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Abstract

This article analyses the methodological evolution experienced in academic research on the phenomenon of tourism
induced first by the cinema and later by the audiovisual media in general during the period 1988-2021. Emphasis is
placed on the methodological techniques employed and the tourist destinations considered from the perspective of
marketing, communication and tourism studies. By means of a systematised analysis, 354 articles from the Scopus,
WOS and Journal Citation Report databases were reviewed. The results suggest the existence of two main lines of
analysis: conceptual theory (cultural geography and communication) and empirical analysis (analysis of specific
products by marketing experts). Descriptive and quantitative analyses were found to be in the majority as opposed to
causal and qualitative analyses. The predominance of researchers from the Anglo-Saxon and Asian spheres, who study
the phenomenon of film-induced tourism within their borders, has been discovered.
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1. Introduction

Hudson and Ritchie (2006) characterise film tourism as "[...] tourist visits to a destination or attraction as a result of the
destination’s being featured on television, video, or the cinema screen". This tourism induced by audiovisual fiction is
nowadays revealed as a form of cultural tourism that "[...] responds to a shift in the interest of new cultural consumers
towards the creative industries [...]"(Spain Film Commission, n.d.). It is therefore not surprising that most of the film
commissions have emerged within tourism promotion boards or have close collaboration, so that tourism, audiovisual
production and marketing circulate through communicating channels, thus determining the potential tourist's decision
making process (Middleton; Clarke, 2012; Di Marino, 2008; Juskelyté, 2016; Moisanen, 2010; Moira; Mylonopoulos;
Kontoudaki, 2009; Quintal; Phau, 2015; Rosado Cobian, 2022; Osacar, 2020; Croy, 2007). Since, as Davies (2012) notes,
cinema, television and streaming platforms make the world available to a multiscreen viewer, much like a tourist
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catalogue. By scrolling through this catalogue virtually, cinematic language and seduction techniques work together, so
that the product is perceived as more reliable (Gartner, 1994; Araujo, 2013) while accepting audio-visual conventions
that have an influence on the universality of its images.

Timon and Cala (2020) remark that much of the literature generated on the phenomenon of tourism induced by audiovisual
fiction has been concerned with conceptualising and delimiting its scope. The aforementioned authors consider that this
typology represents an additional motivation for the visitor, becoming a possible intensifier of demand (Bolan; Williams,
2008) or perhaps a secondary element (Croy; Heitmann, 2011). At any rate, it now stands as a fashion factor that "[...]
redirects tourists to some resources and/or products but does not attract them from the first moment" (Timén; Cala, 2020).
Furthermore, its influence is only felt for a short period of time, as indicated by several authors (Busby; Klug, 2001; Di Cesare;
D'Angelo; Rech, 2009; Macionis; Sparks, 2009; Oviedo-Garcia et al., 2016; Pires Basafiez; Ingram, 2013; Mitchell; Stewart,
2012), whilst others also suggest the lasting legacy of the cinematic image (Connell, 2012; Beeton, 2008).

In the last three decades, researchers have striven to methodologically adequate themselves to the new formats of
tourism promotion and to new forms of audio-visual production that have resulted from the emergence of increasingly
demanding audiences. Even the denomination of this phenomenon has evolved as the tourist and the audio-visual
media have evolved. It can thus be said that present research goes far beyond movie or film-induced tourism, favouring
the term screen tourism (Declaracion para el desarrollo de una estrategia espafiola para el fomento del turismo
cinematogrdfico, 2017). It has now become impossible to dissociate the tourist from the spectator and the spectator
from the consumer of digital content, the protagonist of media pilgrimages (Tzanelli, 2017; Couldry, 2000; 2003), which
reflect "[...] an emotional link between the spectator and the place where the work takes place" (Rosado Cobian, 2022).

As highlighted by Nieto et al. (2023), over the last three decades the interest of researchers has fluctuated from the
analysis of universal images of tourist destinations on the part of humanistic disciplines and tourism studies (the world
cinematic gaze, or spectatorial cinematographic cosmopolitanism, according to (Del Rey Reguillo, 2007; Gamir Orueta;
Manuel Valdés, 2007; Ortiz Villeta, 2007; Lukinbeal; Zimmermann, 2008)), to placing the focus on the effects of specific
audiovisual products on audiences from the field of communication (Gémez-Morales; Nieto-Ferrando, 2022; Castro-
Marifio, 2018), including the marketing conformation of the tourist destinations' consolidated offer (Baloglu; McCleary,
1999; Echtner; Ritchie, 1993) or the language of audiovisual fiction (Nieto-Ferrando; del Rey Reguillo; Afinoguénova,
2015; Hao; Ryan, 2013). The correlation between exposure of attractions and their reception by audiences (Lee; Scott;
Kim, 2008; Kim, 2010; Kim; O'Connor, 2011) has been revealed in recent years as a growing trend, linking audio-visual
language to the wide range of possibilities offered by Traveller-generated content (Marine-Roig; Ferrer-Rosell; Martin-
Fuentes, 2022; Sanchez-Castillo, 2020), together with the configuration of a new spectatorial geography.

2. Objectives and Research Questions

This transdisciplinary study has been designed to provide a global perspective on the methodologies used and the main
tourist destinations addressed in the analysis of film-induced tourism. At the same time, it is also aimed at ascertaining
whether these methodologies and destinations are associated with specific research areas or whether, on the contrary,
they are common to the whole sector.

This approach proves to be relevant since, despite the existence of literature reviews intended to identify the themes
of audiovisual-induced tourism research (Nieto-Ferrando; Gomez-Morales; Castro-Marino, 2023; Nieto-Ferrando;
Sanchez-Castillo; Gomez-Morales, 2021; Dominguez-Azcue et al., 2021), no previous article has addressed a
methodological review encompassing the period analysed here (1988-2021) without focusing on specific areas or
territories. Nakayama (2021), for example, devotes his analysis exclusively to Asian destinations (67 WQOS articles),
while other reference works such as those of Cardoso et al. (2017) or Sanchez-Castillo (2020), target a sample of 39
WOS articles in the case of the former publication and 38 documents in the latter.

To conduct this research, and taking into account the above-mentioned scientific background, it has been considered
essential to answer the following research questions:

RQ1: Which methodologies, depending on the main areas of knowledge, have been the most relevant for understanding
film-induced tourism?

RQ2: Which tourist destinations have proved to be the most frequently covered by scientific research over the last 20
years, in relation to the main visitor markets/host destinations, and audio-visual producers?

3. Materials and Methods

Building on the analyses of cultural tourism typologies conducted from tourism studies, such as literary tourism (Cevik,
2020), this paper seeks to examine the current scenario of tourism induced by audiovisual fiction, identify trends as
well as the limitations of previous work and propose new lines of future analysis (Nakayama, 2021). In that sense, our
work will focus on “critically evaluate film tourism as a subject of cross-disciplinary academic study [...], critiquing
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existing and developing perspectives and addressing critical gaps in knowledge” (Connell, 2012) always considering the
replicability of the analysis performed and its transparency (Cardoso et al., 2017).

