destination 
attributes is more significant (Kim; Richardson, 2003; Hahm; Wang, 2011; Hudson; Wang; Moreno-Gil, 2011; Shani et 
al., 2009; Zeng et al., 2015). Researchers have broken destination image down into different cognitive and affective attri-
butes in the interests of a more effective analysis of tourist perceptions. There are many categorisations of these attribu-
tes. Focusing on cognitive attributes, Echtner & Ritchie (1991), for example, establish a scale that ranges from physical 
(“scenery/natural attractions”, “climate”, “tourist activities”, etc.) to abstract (“opportunity for adventure”, “opportunity 
to increase knowledge”, “quality of service”, etc.). 

Using this classification, Hudson, Wang, & Moreno-Gil (2011) discovered that watching The motorcycle diaries (Walter 
Salles, 2004) produced positive changes to perceptions of some attributes of Latin America (e.g. “nature” and “adventu-
re”), and negative changes to others (e.g. “comfort” and “safety”). This is due to the film’s presentation of poverty and 
social injustice in South America, but also to its showcasing of the continent’s spectacular natural scenery (Shani et al., 
2009). According to Correira-Loureiro & De-Araujo (2015), a balance between negative and positive aspects of stories or 
the settings where they take place helps mitigate negative effects on the image. These authors conclude that City of God 
(Cidade de Deus, Fernando Meirelles, 2002) has had a negative influence on Rio de Janeiro’s image by depicting violence 
as a social problem in Brazil without balancing this depiction with scenes showing the city’s attractions.

4.1.1.2. Negative storylines, media exposure and visits

The literature is characterised by a debate over whether audiovisual productions that have “negative storylines”, explore 
controversial topics or highlight violence have a negative impact on perceived image. 

Researchers do not generally define what they mean by “negative storylines”. From the perspective of film narratology, 
Bremond (1982) argues that each event in a film’s plot can have a positive or negative outcome for the characters. In 
classical narration, these outcomes are combined over the course of the story. The climax, the protagonist’s final stru-
ggle to achieve his or her goal, may also have a positive, negative, or mixed outcome. Authors like Chatman (1990) and 
Vanoye (1996) suggest that the effects of the various twists of fate faced by the characters can vary greatly. It is thus 
difficult to establish a causal connection between the outcome of an event and the perception of the setting in which it 
takes place. In fact, a negative outcome in a drama that is closely associated with a specific location may elicit sympathy 
for the characters from the spectator, and this feeling may enhance the location’s image.

Along these lines, Yang, Vanden-Bergh, & Lee (2017) argue that while the level of audience engagement with the story 
is important, there is no difference between violent and non-violent films in terms of their effects on destination image. 
The authors come to this conclusion based on their analysis of the impact on Tokyo’s image of the two instalments of Kill 
Bill (Quentin Tarantino, 2003 and 2004) and the film Lost in translation (Sofia Coppola, 2003). But it is a different matter 
when violent events or negative storylines are associated with the reality of the place where they are set, either because 
they are based on a true story or because they depict realistic events, as in the case of City of God. In such cases, violent 
or bleak storylines can increase the negative effect on the image. 

Moreover, because only a limited number of audiovisual productions set in Rio de Janeiro reach Europe or the Uni-
ted States, the effect of a film like City of God on the 
city’s projected image will be much more intense for 
European and American audiences. A large number of 
films and series set in a location, as well as their diversity 
in terms of genres, can compensate for one production 
dealing with a controversial topic. 

The level of media exposure of the destination and the 
meaning of the image projected are also essential fac-
tors to consider when measuring the impact of a film or 

It is significant that all the articles that 
draw on textual theory and analysis at-
tempt to go beyond a description of 
content or effects to take an explanatory 
approach, in an effort to establish how 
and why audiovisual fiction influences 
destination image
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a series on its image. A positive image projected by au-
diovisual fiction productions can compensate for negative 
images projected by news media, but the latter may also 
eclipse the effect of the former (Nanjangud & Reijnders, 
2020; Ozretic-Dosen et al., 2018; Ertz et al., 2020).

However, a production that deals with negative topics 
that are closely associated with the location where its 
story takes place does not necessarily discourage tou-
rism, as Pratt (2015) demonstrates. D’Alessandro, Sommella, & Vigagnoni (2015) analyse the case of Naples. In the 
1990s, audiovisual fiction became an essential factor in the enhancement of the city’s image, which has always been 
compromised by problems of corruption and organised crime. According to this study, the success of Roberto Saviano’s 
novel Gomorra (2006), based on real events, and its subsequent adaptation as a film (Matteo Garrone, 2008) and a tele-
vision series (Cattleya, Fandango & Sky, 2014-) have undone much of the work done to improve the city’s image. Howe-
ver, Gomorra may also have had a positive impact on dark tourism, as Leotta (2020) suggests that a marked increase in 
visitors to the city was identified in 2014, coinciding with the release of the first season of the series.

4.1.2. Image and stereotypes

Some of the studies reviewed explore the relationship between stereotypes, audiovisual fiction and destination image. 
Stereotypes are simplistic notions shared by a group that help them to understand, organise and categorise a reality 
until a more detailed exploration of that reality or a direct experience with it enables them to move beyond them –al-
though this does not always happen. As suggested by Hall (1997), they also have the effect of reducing, essentialising, 
naturalising and pigeonholing people or places. The simplification inherent in stereotyping can influence the perceived 
image of a destination (Andsager; Drzewiecka, 2002; Rein; Kotler; Haider, 1993). Many of the projected and perceived 
stereotypes of tourist destinations can be traced back to 19th-century Romanticism (Miossec, 1977). 