As indicated, our study covers the period from the early defining beginnings of film-induced tourism in 1988 to 2021. It
was thus deemed convenient to include seminal studies, such as those by Riley and Van Doren (1992) and Riley; Baker,
and Doren (1998), in order to trace the methodological evolution of the object of study over the last two decades. The
present research analyses 354 scientific articles. The databases Scopus, WOS and the Journal Citation Reports have
been used for their compilation. Table 1 describes the variables that integrate the codebook used in the research. It
should be noted that the codes of the variable 'dissemination media' are not mutually exclusive, given the large number
of articles that analyse several categories, thus resulting in multiple combinations, as will be seen in Table 2. However,
it should be stressed that each article has been categorised only once, being assigned to a category (the one with the
highest presence) without the possibility of being included in another of the same variable. Thus, the total sum of
articles should always be a maximum of 354.

Table 1: Codebook and Variables.

”noa " ou

. “film-induced tourism”, “film tourism”, “movie-induced tourism”, “movie tourism”, “TV-
Search keywords (Nieto-Ferrando et al., 2023; ) o o . o a ;
. induced tourism”, “TV tourism”, “Popular media-induced tourism”, “popular media
Dominguez-Azcue et al., 2021) s wou . I “ N
tourism”, “Screen-induced tourism” and “Screen tourism

“year of publication", "area or discipline of the main researcher", "tourist destination
covered", "country/s of the sample analysed"
Dissemination media (Malhotra, 2015) "Cinema", Television", "Social Media", "Streaming platforms", "Other".
Research approach (Malhotra, 2015; Aaker; e

! ! “Exploratory”, “Descriptive”, “Causal”
Kumar; Day, 2003) P Y P
Type of research (Aaker et al., 2003; Malhotra, 2015) | “Qualitative”, “Quantitative”, “Mixed”
Data collection method "Survey", "Experimental design", "Observation", "Qualitative", "Survey-Qualitative", "Case study",
(Malhotra, 2015; Aaker et al., 2003) "Experimental design-Observation", "Survey-Experimental design", "Qualitative Observation"
“Anova", "T-test", "Structural Equation Modelling", "Cluster", "Factorial", "Hierarchical

Segmentation", "Regression", "Content Analysis", "Systematic Review", "Systematic Review"

Descriptive information (Malhotra, 2015)

Type of data analysis employed (Malhotra, 2015)

In accordance with Nakayama (2021), the first phase involved the search, selection and classification of the articles in
the categories indicated, obtaining a total of 444 texts. Subsequently, abstracts were examined and duplicates were
discarded, as well as collective works, doctoral theses and books of proceedings, limiting the sample to 354 articles.
Finally, an Excel spreadsheet was created, in which the articles were included based on the following items: year of
publication, area or discipline of the main researcher, tourism destination covered, country/ies of the sample analysed,
dissemination media, research approach (categories used following Malhotra (2015)), type of research, data collection
method and type of data analysis used (categories used following Malhotra (2015)). Lastly, descriptive data were
obtained for each of the items analysed, making correlations between the most relevant items and checking the
association between them using non-parametric tests such as Cramer's V (Aaker et al., 2003) in order to get the most
out of the data.

4. Findings
4.1. Methods Employed by the Main Areas of Knowledge

To answer the first research question (RQ1), a descriptive analysis on the data collected from the 354 articles coded
was carried out as described above. The coding was undertaken by three researchers who individually catalogued n=
118 units of analysis or papers. In this process it was not necessary to adopt measures of internal reliability and inter-
rater agreement (e.g. Cohen's Kappa or Holsti's index) because the units analysed are objective variables in which no
subjective value representation or judgement is possible.

Overall analysis indicates that the interest generated by film-induced tourism among researchers has fluctuated over
the last three decades. Thus, different moments of growth can be observed (2003-2004; 2006; 2008-2012; 2014-2016
and 2018-2020), with 2016 and 2020 being the years of greatest production around this subject of study (30 and 37
articles, respectively). Figure 1 shows the annual evolution of the number of papers according to the main areas of
knowledge that tackle the phenomenon: tourism studies (185 articles, 53.6%), marketing (102 articles, 29.6%) and, to
a much lesser extent, communication (40 articles, 11.6%), art history (5 articles, 1.4%) and environmental sciences (4
articles, 1.2%).

A closer look at the evolution by area also shows that the peak periods correspond to the most significant periods of
production in the areas of marketing and tourism studies. It is noticeable that, while during the initial years (1988-
1993), studies were scarce and distributed among the three main areas, from the period 2008-2012 onwards, tourism
studies lead the production of articles on the object of study to finally converge with the area of marketing, considering
the traditional capillarity between both disciplines, which concentrate on examining successful products in the field of
consumer/tourist induction. The area of communication also seems to experience an increase around the year 2020,
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advancing in its confluence with the other areas.
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Figure 1: Evolution Over Time of Interest in Film-Induced Tourism According to the Main Researcher's Area.

Regarding the dissemination media considered by the works analysed during the study period, there is a prevalence of
works dealing with cinema (143 articles, 40.4%), television (107 articles, 30.2%) and the combination of cinema and
streaming platforms (41 articles, 11.6%), with these three options accounting for 82.2% of all the papers. Cinema has
been the favourite medium for academic studies, although the world of television has made significant inroads in the
last few decades. A notable increase in its presence has been detected since the works of 2008 (studies by Kim (2010;
2012)); an aspect that will increase in the following years, in line with the spectator trend at a global level. It is
noteworthy that little attention has been paid to the exclusive analysis of social networks as dissemination media (3
articles, 0.8%). Their use is mainly concentrated in the area of marketing.

Differences can be found between the dissemination media according to the different areas. Marketing distributes its
studies between those dedicated to cinema (29 articles) and streaming platforms (14 articles), with television taking
the lead (38 articles), while tourism studies prefer to focus on cinema, even when broadcast via streaming platforms
(79 and 25 articles), with 61 studies dedicated to television (Table 2). With regard to the evolution by areas, it is from
2015 and 2016 when the analysis of audiovisual products disseminated through streaming platforms appears in both
marketing and tourism studies. To verify whether there is an association between the dissemination medium used and
the area of study, a non-parametric Cramer's V test was performed for nominal variables, obtaining that both variables
are moderately related (V-Cramer: 0.264; p-value < 0.001). Hence, the choice of the media analysed is related to the
area of study, being statistically supported by the fact that marketing prefers television studies, while the area of
communication prefers film and tourism covers both film and television.

Table 2: Most Popular Dissemination Media in Film-Induced Tourism Analysis According to Knowledge Areas.

. L . Knowledge areas
Dissemination media = — = Total
Marketing Communication Tourism

Cinema 29 23 79 131
Television 38 7 61 106
Cinema+Streaming platforms 14 2 25 41
Cinema+Television 4 0 6 10
Cinema+Television+Social media 5 0 2 7
Cine+Television+Streaming platforms 4 0 0 4
Cinema+Television+Social media+Streaming platforms 1 0 1 2
Social media 0 1 1 2
Cinema+Social media 1 0 0 1
Others 6 7 10 23
Total 102 40 185 327

As for the research approach, the three categories widely used in the research literature were considered: Exploratory
approach ("... provide information and facilitate understanding of the problem...", "... used in situations where a
problem needs to be defined more precisely...", "... the research process is flexible and lacks structure"; Malhotra
(2015)); Descriptive approach ("Conclusive type of research whose main aim is to describe something"; Malhotra

(2015)) and Causal approach ("Conclusive type of research whose main aim is to obtain evidence concerning causal
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relationships [i.e. cause-effect relationships]"; Malhotra (2015)). After data analysis, it was found that the research
approach of the studies is mainly descriptive (143 articles, 41.1%), followed by 34.7% of exploratory research, and 23.2%
of causal type, which in no case, however, connect the features of audio-visual destination representation with viewers'
reception. Since 2009, there has been a notable increase in the first two approaches, which is replicated, to a lesser
extent, in the case of causal research (Figure 2).

RESEARCH APPROACH

M EXPLORATORY APPROACH
M DESCRIPTIVE APPROACH
W CAUSAL APPROACH

e = L S = T e N o T O T T (O O T ([ (O o T (T [ e T e T o I e e I e T e S I e ]
o0 0 O O o0 o0 0 0 0 0 0 0 0 0 o0 o0 o0 O o o0 o0 o0 o oo o
o W w0 O O o o o O o o0 o0 o o0 O = = = = s s s s s s bk kD
M w oo o = w3 - 00 O = M ow kg 3 - oD D —

YEAR OF STUDY

Figure 2: Most Popular Research Approaches and their Evolution.

A look at the approach used by each of the three main areas indicates that it is variable (Figure 3). Thus, marketing
favours causal studies (50 articles), while tourism studies and communication studies prefer descriptive studies (91 and
23 articles, respectively). As before, a non-parametric Cramer's V test was performed for nominal variables to test for
an association between the area of study and the research focus, and it was found that both variables are moderately
related (V-Cramer: 0.269; p-value < 0.001). Therefore, the choice of research approach is related to the area of study,
being statistically supported by the fact that marketing tends to favour causal studies, i.e. analysing the causes of a
specific effect, while the areas of communication and tourism have a preference for descriptive studies, i.e. those that
analyse the situation of specific variables at that moment in time. The results suggest the existence of two main lines
of analysis: the theoretical conceptual (cultural geography and communication) and the empirical (analysis of specific
products by marketing experts).

100
RESEARCH APPROACH

[l EXPLORATORY APPROACH
W DESCRIPTIVE APPROACH

80 B CAUSAL APPROACH

MARKETING COMMUNICATION TOURISM
AREA OF STUDY

Figure 3: Research Approach According to Knowledge Areas.

Furthermore, it can be seen how, even though in the area of marketing causal studies have had a continuity over time
(see Figure 4), in tourism they evolve from an initial period of exploration towards more relevant approaches in
decision-making, with the introduction of causal studies (especially from 2011 until 2016), denoting maturity in the
analysis of the subject of study. From that year onwards, and during the period 2017-2019, researchers focus again on
exploratory and descriptive analysis, and in 2020 they return to give relevance to causal studies (see Figure 5). In the
area of communication (see Figure 6), exploratory and descriptive approaches predominate, with the occasional
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emergence of causal studies in 2008 and 2020.
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Figure 4: Evolution of Marketing Studies Research Approach.
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Figure 5: Evolution of Tourism Studies Research Approach.
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Considering the type of research, we find a predominance of articles of a qualitative nature (178 articles, 51.1%), while
quantitative studies account for 37.6% (131 articles) and mixed analysis, 11.2% (39 articles). After 2008, there has been
a notable increase in the first two types, which coincides with the general growth in the volume of studies (see Figure
7). It should be noted, however, that until 2017, qualitative studies predominated. From that year onwards, they tend
to equalise with the quantitative ones. In terms of the most popular type of research by area, it should be emphasised
that marketing is dominated by quantitative analyses (64 articles), while tourism studies lean towards qualitative
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Figure 6: Evolution of Communication Studies Research Approach.
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analyses (105 articles).

20
RESEARCH TYPE

B QUALITATVE
B QUANTITATVE
W MIXED

YEAR OF STUDY

Figure 7: Evolution of the Types of Research Over the Period Under Study.

As for the method of data collection (see Figure 8), the survey method is the most common (123 articles, 36.1%),
followed by qualitative data collection (95 articles, 27.9%) and observation (71 articles, 20.8%,; see Figure 8). It is striking
that only 6.5% (22 articles) employ experimental design, and 4.1% of the studies opt for the case study (14 articles).
While 2016 is the year with the highest number of qualitative data collection studies (14 articles), 2020 will be the year
with the highest number of survey studies (16 articles). In that line, marketing leans towards survey as the preferred
data collection method (56 articles; see Figure 8), while tourism studies distribute their methods between survey (58
articles), observation (55 articles) and qualitative data collection (47 articles). Again, a non-parametric Cramer's V test
was performed between the knowledge area and the data collection method, and both variables were found to be
moderately related (V-Cramer: 0.347; p-value < 0.001). Therefore, the choice of data collection method used is related
to the area of study, being statistically supported by the fact that marketing usually chooses the survey, while the area
of communication prefers qualitative data collection (such as in-depth interviews, focus groups, etc.) and tourism
prefers observation and surveys.

METHOD OF DATA COLLECTION
W SURVEY W CASE OF STUDY

0 M EXPERIMENTAL DESIGN M EXPERIMENTAL DESIGN+0BSERVATI
W OBSERVATION [ SURVE Y +EXPERIMENTAL DESIGN
[ QUALITATIVE [l OBSERVATION+QUALITATVE

W SURVEY +QUALITATIVE

50

MARKETING COMMUNICATION TOURISM
AREA OF STUDY

Figure 8: Data Collection Method by Knowledge Area.

In terms of data analysis, 35% of the studies opt for descriptive analysis, i.e. the authors use measures of descriptive
statistics such as measures of central tendency (mean, mode, median, etc.), dispersion (variance, standard deviation,
etc.) among others. While 21.5% use content analysis (i.e. word occurrence counts, word maps, sentiment analysis,
etc.) and 7.6% combine both.

4.2. The Most Popular Tourist Destinations among Researchers

According to the results associated with RQ2, there is a preeminence of studies dedicated to South Korean locations
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(39 articles, 11.6%), followed by those focusing on the United Kingdom (35 articles, 10.4%), Spain (27 articles, 8%),
China (23 articles, 6.8%) and Italy (20 articles, 5.9%). Similarly, there is an important number of articles devoted to the
phenomenon of film-induced tourism at a general level (33 articles, 9.8%).

According to knowledge areas, research in the area of
marketing has focused on South Korea (17 articles),
global analysis (14 articles) and Spain and China (9
articles each). The tourism area has mainly concentrated
on South Korea (36 articles), global analysis (31 articles),
the United Kingdom (35 articles) and Spain and China (26 and 22 articles, respectively). Finally, the communication area
covered global analysis (10 articles) and the UK (5 articles). Once again, the non-parametric Cramer's V test was
performed between the knowledge area and the destination analysed, obtaining that both variables are strongly related
(V-Cramer: 0.482; p-value < 0.001). Therefore, the choice of the destination to be analysed is strongly associated with
the knowledge area, receiving statistical support from the fact that marketing, so far, has mainly chosen South Korea
and studies at a global level, while tourism centres its interest on these two together with the United Kingdom, and
communication in the study of the phenomenon at a global level.