The workings of audiovisual fiction can help reinforce stereotypes associated with tourist destinations. These simplistic 
shared notions are essential for the cooperation that every audiovisual storyline demands of the spectator (Bordwell, 
1990). They facilitate the spectator’s successful transformation of the limited materials of the narrative into a coherent 
story. Stereotypes, serving as a foundation to draw on, can reduce the time needed in the narrative to develop charac-
ters or settings, as such simplifications convey all the necessary information about their characteristics. The use of ste-
reotypes in audiovisual storytelling requires the spectator to apply them in order to understand and interpret the story. 
In this way, the stereotype is reinforced and disseminated. 

4.1.2.1. Stereotypes and expectations

Some studies explore the relationship between stereotypes and tourist expectations. Iwashita (2006) studies stereo-
types of “Britishness” and their importance for projecting a recognisable image of Britain in period films, televisions 
series and literature. Although perceived image is an individual construction influenced by various factors, the author 
considers the stereotype to be an element of the image shared by the group that renders the destination familiar –a 
view shared by Andsager & Drzewiecka (2002). 

Iwashita points out that Britain’s own productions make use of the British stereotype in an effort to connect with audien-
ce perceptions and expectations. Her analysis also demonstrates that the stereotypical image held by people who have 
visited the country is not very different from the one held by those who have not, suggesting that greater familiarity does 
not necessarily overcome simplifications. As Justus, Kieti, & Nthiga (2018) point out in their analysis of the stereotypical 
image of the Maasai people projected by Kenyan films, tourist satisfaction levels increase when their tourist experience 
is in keeping with the expectations created by projected stereotypes.

4.1.2.2. Orientalist stereotypes

Many stereotypes that simplify the non-Western Other contribute to the creation of images characterised by primiti-
vism, irrationality, sensuality, and exoticism (Bandyopadhyay; Morais, 2005; Caton; Almeida-Santos, 2008). However, 
as Tzanelli (2003) demonstrates, this stereotypical image also affects Europe’s peripheral regions, specifically southern 
Italy, Portugal, Spain and Greece. Drawing on the ideas of Said (1979) and on critical theory, the author studies the 
romantic, folkloric, “Orientalist” image of Cephalonia, and of Greece as a whole, projected in Captain Corelli’s mandolin 
(John Madden, 2001). 

In relation to Portugal, Cordeiro (2011) highlights the similarities between the images projected in films and tourist 
guides that characterise the country as a sensual, pre-modern paradise. Bencivenga, Chiarullo, & Colangelo (2015) and 
Urso (2015) show that films set in the Italian regions of Basilicata and Puglia project an image founded on certain positi-
ve aspects of southern Italian stereotypes, such as slow-paced, simple and relaxed lifestyles, or a feeling of timelessness 
far removed from the modern world. 

In the case of Spain, the simplified image of the country, founded on a kind of Orientalisation of Andalusia, has its 
roots in the literary and artistic production of the European Romantic travellers of the 19th century (Galí-Espelt, 2005; 

Audiovisual fiction can change the per-
ception of a tourist destination’s attribu-
tes and overall image, reinforce pre-exis-
ting stereotypes or construct new 
images based on the representation of 
tourist attractions in films or series
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Navarrete, 2009; Poutet, 1995). Stereotypes of Spain have inspired numerous cultural productions, both domestic and 
international, even to the point of creating a genre of its own, known as Españolada, which can be found in literature, 
the performing arts, popular music, and films (Navarrete, 2009). 

Both the Españolada genre and the long-standing stereotypes on which it is based have been called into question in 
many regions of Spain. Yet many foreign productions set in the country continue to evoke them, such as Vicky Cristina 
Barcelona (Woody Allen, 2007). This film presents tourist attractions that fit the image cultivated by Barcelona’s tourism 
promoters. As Marine-Roig (2011a; 2011b), Richards (2007) and Smith (2005; 2007) all point out, it is an image based 
on Catalan identity, cosmopolitanism and Mediterraneanism. However, these attractions are framed in a story that is 
pure Españolada: the conflict between (foreign) reason and (native) passion, with characters reflecting the Don Juan and 
gypsy stereotypes along with countless motifs associated with Andalusian folklore. The film thus projects two antitheti-
cal images of Barcelona (Nieto-Ferrando et al., 2021). 

4.1.2.3. Stereotypical image vs. non-stereotypical image

Beeton (2004) argues that dissociation between projected images is counterproductive for tourism promotion. This 
author compares what she calls “dominant projected images” of Australia, founded on stereotypically idyllic scenery, 
and the image projected by films about the outlaw Ned Kelly, with a more realistic representation of the Australian bush 
and its history. In this case, the stereotypical image comes from the institutions promoting the destination, not the films, 
which question that image. 

However, as Nieto-Ferrando et al. (2021) point out, in the case of Vicky Cristina Barcelona and other international pro-
ductions set in Barcelona, where the projected image differs from the official image, the two images can complement 
one another. The stereotypical projected image could be a factor that appeals to audiences with no direct experience of 
Barcelona. Viewing these films would satisfy the expectations associated with a preconception with considerable weight 
outside Spain. At a later stage, the experience of Barcelona itself (the organic source of the image) and conventional 
tourism-inducing sources (advertising) would help reshape this preconception into something closer to the desired 
image of the city. This could be confirmed by correlating the image projected by these films with the image projected 
by officially sponsored advertisements and content generated on social media by tourists who have already visited the 
city, as an indicator of perceived image.

4.1.3. Specificity of audiovisual fiction

Some studies have also analysed the capacity of audiovisual fiction to create –or increase–awareness of the existence 
of a place that has no recognisable attractions (Croy, 2010; Tooke; Baker, 1996). In such cases, its image is linked to an 
audiovisual production through associations between the locations where they are filmed or set and their storylines and 
characters (Hao; Ryan, 2013).

4.1.3.1. Iconic attractions

Riley, Baker, & Van-Doren (1998) argue that one of the effects of films and series is to turn the places where they are 
filmed or set into what they call “icons”. These icons are tourist attractions that acquire importance through their asso-
ciation with concepts, themes or feelings resulting from the interaction of the location with different elements of the 
narrative and the story, beyond the inherent features of the place itself. 