This transdisciplinary study has been designed to
provide a global perspective on the methodolo-
gies used and the main tourist destinations ad-
dressed in the analysis of film-induced tourism

Concerning the researchers' interest for the different Overall analysis indicates that the interest gene-
destinations, scholars working on China prefer to focus rated by film-induced tourism among researchers

their studies on their own terntqry (12 articles), although has fluctuated over the last three decades under
they have also produced studies on South Korea (14 tud
study

articles) and the USA (2 articles). Not surprisingly, Kim
(2012) notes that the main markets for K-dramas are China, Japan and Thailand. This aspect is repeated on the part of US
researchers (12 articles), who focus on their territory and the territories of some of their researchers (7 articles dedicated
to South Korea). Spain, the United Kingdom and ltaly are dominated by articles devoted to this phenomenon in their
national territory (25, 22 and 16 articles, respectively). Researchers working in the first two countries also produce some
studies dealing with the phenomenon at a general level (7 and 4 articles, respectively). India, Japan and Indonesia are also
inclined to study the phenomenon within their borders. There is thus a shift from the analysis of universal cinematographic
images by the Tourism-Geography area (United Kingdom and heritage films, for example), to the concentration and
repetition of destinations and productions (South Korea, Game of Thrones locations, etc.), phenomena linked to specific
products that cannot be generalised and which contribute little to an overall theoretical advance in the field, as indicated
by Sanchez-Castillo in 2020 and already perceived by Connell in 2012.

Nonetheless, if we consider the evolution of academic
interest in the different tourist destinations, we can see
the emergence of certain attractive phenomena for

main researchers during the periods mentioned in the 2008-2012 d ) dies lead th
previous section (2006; 2008-2012; 2014-2020). Thus, ~2012 onwards, tourism studies lead the pro-

for example, some studies from 2006 analyse Greece duction of articles on the object of study to finally
(Busby; O'Neill, 2006) and New Zealand (Jones; Smith, converge with the area of marketing

2005) from Anglo-Saxon outbound markets after the

filming of productions such as Captain Corelli's Mandolin (2001) or Lord of the Rings (2001-2003). Authors such as lwashita
(2006) and Frost (2006) concentrate their attention on Anglo-Saxon countries such as the United Kingdom and Australia,
exploring the cinematic idiosyncrasies of the former (the so-called heritage films) and the Hollywood spectacularity of the
latter (Ned Kelly, 2003). In this sense, Gibson (2006) observes that "[t]he heritage film genre was [...] a key part of the
commodification (commodifiction?) of England's past [...], representing abroad the epitome of British national cinema
(Street, 1997). Meanwhile, South Korea rises in the analyses thanks to the boom of soap operas or K-dramas and their
export to neighbouring markets.

It is noticeable that, while during the initial years
(1988-1993), studies were scarce and distributed
among the three main areas, from the period

During the period 2008-2012, global analyses are
abundant and the tendency of Anglo-Saxon countries
to focus on specific phenomena continues, such as the
aforementioned UK heritage films and studies about
New Zealand and Lord of the Rings. Some studies look
at specific phenomena that have configured the image of a country in the past, such as The Sound of Music (1965) and
Austria (Im; Chon, 2008), while other works reflect the incipient researchers' concern towards the consequences of
supplanted locations in films (as in the case of Budapest, in Irimias (2012)). Two converging trends appear at this point,
the first in the Netherlands and led by Stijn Reijnders' research group, which will be oriented first towards dark locations
(Reijnders, 2010) and later towards Asia and the global South (Kim; Reijnders, 2018); while the second will be directed
to South Korea and will be led by Sangkyun Kim and his studies of South Korean soap operas (Kim; Wang, 2012).

There is a prevalence of works dealing with ci-
nema (143 articles, 40.4%), television (107 arti-
cles, 30.2%) and the combination of cinema and
streaming platforms (41 articles, 11.6%)

During the 2014-2020 period, the number of analyses of the phenomenon at a global level decreased, but the analysis
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of specific phenomena boomed, opening up a wide range of studies and destinations induced by audiovisual fiction.
The rise of this period began with studies dedicated to Anglo-Saxon countries (Australia, New Zealand, USA), with the
first audience analyses dedicated to series such as Breaking Bad (Tzanelli; Yar, 2016). Global media productions and
their impact in the UK, such as The Da Vinci Code (Martin-Jones, 2014), are analysed, although the highly profitable
heritage films are not overlooked in terms of the destination's universal image. The importance of Asian countries
(South Korea) is emphasised, and studies on audiovisual successes from China, Taiwan and Thailand, such as Lost in
Thailand (Mostafanezhad; Promburom, 2018), are included in the literature. In this way, the analysis is opening up to
new destinations, particularly India (Josiam et al., 2014) and Turkey (Kantarci; Basaran; Ozyurt, 2016). Specific cases in
South America (Brazil in City of God) are also gaining interest among researchers (Aratjo, 2013), and there is a growing
trend among southern European countries, such as ltaly (Leotta, 2020; Ponton; Asero, 2015), Croatia (Tkalec; Zilic;
Recher, 2017) and Spain (Lépez; Mosquera; Gonzalez, 2015; Osacar, 2016; Oviedo-Garcia et al., 2016).

As can be observed, the most analysed countries include
traditional tourist destinations in southern Europe
(Spain, ltaly), major outbound-inbound destinations
(traditional and emerging: United Kingdom and China),
as well as important regional outbound markets (South
Korea in the case of the UNWTO Asia-Pacific region).
This reinforces the tourism importance of the main countries under study. Notwithstanding, the major countries studied
do not fully coincide with the main film producers (2019), as shown in Table 3, although the case of South Korea stands
out as the first destination addressed by the researchers and the fifth largest film producer in the world.

The results suggest the existence of two main li-
nes of analysis: the theoretical conceptual (cultu-
ral geography and communication) and the empi-
rical (analysis of specific products by marketing
experts)

Table 3: Comparison between the Main Worldwide Tourist Destinations, the Main Film Producers and the Main Destinations Covered
by the Film-Induced Tourism Research.

Main Tourist Destinations by [Main Film Producing Countries|Main Film Producing Countries| Main Tourist Destinations Covered by Academic
International Arrivals (2019) (Volume of Films, 2017) (Value Creation, 2019) Research (N/%) = Number and Percentage of Papers|
France India United States South Korea (N=39; 11,6%)
Spain China China United Kingdom (N= 35; 10,4%)
United States United States Japan Spain (N=27; 8%)
China Japan South Korea China (N=23; 6,8%)
Italy South Korea United Kingdom Italy (N=20; 5,9%)
Turkey France France United States (N=19; 5,6%)
Mexico United Kingdom India New Zealand (N=13; 3,9%)
Thailand Spain Germany Brazil (N=11; 3,3%)
United Kingdom Germany Mexico Australia/India/Thailand (N=10; 3%; N=10;3%; N=10; 3%)
Germany Argentina Russia Japan (N=9; 2,7%)
Denmark Turkey (N=7; 2,1%)
Japan Indonesia/lreland/The Netherlands (N=6;1,8%;
N=6;1,8%; N=6;1,8%)
Greece Hungary (N=4; 1,2%)
Source: UNWTO Tourism Data Dashboard (n.d.); Blanco (2020) based on UNESCO data; Motion Picture Association (2020)

The choice of data collection method used is rela-
ted to the area of study, being statistically suppor-
ted by the fact that marketing usually chooses the
survey, while the area of communication prefers
qualitative data collection (such as in-depth inter-
views, focus groups, etc.) and tourism prefers ob-
servation and surveys

Remarkably, France, first in the world ranking for
international arrivals and sixth in the ranking of main
film producers, is not in the top ten countries analysed
by film-induced tourism. Although this finding is very
relevant, it could be due to various reasons, such as the
academic tradition of these countries, the limited
originality of some highly recognised destinations or the
difficulty of finding different destination patterns in
stereotypical contexts. In this sense, the United Kingdom (in ninth place in terms of arrivals), has achieved a noteworthy
prominence among researchers, perhaps due to its status as the fifth country in terms of film value generation. Spain,
however, as the world's second most popular tourist destination, is the third most popular destination among researchers.
It should be noted that in the pre-pandemic ranking (2017), Spain was eighth in terms of volume of films shot, but had no
presence in the 2019 ranking for the value generated from those films. The cinematographic and touristic significance of
China and the United States placed these countries in fourth and sixth place, respectively, in terms of academic attention
during the study period. It is interesting, on the other hand, the specific interest given by researchers to destinations such
as Turkey and Thailand (sixth and eighth in the ranking of international arrivals).

5. Discussion and Conclusion

This paper has traced the methodological evolution in the analysis of film-induced tourism, with special emphasis on the
techniques employed by the main knowledge areas that have dealt with this subject and the tourist destinations most
favoured by researchers during the period 1988-2021. In terms of the main areas, two major lines of analysis are observed:
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empirical (analysis of specific products by marketing experts) and theoretical conceptual (cultural geography,
communication). Connell expressed the opinion in 2012 that cultural geography was developing (and could develop in the
future) the greatest conceptual advances, going from descriptive approaches (which have proved to be predominant in
our analysis) to causal ones, and from eminently qualitative studies to quantitative ones. Notwithstanding, the continuous
evolution experienced by the media of audiovisual fiction requires researchers of the new screen tourism to return
cyclically to exploratory and descriptive analyses (period 2017-2019), in order to understand the effects of the irruption of
successful productions via the new streaming platforms and social networks.

In addition, some important limitations can be identified
that constrain both our analysis and the evolution of the
object of study. On the one hand, Connell (2012) points

out that an important part of the published articles have . .
worked on the same literature, hence more than 30 mple), to the concentration and repetition of des-

articles are dedicated to the phenomenon of film- tinations and productions (South Korea, Game of

induced tourism at a general level. On the other hand, it Thrones locations, etc.), phenomena linked to

is apparent that the three main areas (marketing, specific products

communication, tourism studies) have traditionally

approached the phenomenon from very different perspectives, to which contributes the fact that the margins of
disciplines are blurred for the journals; a feature aggravated by the lack of a solid theoretical basis for analysing the
destination image (Nakayama, 2021). This situation leads to a great disparity in the collection and analysis of data (which
does not relate destination display to spectator reception) and heterogeneity between the qualitative and quantitative
methodologies employed, while highlighting the real lack of interdisciplinary work on the subject (the promotion of
interdisciplinarity advocated by Connell (2012)). Each area adopts the traditional methods of its own discipline and even
tends to analyse specific media, using approaches and tools according to their nature.

There is a shift from the analysis of universal cine-
matographic images by the Tourism-Geography
area (United Kingdom and heritage films, for exa-

The results conclude that descriptive analysis (35%)
prevails over any other analytical approach, including
content analysis (21.5%). Since 2013, the need to
analyse the film language used in order to know how
to improve the destination image is alluded to (Hao;

The preference is gradually shifting from Anglo-
Saxon countries (traditional outbound tourists
and audiovisual producers) towards emerging
countries with regard to outbound tourism (Asia

Ryan, 2013; Nieto-Ferrando et al., 2015). To this end, and the global South), as well as towards Medite-
designing a qualitative study that reveals the impact of rranean and South American destinations (tradi-
film-induced tourism beyond questionnaires or tionally inbound)

exploratory and descriptive studies, which are too

limited, is essential (Nakayama, 2021), as well as focusing on social networks as valuable sources of information
(Sanchez-Castillo, 2020). Because, as the aforementioned author states, it is imperative to evolve towards more
ambitious multidisciplinary methodologies, based on data mining and Big Data (Sanchez-Castillo, 2020). Also the
content analysis of audiovisual products, together with the correlation between a particular audiovisual display and the
fan phenomenon. One of the methodological trends that can lead to the crucial innovative inflection for the future.

In terms of the evolution of interest in the main
destinations, the first decade of the twenty-first
century was still dominated by the Anglo-Saxon world
(mainly the United Kingdom). Nevertheless, between
2008 and 2014, a boom in the analysis of the
phenomenon in South Korea becomes noticeable. In 2015-2016, Italy took centre stage, while in 2016 there was an
explosion of studies dedicated to Spain. In the first case, the boom coincides with Sangkyun Kim's studies, which
examine the tourist induction of K-dramas at the beginning of the 21st century (2010; 2012), while in the second case
it may be due to the enactment of the Italian Cinema Law and the filming of Game of Thrones in Spain. Thus, we see
how the preference is gradually shifting from Anglo-Saxon countries (traditional outbound tourists and audiovisual
producers) towards emerging countries with regard to outbound tourism (Asia and the global South), as well as towards
Mediterranean and South American destinations (traditionally inbound).

But The main obstacle in the research arises from
the obvious difficulty in detecting film-induced
tourism as the main motivation for tourism de-
mand

However, significant gaps can be detected in the
analysis of the main film-induced tourism destinations,
some stemming from the fact that almost all
researchers choose to analyse the phenomenon within
their own borders. There is a marked absence of
studies that analyse the impacts of film-induced
tourism according to cultural differences (Kim; Reijnders, 2018) or the host community (Nakayama, 2021), as well as
the cultural construction of film-induced tourism (appropriation and sale of places and culture), from cultural studies

Content analysis of audiovisual products, toget-
her with the correlation between a particular au-
diovisual display and the fan phenomenon could
be some methodological trends leading to the
crucial innovative inflection for the future
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and geography (Nakayama, 2021; Connell, 2012). Furthermore, although there is an incipient willingness to analyse the
negative impacts of film-induced tourism (Nakayama, 2021), studies on this topic are still scarce.

But the main obstacle in the research arises from the obvious difficulty in detecting film-induced tourism as the main
motivation for tourism demand (Nakayama, 2021); a particularity that is supported by the fact that the main destinations
analysed are major tourism destinations per se. Moreover, as Sdnchez-Castillo argues, the validity of induction is not
proven over time (2020). Given that the real impact of audiovisuals as a tourism inducer seems to be limited (Di Cesare et
al., 2009) and that some of its effects will only be perceptible in the short term, could tourism managers really base a
sustainable development strategy focused on this typology of cultural tourism? In coordination with film commissions,
Destination Management Organisations (DMOs) should direct their policies towards the promotion and maintenance of a
decent and attractive image, without relying on trends that are linked to specific products that cannot be generalised and
that contribute little to the overall theoretical advancement on the subject (Sanchez-Castillo, 2020; Connell, 2012).

In this vein, it should be noted that the main destinations covered do differ in terms of their importance in the world of
audiovisual production. Thus, we can assume that their images (with the exception of South Korea and China) have not
been proposed by the film industries of origin (France, Spain, Italy), with the United States playing an overwhelming
role. The evidence that the most studied countries do not coincide with the main producing countries may be due,
among other reasons, to the reasons mentioned in the section on results, and should be analysed in future research
under the perspective of cultural industries.