This, however, is not the only meaning given to the term “icon” that can be found in the literature. In their categorisation 
of films with the capacity to create destination images, Mestre, Del-Rey, & Stanishevski (2008) consider “icon films” to 
be those whose aesthetic values become infused in the places where they are set. Examples of this are Zhang Yimou’s 
China or Pedro Almodóvar’s Spain. These are distinguished from what the authors call “pastiche films”, which cobble 
cultural stereotypes together, as in the case of the scenes set in Seville in Mission: Impossible II (John Woo, 2000), and 
“tourist poster films”, where the story is placed at the service of displaying the tourist attractions of the location. Occa-
sionally, the term “icon” is also used to refer to a destination’s tourist attractions or to destination attractions enhanced 
by audiovisual fiction (Busby; Haines, 2013; Rodríguez-Campo; Fraiz-Brea; Rodríguez-Toubes-Muñiz, 2012).

The definition of “icon” given by Riley, Baker, & Van-Doren (1998) is somewhat confusing, but it has the merit of poin-
ting to the specific nature of audiovisual fiction’s effect on destination image. The origins of some of the associations 
that the authors point out pre-date their use in a film or series, such as the association of the prairies of South Dako-
ta with Native American cultures in Dances with wolves 
(Kevin Costner, 1990), but others are created exclusively 
by the audiovisual production. On the one hand, tourist 
attractions featured in some scenes can be transformed 
into what Bencivenga, Chiarullo, & Colangelo (2015) call 
“tangible icons” that endure in the spectator’s memory. 
An example of this, these authors suggest, is the scene 
where Anita Ekberg and Marcello Mastroianni bathe 
in the Trevi Fountain in La dolce vita (Federico Fellini, 
1960). On the other hand, a location or setting may ac-

Many stereotypes that simplify the 
non-Western Other contribute to the 
creation of images characterised by pri-
mitivism, irrationality, sensuality, and 
exoticism. However, this stereotypical 
image also affects Europe’s periphe-
ral regions, specifically southern Italy, 
Portugal, Spain and Greece
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quire symbolic associations merely by its presence in a film or series. As Gundle (2002) notes, Rome’s image acquired 
a glamorous dimension following La dolce vita, as prior to this, in the years immediately after World War II, Italian 
neorealism had projected an image of dire poverty. Similarly, Riley, Baker, & Van-Doren (1998) highlight the romantic 
associations acquired by the covered bridges in Winterset, Iowa, following their appearance in The bridges of Madison 
County (Clint Eastwood, 1995), and the associations with feminist liberation of Arches National Park in Utah thanks to 
Thelma & Louise (Ridley Scott, 1991). 

4.1.3.2. Connotative attractions 

In semiotic terms, many of the associations identified by Riley, Baker, & Van-Doren (1998) are connotations. Barthes 
(1985) describes connotation as the result of the process of transformation of a denotative sign into the signifier of a 
new sign. The signified of this signifier extends beyond “literalness”. While in films and television series, denotation is 
driven by analogy, by the similarity between signifier and signified, connotation spills over the boundaries of analogy and 
into the symbolic. But the audiovisual image is always connotative. This is because the profilmic space –what the camera 
shows us– can be imbued with symbolic meanings. Moreover, mise-en-scène, framing, editing and intertextuality (par-
ticularly generic intertextuality) are also potential sources of connotation (Gubern, 1994). 

The romantic connotation of the covered bridges in Winterset in The bridges of Madison County is a product of the text 
itself, while the associations of Arches National Park with the feminist struggle based on Thelma & Louise arise from the 
text and from generic intertextuality, as one of the recurring themes in the road movie genre to which this film belongs is 
the quest for freedom. These connotations of romanticism or feminist liberation are not suggested in any of the features 
of the locations themselves, but in their connection to the story and its characters. 

Some connotations have acquired a certain degree of consolidation due to their presence in numerous films. The romantic 
connotations that Switzerland has for Indian tourists thanks to certain Bollywood pictures (Josiam et al., 2014) constitute 
an example of this. The mere presence of an Alpine mountain in an Indian film triggers this association in the spectator, 
without the need to clarify the connection. Like stereotypes, consolidated connotations can facilitate narrative economy in 
a film, and they are reinforced by the need for their practical application to understand and interpret the story.

4.2. Texts, reception and placement
Recent studies make use of textual analysis with the aim of pinpointing the source of the tourism-inducing capacity of 
films or series, as well as the processes triggered by spectators in their interaction with audiovisual productions. Many 
of the findings could have an impact on the placement of destinations or attractions, although most of the studies that 
have explored film- and television-induced tourism from this perspective are purely speculative. 

4.2.1. Audiovisual texts

The research suggests that the tourism-inducing capacity of audiovisual fiction lies in the combination of location expo-
sure, a story that captures the spectator’s interest and is associated with the location, and characters, preferably played 
by celebrities, with whom spectators can identify (Bolan; Williams, 2008; Macionis, 2004; Riley; Van-Doren, 1992; Riley, 
Baker, & Van-Doren, 1998). These factors may be interconnected or one may stand out above the others. According 
to Hahm & Wang (2011) and Hudson, Wang, & Moreno-Gil (2011) the scenery shown has the biggest impact. Riley & 
Van-Doren (1992) and Riley, Baker, & Van-Doren (1998) also acknowledge the importance of the prolonged exposure 
of the scenery but argue that it is the story that vests it with thematic and affective associations that can turn it into a 
potential tourist attraction. Studies like those by Frost (2010) and Hao & Ryan (2013) dismiss the dichotomy between 
setting and story, or at least describe it as something more complex. Along the same lines, Pan & Tsang (2014) specify 
that in classical audiovisual storytelling everything is subordinated to the narrative in such a way that the presentation of 
the scenery has to be integrated into it. According to these authors, the higher level of integration between setting and 
story is why Crocodile Dundee (Peter Faiman, 1986) had a more significant effect on Australia’s image and on increasing 
tourist numbers to the country than the film Australia (Baz Luhrmann, 2008).