The emergence of streaming platforms, however, may contribute to compensate for the shortcomings in terms of the
cinematographic image produced by the main European tourist countries. This aspect is particularly interesting
considering that it would allow the main tourist destinations (and audiovisual fiction-induced tourism hosts) to create
an upgraded and globally distributed image in line with current consumption models. The shift of national production
towards a more modern image in line with reality via streaming platforms for content distribution suggests an
opportunity for empowerment for host countries, whose audiovisual image has traditionally been out of their control.

6. Limitations and future research lines

For this analysis, due to the high number of publications, it was considered appropriate not to include monographs,
doctoral theses and conference proceedings. Future research should obtain data from these types of publications and
carry out a comparative study in order to detect whether the publication format is relevant as a dependent variable.
The authors are also interested in continuing to analyse trends in the different areas from 2022 onwards to confirm the
findings of the present research. They also intend to choose a significant sample of articles from those already analysed
and focus on the variables studied. In addition, they seek to identify which possible external phenomena occurred
during the period may have influenced the choice of destinations by the different knowledge areas. This aspect may be
studied by means of a systematic analysis of the most relevant phenomena of "movie tourism".

7. Funding

This article is a result of the project "Qualitative and quantitative analysis of the factors of audiovisual fiction that induce
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Funded by the Ministry of Science and Innovation (Micin) / State Research Agency (AEI) of Spain. Validity period: 2022-
2024.

References
Aaker, D. A.; Kumar, V.; Day, G. S. (2003). Investigacion de Mercados. México: Limusa, Weley.

Araujo, Arthur (2013). "The effects of negative plot films on destination image: The case of Brazil." In: 5th Annual Global
Management Conference Lisbon, Portugal. The Global Academic Network & Instituto Universitario de Lisboa (ISCTE-IUL).
https://www.academia.edu/download/31142135/The_effects_of negative_plot_films_on_destination_image.pdf

Baloglu, Seyhmus; McCleary, Ken W. (1999). "A model of destination image formation". Annals of Tourism Research,
v. 26, n. 4, pp. 868-897. https.//doi.org/10.1016/50160-7383(99)00030-4

Beeton, Sue (2008). "Location, location, location: Film corporations' social responsibilities". Journal of Travel & Tourism
Marketing, v. 24, n. 2-3, pp. 107-114. https://doi.org/10.1080/10548400802092551

Blanco, Lorena (2020). Panorama de la Industria Mundial 2020. Recopilacion estadistica de las principales variables de
la industria. Mendoza: Observatorio Audiovisual FilmAndes. https://filmandes.com/wp/wp-content/uploads/2021/03/
Panorama-de-la-Industria-Mundial-2020.pdf

Bolan, Peter; Williams, Lindsay (2008). "The role of image in service promotion: focusing on the influence of film on
consumer choice within tourism". International Journal of Consumer Studies, v. 32, n. 4, pp. 382-390. https://doi.org/10.
1111/j.1470-6431.2008.00672.x

€330208 Profesional de la informacidn, 2024, v. 33, n. 2. e-ISSN: 1699-2407 11


https://www.academia.edu/download/31142135/The_effects_of_negative_plot_films_on_destination_image.pdf
https://doi.org/10.1016/S0160-7383(99)00030-4
https://doi.org/10.1080/10548400802092551
https://filmandes.com/wp/wp-content/uploads/2021/03/Panorama-de-la-Industria-Mundial-2020.pdf
https://filmandes.com/wp/wp-content/uploads/2021/03/Panorama-de-la-Industria-Mundial-2020.pdf
https://doi.org/10.1111/j.1470-6431.2008.00672.x
https://doi.org/10.1111/j.1470-6431.2008.00672.x

Maria C. Puche-Ruiz; Esmeralda Crespo-Almendros; Sebastian Sanchez-Castillo

Busby, Graham; Klug, Julia (2001). "Movie-induced tourism: The challenge of measurement and other issues". Journal
of Vacation Marketing, v. 7, n. 4, pp. 316-332. https://doi.org/10.1177/135676670100700403

Busby, Graham; O'Neill, Kerry (2006). "Cephallonia and Captain Corelli's Mandolin: the influence of literature and film on
British visitors". Acta Turistica, v. 18, n. 1, pp. 30-51. https.//www.cabidigitallibrary.org/doi/full/10.5555/20063193172

Cardoso, Lucilia; Estevao, Cristina MS; Muniz, Ana Cristina Fernandes; Alves, Helena (2017). "Film Induced Tourism: A
Systematic Literature Review". Tourism & Management Studies, v. 13, n. 3, pp. 23-30. https://www.tmstudies.net/
index.php/ectms/article/view/1021

Castro-Marifio, Deborah (2018). "La audiencia social y el mundo narrativo de la ficcién: analisis de los comentarios de
los fans y community managers sobre la ficcion televisiva y webseries espafiolas". Palabra Clave, v. 21, n. 1, pp. 86-110.
https://doi.org/10.5294/pacla.2018.21.1.5

Cevik, Samet (2020). "Literary tourism as a field of research over the period 1997-2016". European Journal of Tourism
Research, v. 24, pp. 2407-2407. https.//doi.org/10.54055/ejtr.v24i.409

Connell, Joanne (2012). "Film tourism — Evolution, progress and prospects". Tourism Management, v. 33, n. 5, pp. 1007-
1029. https://doi.org/10.1016/j.tourman.2012.02.008

Couldry, Nick (2000). The Place of Media Power: Pilgrims and Witnesses of the Media Age. London: Routledge.
https://doi.org/10.4324/9780203007624

Couldry, Nick (2003). Media Rituals: A Critical Approach. London: Routledge. https://doi.org/10.4324/9780203986608

Croy, Glen; Heitmann, Sine (2011). "Tourism and film." In: Research themes for tourism. Robinson, P.; Heitmann, S.;
Dieke, P. (Eds.), pp. 188-204. CABI Wallingford UK. https://doi.org/10.1079/9781845936846.0188

Croy, William Glen (2007). "The role of film in destination decision-making." Doctoral dissertation, University of Otago.
https://hdl.handle.net/10523/4542

Davies, Ann (2012). "Introduction." In: Spanish Spaces: Landscape, Space and Place in Contemporary Spanish Culture.
Davies, Ann (Ed.), pp. 1-20. Liverpool: Liverpool University Press. https://doi.org/10.5949/UP09781846317750.001

Del Rey Reguillo, Antonia (2007). Cine, imaginario y turismo: Estrategias de seduccién. Tirant Lo Blanch. https.//
dialnet.unirioja.es/servlet/libro?codigo=348698

Di Cesare, Francesco; D'Angelo, Luca; Rech, Gloria (2009). "Films and Tourism: Understanding the Nature and Intensity
of their Cause—Effect Relationship". Tourism Review International, v. 13, n. 2, pp. 103-111. https://doi.org/10.3727/
154427209789604606

Di Marino, Emma (2008). "The strategic dimension of destination image: the French Riviera image from the italian
tourists' perceptions." Tesi di dottorato, Universita degli Studi. http://www.fedoa.unina.it/id/eprint/2170