Most of these studies make furtive approaches to audiovisual theory and analysis. The articles by Leotta (2009) and 
Reijnders (2009) take it a step further. The first infers reasons for the tourist interest in Karekare Beach in New Zealand 
triggered by The piano (Jane Campion, 1993). Leotta (2009) suggests that the importance of the setting in the story and 
the significance of its mise-en-scène are the main tourism-inducing factors. However, this scholar’s reading of the film 
transforms the characters and their actions into an allegory for the tourist experience in post-colonial countries like New 
Zealand. The polysemous nature of audiovisual texts of-
ten inspires these types of symptomatic interpretations, 
which are difficult to corroborate. But the analysis of the 
image projected by an audiovisual production only re-
quires the study of what is evident in the text, and more 
specifically, the treatment of the tourist destination or 
attraction in the mise-en-scène, the framing, and their 
relationship, as part of the setting of the story, with 
other narrative variables. 

The analysis of tourist destinations and 
attractions in the context of audiovisual 
storytelling and representation needs 
to be complemented with a study of its 
effects on audiences, in relation to the 
perceived image, motivations, decisions 
or even visits
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In this context, Reijnders (2009) analyses the features 
and functions of the setting in the detective series Ins-
pector Morse (Zenith Productions, Central Independent 
Television, Carlton UK Productions, WGBH, 1987-2000), 
Baantjer (Endemol Entertainment, 1995-2006) and the 
various Swedish miniseries produced between 1994 and 
2006 featuring Inspector Kurt Wallander. This author 
highlights the importance of the setting in the generic 
features of each episode, which locate the action using the attractions of Oxford, Amsterdam, and southern Sweden, 
respectively, recognisable for their stereotypical quality. The settings where the characters are shown, the way those 
settings are characterised, and even the cinematography supports this simplified image, contributing to the reinforce-
ment of the audience’s familiarity with the locations. According to Reijnders, the role of the setting in the story’s trigger 
moment, the structural sequence that breaks with the everyday and propels the protagonists into the adventure, is 
equally important. In all cases, a contradiction is established between the stereotypical, idyllic setting and the discovery 
of a dead body. This contradiction places the emphasis on both the crime and the setting where it takes place. 

Reijnders considers the success of tours offered in Oxford, Amsterdam and southern Sweden based around these three 
series to analyse how they project an attractive image to tourists. Other notable studies along these lines include those 
by Luo et al. (2014) and Nieto-Ferrando (2020). The first draws on the textual analysis models proposed by Monaco 
(2000) and Rose (2001), among others, to study Romance on Lushan Mountain (Huang Zumo, 1980) and its sequel, Love 
is the last word (Romance on Lushan Mountain 2010) (Zhang Yu, 2010), two films that have had a significant impact on 
the image of this tourist attraction. The authors also argue that this effect is due to the way the locations are represented 
and form part of the story. 

Nieto-Ferrando (2020) draws on a corpus of films that have had an impact on the locations where their stories are set, 
as corroborated in the study, to infer a series of constants in their treatment of the setting. Based on these constants, 
he develops a systematic method for analysing films and series with tourism-inducing potential. This method references 
contributions to audiovisual textual analysis by Aumont & Marie (1990) and Casetti & Di-Chio (1991), studies of audio-
visual storytelling by Gaudreault & Jost (1995), García-Jiménez (1993) and Chatman (2013), and screenplay analysis by 
Sánchez-Escalonilla (2014). Gómez-Morales & Nieto-Ferrando (2021) have expanded on this work to include the analy-
sis of film music, in view of its capacity for eliciting emotions. 

The method takes into account the interactions between settings, characters and storyline, considering: 1) the duration 
of the tourist attractions’ appearance in the films (without decontextualising them from the scenes and sequences in 
which they appear); 2) the interaction between characters and setting, whether verbal, visual or expressive, and the 
capacity of the setting to condition the characters’ actions; and 3) the location of the setting in the structure of the story, 
as its impact will differ depending on whether it appears in sequences of minimal importance in structural terms, in the 
inciting incident, in the transitions between acts or in the climax. 

Nieto-Ferrando (2020) and Gómez-Morales & Nieto-Ferrando (2021) suggest that the analysis of tourist destinations and at-
tractions in the context of audiovisual storytelling and representation needs to be complemented with a study of its effects on 
audiences, in relation to the perceived image, motivations, decisions or even visits. This has been corroborated by the study by 
Hahm & Wang (2011) of the impact of Lost in translation on the attributes of Tokyo’s image as a tourist destination. According 
to these authors, the fact that the Park Hyatt Hotel in Tokyo has an identity closely tied to the film’s protagonist –and therefore 
has a significant impact on the actions of the other characters, as suggested in Nieto-Ferrando’s (2020) model– constitutes a 
considerable enhancement of the perception of the city’s “quality of accommodation” attribute.

4.2.2. Reception 

Some studies seek to explain the effects of audiovisual fiction on a destination’s perceived image, and on tourism in ge-
neral, based on the processes triggered by the interaction between text and spectator. In their analysis of the impact of 
Before sunrise (Richard Linklater, 1995) on Vienna’s attributes, based on the categorisation of attributes established by 
Baloglu & McClearly (1999), Kim & Richardson (2003) cite the concept of “vicarious experience” developed by Riley & 
Van-Doren (1992), as well as the concept of “familiarity”. According to these authors, the experience of the destination 
entails changes to its image. The presence of the destination in a film constitutes a kind of experience of that destination 
for the spectator, which therefore has an impact on its image. This prior experience would create familiarity with the 
destination and would reduce the perception of risk that potential consumers may have of an intangible product like 
tourism. Some researchers go further and argue that viewing is a kind of prior consumption of the destination (Corbin, 
2014; Gibson, 2006; Bencivenga; Chiarullo; Colangelo, 2015), enhanced by the spectacular presentation of its attrac-
tions and the meaning they acquire through their relationship with the stories.

However, Kim & Richardson (2003) are not able to confirm whether familiarity or vicarious experience is a determining 
factor in changes to image attributes. The authors posit that familiarity requires the recurring appearance of an attrac-
tion or destination in numerous productions. In any case, the concept of “vicarious experience” is useful for shedding 
light on processes triggered by the spectator while watching a film or television series: suspension of disbelief, various 
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types of immersion, identification (with the camera and with characters) and involvement with the story and the diege-
sis. It is essential to consider these processes in order to analyse the tourism-inducing effects of audiovisual productions 
(Yang; Vanden-Bergh; Lee, 2017).

Kim & Kim (2018) argue that any analysis of film- and television-induced tourism needs to consider the participation 
of the audience in the texts. This participation is multidimensional. On the one hand, there is a correlation between 
what they call “production values” (story, topic, characters, mise-en-scène and framing, in both aesthetic and narrative 
terms) and audience participation, as Kim & Assaker (2014) also point out. On the other, the researcher should take 
into account the different types of audience participation, including: 1) “parasocial interaction”, or a feeling of closeness 
to the character; 2) emotional ties that can be established with the stories, which can attribute symbolic meanings to 
particular settings, among other things; 3) the degree to which spectators relate the story to their own personal expe-
riences, establishing parallels with it or integrating it into the repertoire of resources that enable them to make sense of 
their own environment; and 4) the degree to which the audiovisual production can influence spectator behaviour. These 
dimensions of audience participation all interact with each other. 

In their analysis of the reception of Korean television series in Taiwan, Su et al. (2011) correlate the spectator’s affective 
attitude towards the characters (positive, negative or neutral), the spectator’s parasocial attachment to the character 
(feelings of closeness or distance), the character’s attitude towards the location, the spectator’s attitude towards the 
location, and cultural proximity. The authors conclude that there is a significant relationship between the degree of 
parasocial attachment to the characters and the effect of the series on the audience. Where there is a high level of para-
social attachment, a character’s positive attitude towards a tourist destination or attraction used as a setting can foster a 
similar attitude in the audience. This effect is enhanced when there is a degree of cultural proximity between the series 
and its audience, as in the case they analyse.

Studies by Kim & Assaker (2014), Kim & Kim (2018) and Su et al. (2011) expand the horizons of tourism research to 
include reception studies. These can also be complemented by studies focusing on textual analysis by Nieto-Ferrando 
(2020), Gómez-Morales & Nieto-Ferrando (2021), Luo et al. (2014), and Reijnders (2009). 

4.2.3. Destination placement

Studies that connect textual analysis and reception studies are useful for analysing projected image and perceived image 
from the perspective of destination placement. Product or brand placement involves the insertion of products or brands 
in an audiovisual production for advertising purposes. Studying audiovisual fiction-induced tourism from this perspec-
tive means moving beyond Gartner’s (1993) view of films and television series as autonomous (i.e. “non-inducing”) 
agents in tourist destination image formation (Hudson & Ritchie, 2006a; Shani et al., 2009). 

Nieto-Ferrando (2020) suggests that audiovisual fiction offers certain advantages for the placement of tourist destina-
tions and attractions. These form part of the setting, the place where the events of the stories unfold, with a significant 
impact on shaping those events. The setting therefore constitutes a key element in audiovisual storytelling. This is why a 
film or television production is more suitable for promoting the setting (its own setting) than any other product. Destina-
tion placement in an audiovisual production can even turn into a newsworthy event, which would not normally happen 
with other types of placement (Redondo, 2012). 

Many of the studies reviewed consider that advertising a tourist destination by placing it in an audiovisual production 
is more effective than conventional advertising (Hudson; Ritchie, 2006a; Hudson; Wang; Moreno-Gil, 2011; Shani et 
al., 2009; Rodríguez-Campo; Fraiz-Brea; Rodríguez-Toubes-Muñiz, 2011; Kim; Richardson, 2003). Two important issues 
that are debated in these studies are the extent to which tourism promoters use this advertising strategy and the diffi-
culty associated with reconciling their interests with those of the producers. 

With respect to the first issue, Frost (2010) points out that governments are working hard to bring film and television 
productions to their regions. Tourism producers are taking a greater interest in understanding how audiovisual produc-
tions work so that they can develop strategies to influence the image they project. Bolan & Williams (2008) suggest 
that so far tourism promoters have only tended to act to enhance the effect of audiovisual productions after they are 
released, when, according to Horrigan (2009), they should be getting involved in projects right from the conception sta-
ge. However, Basilicata coast to coast (Rocco Papaleo, 2010) in Italy (Bencivenga; Chiarullo; Colangelo, 2015) and Vicky 
Cristina Barcelona in Spain (Zamorano, 2020) provide evidence of joint action between governments and production 
studios from the very first stages of the projects. Both productions received government support, and this affected the 
content in both cases, including the requirement that the names of the locations had to be included in the film titles. 

The second issue relates to the very different objectives of audiovisual producers and tourism promoters (O’Connor; 
Flanagan; Gilbert, 2008). Efforts to appeal to film or TV audiences may not be in keeping with the objectives of tourism 
promotion policies, even when those policies involve destination placement. As noted above, there are no divergences 
between the image projected in Basilicata coast to coast and the image desired by the region’s tourism promoters 
(Bencivenga; Chiarullo; Colangelo, 2015). However, despite the government support it received, the image projected 
by Vicky Cristina Barcelona differs, at least partly, from the image promoted by the region’s authorities (Nieto-Ferrando 
et al., 2021). 
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As it involves the setting as a narrative variable, the na-
ture of tourist destination or attraction placement itself 
creates these kinds of problems. The insertion of product 
or brand advertising in a film or television production is 
clearly defined and delimited: it appears only in certain 
scenes and under specific circumstances. This may also 
be the case of a tourist attraction, but more commonly 
much of the story’s setting can effectively be advertising 
the location. This suggests that any adjustments to the 
advertising of the tourist attraction to meet the needs of tourism promoters runs the risk of resulting in a “tourist poster 
film”, as Mestre, Del-Rey, & Stanishevski (2008) define it, to the detriment of the production. 