Dominguez-Azcue, Janire; Almeida-Garcia, Fernando; Pérez-Tapia, Gema; Cestino-Gonzalez, Estefania (2021). "Films and
Destinations—Towards a Film Destination: A Review". Information, v. 12, n. 1, pp. 39. https://doi.org/10.3390/info12010039

Echtner, Charlotte M.; Ritchie, J. R. Brent (1993). "The Measurement of Destination Image: An Empirical Assessment".
Journal of Travel Research, v. 31, n. 4, pp. 3-13. https.//doi.org/10.1177/004728759303100402

Frost, Warick (2006). "Braveheart-ed Ned Kelly: historic films, heritage tourism and destination image". Tourism
Management, v. 27, n. 2, pp. 247-254. https.//doi.org/10.1016/j.tourman.2004.09.006

Gamir Orueta, Agustin; Manuel Valdés, Carlos (2007). "Cine y geografia: espacio geografico, paisaje y territorio en las
producciones cinematograficas". Boletin de la Asociacion De Gedgrafos Espafioles, n. 45, pp. 157-190. http://hdl.handle.
net/10016/828

Gartner, William C. (1994). "Image Formation Process". Journal of Travel & Tourism Marketing, v. 2, n. 2-3, pp. 191-
216. https://doi.org/10.1300/J073v02n02_12

Gibson, Sarah (2006). "A seat with a view: Tourism, (im)mobility and the cinematic-travel glance". Tourist Studies, v. 6,
n. 2, pp. 157-178. https://doi.org/10.1177/1468797606071475

Gomez-Morales, Beatriz; Nieto-Ferrando, Jorge (2022). "Emplazamiento e imagen de los destinos y los atractivos
turisticos. Del analisis del texto audiovisual al andlisis de los efectos." In: Turismo inducido por el audiovisual. Revision
metodoldgica y propuestas de investigacion transdisciplinar. Nieto-Ferrando, Jorge; del Rey Reguillo, Antonia; Martin-
Fuentes, E. (Eds.), pp. 49-74. Salamanca: Comunicacion Social. https://doi.org/10.52495/c2.emcs.6.p88

Hao, Xiaofei; Ryan, Chris (2013). "Interpretation, Film Language and Tourist Destinations: A Case Study of Hibiscus
Town, China". Annals of Tourism Research, v. 42, pp. 334-358. https://doi.org/10.1016/j.annals.2013.02.016

€330208 Profesional de la informacidn, 2024, v. 33, n. 2. e-ISSN: 1699-2407 12


https://doi.org/10.1177/135676670100700403
https://www.cabidigitallibrary.org/doi/full/10.5555/20063193172
https://www.tmstudies.net/index.php/ectms/article/view/1021
https://www.tmstudies.net/index.php/ectms/article/view/1021
https://doi.org/10.5294/pacla.2018.21.1.5
https://doi.org/10.54055/ejtr.v24i.409
https://doi.org/10.1016/j.tourman.2012.02.008
https://doi.org/10.4324/9780203007624
https://doi.org/10.4324/9780203986608
https://doi.org/10.1079/9781845936846.0188
https://hdl.handle.net/10523/4542
https://doi.org/10.5949/UPO9781846317750.001
https://dialnet.unirioja.es/servlet/libro?codigo=348698
https://dialnet.unirioja.es/servlet/libro?codigo=348698
https://doi.org/10.3727/154427209789604606
https://doi.org/10.3727/154427209789604606
http://www.fedoa.unina.it/id/eprint/2170
https://doi.org/10.3390/info12010039
https://doi.org/10.1177/004728759303100402
https://doi.org/10.1016/j.tourman.2004.09.006
http://hdl.handle.net/10016/828
http://hdl.handle.net/10016/828
https://doi.org/10.1300/J073v02n02_12
https://doi.org/10.1177/1468797606071475
https://doi.org/10.52495/c2.emcs.6.p88
https://doi.org/10.1016/j.annals.2013.02.016

Methodologies, Knowledge Areas and Tourist Destinations Addressed in Scientific Research on Tourism Induced by Audiovisual Fiction (1988-2021)

Hudson, Simon; Ritchie, J. R. Brent (2006). "Promoting Destinations via Film Tourism: An Empirical Identification of Supporting
Marketing Initiatives". Journal of Travel Research, v. 44, n. 4, pp. 387-396. https://doi.org/10.1177/0047287506286720

Im, Holly Hyunjung; Chon, Kaye (2008). "An exploratory study of movie-induced tourism: A case of the movie the sound
of music and its locations in Salzburg, Austria". Journal of Travel & Tourism Marketing, v. 24, n. 2-3, pp. 229-238. https.//
doi.org/10.1080/10548400802092866

Irimids, Anna (2012). "Missing identity: relocation of Budapest in film-induced tourism". Tourism Review International,
v. 16, n. 2, pp. 125-138. https.//doi.org/10.3727/154427212X13485031583902

Iwashita, Chieko (2006). "Media representation of the UK as a destination for Japanese tourists: Popular culture and
tourism". Tourist Studies, v. 6, n. 1, pp. 59-77. https://doi.org/10.1177/1468797606071477

Jones, Deborah; Smith, Karen (2005). "Middle-earth Meets New Zealand: Authenticity and Location in the Making of The Lord
of the Rings*". Journal of Management Studies, v. 42, n. 5, pp. 923-945. https://doi.org/10.1111/j.1467-6486.2005.00527.x

Josiam, Bharath M; Spears, Daniel; Dutta, Kirti; Pookulangara, Sanjukta A; Kinley, Tammy L (2014). "“Namastey
London”: Bollywood Movies and Their Impact on how Indians Perceive European Destinations". Hospitality Review, v.
31, n. 4, pp. 2. https.//digitalcommons.fiu.edu/hospitalityreview/vol31/iss4/2

Journal Citation Reports Database (n.d.). "Clarivate." https://jcr.clarivate.com/jcr/home?Init=Yes&SrcApp=IC2LS

Juskelyté, Donata (2016). "Film induced tourism: Destination image formation and development". Regional Formation
and Development Studies, v. 19, n. 2, pp. 54-67. https.//doi.org/10.15181/rfds.v19i2.1283

Kantarci, Kemal; Basaran, Murat Alper; Ozyurt, Pasa Mustafa (2016). "Understanding the impact of Turkish TV series
on inbound tourists: A case of Saudi Arabia and Bulgaria". Tourism Economics, v. 23, n. 3, pp. 712-716. https://
doi.org/10.5367/te.2016.0558

Kim, Sangkyun (2010). "Extraordinary Experience: Re-enacting and Photographing at Screen Tourism Locations".
Tourism and Hospitality Planning & Development, v. 7, n. 1, pp. 59-75. https://doi.org/10.1080/14790530903522630

Kim, Sangkyun (2012). "The Impact of TV Drama Attributes on Touristic Experiences at Film Tourism Destinations".
Tourism Analysis, v. 17, n. 5, pp. 573-585. https://doi.org/10.3727/108354212X13485873913804

Kim, Sangkyun; O'Connor, Noélle (2011). "A cross-cultural study of screen-tourists' profiles". Worldwide Hospitality
and Tourism Themes, v. 3, n. 2, pp. 141-158. https://doi.org/10.1108/17554211111123005