4.3. Which destinations and which audiovisual productions?
4.3.1. Destinations known or unknown

Di-Cesare, D’Angelo, & Rech (2009) and O’Connor, Flanagan, & Gilbert (2008) argue that audiovisual fiction is more 
likely to change the image of destinations that are exotic, unfamiliar or remote. If the destination is already well-known, 
the production merely reinforces pre-existing images and it is difficult to distinguish its impact from that of so many 
other stimuli, especially on overall image (Bencivenga; Chiarullo; Colangelo, 2015). 

Hudson, Wang, & Moreno-Gil (2011) found that the cultural proximity of the location is also an important factor. Wor-
king with spectators in the United States, Canada and Spain, they determined that the effect of The motorcycle diaries on 
the attributes of Latin America’s image was different among Spanish viewers, which they attributed to Spain’s stronger 
cultural ties to the region. 

4.3.2. Television, film and genres

There is less agreement on the question of which types of productions have greater tourism-inducing capacity. The debate on 
this question involves two areas: the differences between television and film fiction, and the genres that can be more effective.

Kim & Long (2012) and O’Connor, Flanagan, & Gilbert (2008) suggest that television series have a greater impact than 
films. The serial nature and longer reception time of television series result in a higher level of spectator identification, 
empathy, emotional connection and parasocial interaction with the characters, as well as a greater degree of engage-
ment with the stories and the locations where they take place. Added to this is the cumulative effect of repeated expo-
sure to those locations (Beeton, 2016). Su et al. (2011) draw on the “cultivation paradigm” to argue that the cumulative 
effect of ongoing exposure to a destination’s projected image brings the audience’s perceived image closer to it. Kim & 
Long (2012) acknowledge that television is at something of a disadvantage compared to film when it comes to the em-
phatic display of scenery, particularly in genres like the soap opera. However, current television production conditions 
have raised the formal features of TV series to a cinematic level.

Numerous researchers have also pointed to the need to analyse which genres may have a bigger tourism-inducing effect, 
particularly on destination image (Beeton, 2016; Hahm; Wang, 2011; Hudson; Ritchie, 2006a; Hudson; Wang; Moreno-Gil, 
2011; Kim; Richardson, 2003; Riley; Baker; Van-Doren, 1998; Roesch, 2009; Shani et al., 2009). Different genres have different 
target audiences (Kim; Long; Robinson, 2009; Redondo, 2012) and are identifiable by their storylines. Redondo (2012) sug-
gests that distinguishing genres can help tourism promoters to manage destination placement in a more informed way. With 
this in mind, this researcher correlates the genre preferences of viewers with their visits to different types of destinations. His 
findings include the identification of a significant positive correlation between a preference for adventure and suspense films 
and beach destinations, and between the comedy, suspense and drama genres and urban destinations, as well as a negative 
correlation between musicals and beach destinations, and between family and adventure films and urban destinations. 

The analysis of genres can also help identify which genre is most appropriate for destination image creation. Historical 
fiction, for example, is generally set in heritage attractions, while certain types of Westerns (Beeton, 2015) and road mo-
vies are more likely to display natural scenery. Frost (2006) argues that historical films can have an especially powerful 
influence on tourism, as the use of heritage sites as locations is one of the specific features that give them their identity 
as a genre. In their analysis of the projected image of Basilicata in Basilicata coast to coast and its impact on Italian tou-
rism, Bencivenga, Chiarullo, & Colangelo (2015) demonstrate the tourism-inducing capacity of the road movie genre 
to which the film belongs. Road movies are structured around a trip that gives special importance to the settings where 
the events unfold, and they depict a profound change in the characters that is directly linked to the travel experience. 

5. Conclusions
The objective of this article has been to identify gaps and conceptual limitations in research on the influence of au-
diovisual fiction on the image of tourist destinations and attractions, and to consider how audiovisual text theory and 
analysis could contribute to addressing them. This in turn can contribute to bridging the gaps between tourism studies 
and audiovisual studies, which, as Beeton (2016) and Connell (2012) point out, is essential for furthering the research 
on the tourism-inducing capacity of audiovisual fiction. 

Audiovisual fiction has relevant advanta-
ges for locating tourist destinations and 
attractions. These are part of the narra-
tive space, the place where events take 
place, conditioning them in an impor-
tant way. Space is, therefore, a first-or-
der magnitude in audiovisual narration
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To this end, this article has presented a review of the lite-
rature (articles published in English and indexed in Web 
of Science and Scopus) dealing with the relationship be-
tween audiovisual fiction and tourism destination ima-
ge. Section 3 above categorises the research according 
to the objectives and topics of the articles, the relations-
hip between destination image and tourist motivations 
or intentions to visit, and the use of audiovisual theory 
and analysis, while Section 4 offers a critical and concep-
tual analysis of the main contributions of the research.

This review has identified the following research gaps: 

C1) Unequal attention is given to the different aspects of the impact of audiovisual fiction on destination image. There 
is also no analysis of the suitability of the attribute categories used to measure the tourism-inducing effects of films or 
series.

Most of the research explores positive effects of audiovisual fiction on overall perceived image or on some of its attribu-
tes. Less attention is given to negative effects on perceived image, and films that produce no significant effects despite 
the use of destination placement are practically ignored. As Redondo (2012) points out, the absence of failure analysis 
limits our understanding of the outcomes of advertising strategies aimed at enhancing destination image through audio-
visual fiction. There is also debate about the negative effect of “negative storylines” (although the meaning of this term 
lacks a clear definition) and their relationship with the reality of the location where a production is set and with other 
media texts that explore that reality along with audiovisual productions.

In the case of destination attributes, the categories used are taken from previous studies, which in turn are based on 
content analysis of advertising texts (tourist brochures and guides). However, promoting tourist destinations is never the 
main objective of a film or television series. This means that a useful method for measuring the effects of advertising 
material on destination image is not necessarily suitable for analysing fiction.

C2) Studies of stereotypical projected or perceived image rarely relate them to other aspects of the image. 

Studies also explore the projection of stereotypes associated with destinations and their influence on tourist expec-
tations. Some of these have approached this question from the perspective of cultural studies or even critical theory, 
particularly when the stereotypes reinforce Orientalist images. There are no studies relating perceived stereotypes to 
overall negative projected and perceived image or to negative changes to attributes. There is also no research analysing 
contradictions between the projection of stereotypical images in productions in which a destination is placed and the 
image of the same location projected by tourism promoters. There is an evident lack of understanding of how stereo-
types work in audiovisual storytelling. 

C3) There are studies that identify the specific contribution of audiovisual fiction to destination image in terms of two of 
the definitions given to the problematic notion of “icon” in Riley, Baker, & Van-Doren (1998): the icon as a connotation 
of an attraction based on its relationship to other elements of the story; and the “tangible icon” based on individual 
contradictory or ironic scenes.

C4) The research suffers from a lack of attention to audiovisual theory and analysis, despite the fact it inevitably calls for 
an interdisciplinary approach. The debates over the importance of scenery, characters or storyline suggest a non-holistic 
conception of TV series and films, where each element that comprises them has its own meaning and a meaning based 
on its relationship to the other elements.

C5) Descriptive studies predominate over explanatory studies. Explanatory studies are more likely to draw on audiovi-
sual textual analysis.

Most of the studies on the effects of audiovisual fiction on perceived destination image are descriptive. There are also 
clear difficulties associated with collecting information about these effects. Many studies make use of convenience 
samples of spectators to measure the impact of audiovisual fiction on destination attributes. However, there is clearly 
a growing interest in the processes triggered by the spectator while watching films or series, but more for the analysis 
(explanatory, in this case) of motivations and intentions to visit than of the images.

C6) Some authors suggest that audiovisual fiction is especially suitable for the placement of tourist destinations or at-
tractions, as they form part of the setting of the story. However, the impact of films and television on destination image 
has rarely been analysed from this perspective. Debates focus on whether tourism promoters make use of this strategy 
or the differences between the interests of promoters and the aims of film and television producers.

C7) Much of the research takes the view that the effect of audiovisual fiction on destination image is more significant 
when the destination is not as well-known. In these cases, its image may be associated exclusively with its presence in 
an audiovisual production. However, the level of prior knowledge about a destination depends on the audience.

Audiovisual fiction is more likely to 
change the image of destinations that 
are exotic, unfamiliar or remote. If the 
destination is already well-known, the 
production merely reinforces pre-exis-
ting images and it is difficult to distingui-
sh its impact from that of so many other 
stimuli, especially on overall image
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C8) There is a recurring debate in the literature about 
the types of productions capable of influencing destina-
tion image, motivations and intentions to visit. Studies 
of film fiction predominate over television series. Nume-
rous studies stress the need to consider the particular 
characteristics of genres, as they may influence desti-
nation image in different ways. However, there are very 
few studies that actually explore this question.

C9) In general terms, there is a predominance of case 
studies in the literature. Connell (2012) claims that this is common in the early years of a field of research, but that it 
hinders the formulation of generalisations. When a study draws on a corpus of audiovisual productions, the selection 
criteria for the sample are often unclear. 

5.1. Recommendations for future research

Based on the results and conclusions of this review, a number of recommendations can be offered for further research 
on film- and television-induced tourism, and particularly the impact of audiovisual fiction on destination image. These 
recommendations constitute the main contribution of this study.

The recommendations are:

1) Samples of audiovisual productions should be selected according to rigorous criteria (C1, C9)
Attention is needed to both successes and failures in the use of audiovisual fiction to influence destination image, and 
research needs to move beyond case studies. This could be achieved through an appropriate, reasonably large selec-
tion of audiovisual productions. The basic criteria should be the geographical location where they are set or filmed, the 
target audience (without viewers, there is no effect) and a high level of exposure of the tourist attractions. With this 
foundation, the criteria can be further specified based on the objective of the study. In this way, researchers would avoid 
selecting films or series that serve the sole function of exemplifying a particular hypothesis (such as positive changes to 
perceived image) that is then asserted as a theory, as is the case in many of the studies analysed.

2) Destination image attributes should be reviewed with attention to the specific characteristics of audiovisual fiction (C1)
Along with the usual attribute categories, the analysis of the effect of audiovisual fiction on destination image attributes 
should include others inferred from content analysis of audiovisual fiction texts with tourism-inducing potential. 

3) In addition to the audiovisual production itself, the paratexts associated with it and other texts related to the des-
tinations should also be analysed (C1, C5, C7)
It is essential to identify the specific contributions of films and TV series in relation to other sources of image creation, 
particularly media sources. A high level of media exposure increases familiarity with a destination and may dilute the 
effect of the audiovisual production on its image. If it creates a negative perception of the destination, a higher level of 
media exposure may also neutralise a positive representation of it in an audiovisual production.

In many cases, the impact of an audiovisual production on a destination’s image, and on tourism in general, is also reliant 
on other media to boost its effect. The paratexts associated with audiovisual productions may create expectations about 
the relationship between the film or series and a destination, or they may simply help to identify its locations when the 
setting of the story is not referential. The reception of audiovisual productions is conditioned by these paratexts.

4) Audiovisual texts should be analysed systematically (C1-C4, C6, C8)
Only by considering how tourist destinations function in audiovisual storytelling and representation can the complexity 
of the projected image in films and TV series and its effect on perceived image be fully understood. Relating these stu-
dies to the analysis of reception and of the effect on audiences will result in research that is more explanatory (why and 
how) than descriptive (what).

Audiovisual text analysis, together with the study of reception, effects and audiences, can help to explore the following issues:

a) The failure of success of an audiovisual production to influence perceived image, given that both may be related to the 
degree and type of interaction between the tourist attractions displayed and the storylines or characters.

b) The apparent contradiction between a negative projection of a destination in a film or series and a positive effect 
on perception or on visits to that destination. A negative conclusion to a character’s story does not necessarily mean a 
negative representation of the setting where it takes place.

c) The projection of stereotypes and its effect on expectations associated with destinations, given the frequent use of 
stereotypes in classical audiovisual storytelling.

d) The transformation of certain tourist attractions into “icons”.

e) The identification of contradictions in the image projected by audiovisual productions. The placement of tourist at-
tractions consistent with the image desired by tourism promoters may clash with the use of representative and narrative 
strategies associated with stereotypes. 

There is less agreement on the question 
of which types of productions have grea-
ter tourism-inducing capacity. The deba-
te on this question involves two areas: 
the differences between television and 
film fiction, and the genres that can be 
more effective
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f) The identification of the types of audiovisual produc-
tions with the biggest tourism-inducing capacity.

5) Reception, effects and audience should be concep-
tualised in more complex terms (C1-10)

Potentially useful approaches include the conceptual 
grounding offered by the cultivation paradigm, by re-
search on the media as agents of socialisation and their 
role in the social construction of the individual’s reality, 
as posited by Beeton (2006), or by the uses and gratifi-
cations paradigm, where audiovisual fiction viewing may 
be motivated by the search for information about a po-
tential holiday destination. 

It is essential to take audience diversity into account. Audiovisual fiction can attribute connotative meanings to certain 
destinations, but such connotations ultimately depend on the cultural background of the spectator. The same is true of 
stereotypes and the degree of familiarity with a destination. Contributions from cultural studies, especially those focu-
sing on the interaction between media texts and their receivers, can help explain the diversity of audiences and of their 
reception of and negotiation with texts, as demonstrated by Mercille (2005). 

In methodological terms, there does not seem to be any justification for the continued use of experimental designs that 
analyse the effect of audiovisual productions on a convenience sample of the audience. Recent studies have highlighted 
the diversity of methods available for research on film- and television-induced tourism (Sánchez-Castillo, 2020; 2021). 
These include the vast amount of information created by tourists and fans of films and series on social media describing 
their tourist and viewing experiences. Content analysis of this information could be decisive for the development of a 
more accurate picture of the impact of audiovisual fiction on destination image. 

6) The tourism-inducing potential of film and television fiction needs to be determined and differentiated (C8)

While films and television series share many characteristics, the specific features of each medium should also be taken 
into account. This means abandoning the treatment of television fiction as an extension of film fiction, and addressing 
the noticeable imbalance in the research, which is dominated by studies of films. The substantial audience that televi-
sion series now enjoy (especially with content streaming platforms), the enhancement of their formal features (enabling 
them to display tourist attractions in a manner comparable to films) and the particular relationship, extended over time, 
that spectators establish with them due to their serial nature, are all indisputable arguments for giving this medium 
more attention. 

7) Intertextuality should be given more attention, particularly generic intertextuality (C2-C4, C8) 

It is essential to identify the specific characteristics of the different genres to determine their capacity to influence 
destination image and motivations and intentions to visit. But genre theory, underpinned by intertextuality, could help 
explain how stereotypes function in texts and their effect or the consolidation of connotative meanings associated with 
certain destinations.

Films or series belonging to a given genre are characterised by their similar content and a similar formal organisation 
(Altman, 2000). This gives them a somewhat repetitive and predictable quality, with similar characters and conflicts that 
are resolved in much the same way, although the details vary. In this sense, a genre offers familiar characters, themes 
and settings. Similarly, stereotypes, the redundant use of connotative attractions, and the generic coding of characters, 
settings or themes can facilitate narrative economy and the development of the story, although their practical applica-
tion by the spectator is required. This enhances their effectiveness. 

5.2. Limitations
The main limitation of this study is its isolation of the construction of destination images from the set of factors that gui-
de the tourist’s decision-making process. These processes interact with each other. Future studies should focus on the 
critical analysis of research on the effect of audiovisual fiction on tourist motivations and intentions to visit. A review is 
also needed that considers the conceptualisation of reception, effects and audiences in studies of film- and television-in-
duced tourism, and the method used for their analysis. 

Furthermore, this review has analysed research on the 
influence of audiovisual fiction on destination image 
prior to visiting the destination, as this has been the 
focus of most scholarly attention. However, destination 
image fluctuates depending on the tourist’s relationship 
with the destination. That image may change to different 
degrees during the tourist experience itself (the organic 
image generated in situ) or sometime after visiting the 

This research has identified the speci-
fic contribution of audiovisual fiction to 
destination image in terms of two of the 
definitions given to the problematic no-
tion of “icon”: the icon as a connotation 
of an attraction based on its relationship 
to other elements of the story; and the 
“tangible icon” based on individual con-
tradictory or ironic scenes

The paratexts associated with audiovi-
sual productions may create expecta-
tions about the relationship between 
the film or series and a destination, or 
they may simply help to identify its loca-
tions when the setting of the story is not 
referential
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location (Govers; Go; Kumar, 2007). Other questions to 
consider include the contrast between the expectations 
created by audiovisual fiction and the actual experience 
in the filmed locations (Chan, 2007), and the capacity of 
audiovisual productions to give meaning to a tourist at-
traction while visiting it and to consolidate its image af-
ter travelling there. Busby & Haines (2013), Chan (2007) 
and Suhud & Willson (2018) suggest that positive ex-
periences at destinations enhance the tourist’s attitude 
towards audiovisual productions set in those locations. 
It is possible that this new interest may tweak or reshape the organic image constructed through the tourist experience. 
It is also possible that tourism may induce the consumption of more audiovisual fiction set or filmed at the locations 
visited. In any case, these are areas of analysis that have yet to be explored extensively by researchers.
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