Kim, Sangkyun; Reijnders, Stijn (2018). "Asia on My Mind: Understanding Film Tourism in Asia." In: Film Tourism in
Asia: Evolution, Transformation, and Trajectory. Kim, Sangkyun; Reijnders, Stijn (Eds.), pp. 1-18. Springer Singapore.
https://doi.org/10.1007/978-981-10-5909-4_1

Kim, Sangkyun; Wang, Hua (2012). "From television to the film set: Korean drama Daejanggeum drives Chinese,
Taiwanese, Japanese and Thai audiences to screen-tourism". International Communication Gazette, v. 74, n. 5, pp. 423-
442. https://doi.org/10.1177/1748048512445152

Lee, Soojin; Scott, David; Kim, Hyounggon (2008). "Celebrity fan involvement and destination perceptions". Annals of
Tourism Research, v. 35, n. 3, pp. 809-832. https://doi.org/10.1016/j.annals.2008.06.003

Leotta, Alfio (2020). "Naples for urban voy (ag) eurs: Tourism and the representation of space in Gomorrah and My Brilliant
Friend". Journal of Italian Cinema & Media Studies, v. 8, n. 2, pp. 205-219. https.//doi.org/10.1386/jicms_00017_1

Lopez, Lucrezia; Mosquera, David Santomil; Gonzalez, Rubén Camilo Lois (2015). "Film-induced tourism in the Way of
Saint James". Almatourism-Journal of Tourism, Culture and Territorial Development, v. 6, n. 4, pp. 18-34. https://doi.
0rg/10.6092/issn.2036-5195/4951

Lukinbeal, Chris; Zimmermann, Stefan (2008). A Geography of Cinema-The Cinematic World. Stuttgart: Franz Steiner
Verlag. https://www.steiner-verlag.de/The-Geography-of-Cinema-A-Cinematic-World/9783515095297

Macionis, Niki; Sparks, Beverley (2009). "Film-induced Tourism: An Incidental Experience". Tourism Review
International, v. 13, n. 2, pp. 93-101. https://doi.org/10.3727/154427209789604598

Malhotra, Naresh K (2015). Investigacion de mercados: Conceptos esenciales. Pearson.

Marine-Roig, Estela; Ferrer-Rosell, Berta; Martin-Fuentes, Eva (2022). "La construccién de la imagen del destino en
Internet: El caso de la Comunidad Valenciana". Espejo De Monografias De Comunicacion Social, n. 6, pp. 215-242.
https://doi.org/10.52495/c8.emcs.6.p88

Martin-Jones, David (2014). "Film tourism as heritage tourism: Scotland, diaspora and The Da Vinci Code (2006)". New
Review of Film and Television Studies, v. 12, n. 2, pp. 156-177. https://doi.org/10.1080/17400309.2014.880301

€330208 Profesional de la informacion, 2024, v. 33, n. 2. e-ISSN: 1699-2407 13


https://doi.org/10.1177/0047287506286720
https://doi.org/10.1080/10548400802092866
https://doi.org/10.1080/10548400802092866
https://doi.org/10.3727/154427212X13485031583902
https://doi.org/10.1177/1468797606071477
https://doi.org/10.1111/j.1467-6486.2005.00527.x
https://digitalcommons.fiu.edu/hospitalityreview/vol31/iss4/2
https://jcr.clarivate.com/jcr/home?Init=Yes&SrcApp=IC2LS
https://doi.org/10.15181/rfds.v19i2.1283
https://doi.org/10.5367/te.2016.0558
https://doi.org/10.5367/te.2016.0558
https://doi.org/10.1080/14790530903522630
https://doi.org/10.3727/108354212X13485873913804
https://doi.org/10.1108/17554211111123005
https://doi.org/10.1007/978-981-10-5909-4_1
https://doi.org/10.1177/1748048512445152
https://doi.org/10.1016/j.annals.2008.06.003
https://doi.org/10.1386/jicms_00017_1
https://doi.org/10.6092/issn.2036-5195/4951
https://doi.org/10.6092/issn.2036-5195/4951
https://www.steiner-verlag.de/The-Geography-of-Cinema-A-Cinematic-World/9783515095297
https://doi.org/10.3727/154427209789604598
https://doi.org/10.52495/c8.emcs.6.p88
https://doi.org/10.1080/17400309.2014.880301

Maria C. Puche-Ruiz; Esmeralda Crespo-Almendros; Sebastian Sanchez-Castillo

Middleton, Victor T C; Clarke, Jackie R (2012). Marketing in Travel and Tourism. London: Routledge. https://doi.
0rg/10.4324/9780080511108

Mitchell, Heather; Stewart, Mark Fergusson (2012). "Movies and holidays: the empirical relationship between movies
and tourism". Applied Economics Letters, v. 19, n. 15, pp. 1437-1440. https://doi.org/10.1080/13504851.2011.631888

Moira, Polyxeni; Mylonopoulos, Dimitrios; Kontoudaki, Aikaterini (2009). "Using Films as a Tourism Promotional Tool: The Case
of Greece." In: The International Conference on Impact of Movies and Television on Tourism, Conference Proceedings. pp. 230-
248. https.//polyxenimoira.weebly.com/uploads/3/0/4/6/30464652/using_films_as_a_tourism_promotional_tool.pdf

Moisanen, Riikka (2010). "The effect of film on destination image and tourists' destination selection." Bachelor’s Thesis,
Turku University of Applied Sciences. http://www.theseus.fi/handle/10024/21980

Mostafanezhad, Mary; Promburom, Tanya (2018). "‘Lost in Thailand’: The popular geopolitics of film-induced tourism in
northern Thailand". Social & Cultural Geography, v. 19, n. 1, pp. 81-101. https.//doi.org/10.1080/14649365.2016.1257735

Motion Picture Association (2020). "Theme Report." https.//www.motionpictures.org/wp-content/uploads/2021/03/MPA-
2020-THEME-Report.pdf

Nakayama, Chihiro (2021). "Film-Induced Tourism Studies on Asia: A Systematic Literature Review". Tourism Review
International, v. 25, n. 1, pp. 63-78. https://doi.org/10.3727/154427220X16064144339156

Nieto-Ferrando, Jorge; del Rey Reguillo, Antonia; Afinoguénova, Eugenia (2015). "Narracidn, espacio y emplazamiento
turistico en el cine espafiol de ficcién (1951-1977)". Revista Latina de Comunicacion Social, n. 70, pp. 584-610.
https.//doi.org/10.4185/RLCS-2015-1061

Nieto-Ferrando, Jorge; Gomez-Morales, Beatriz; Castro-Marifio, Deborah (2023). "Audiovisual Fiction, Tourism, and Audience
Studies: A Literature Review". Review of Communication Research, v. 11, pp. 88-126. https://doi.org/10.5680/RCR.V11.4

Nieto-Ferrando, Jorge; Sanchez-Castillo, Sebastian; Gomez-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 informacidn/Information Professional, v. 30, n. 6, pp. e300614. https.//doi.org/10.3145/epi.2021.nov.14

Ortiz Villeta, Aurea (2007). "Paisaje con figuras. El espacio habitado del cine". Saitabi, v. 57, pp. 205-226.
http://hdl.handle.net/10550/27282

Osacar, Eugeni (2016). "La imagen turistica de Barcelona a través de las peliculas internacionales". PASOS Revista de
turismo y patrimonio cultural, v. 14, pp. 843-858. https://doi.org/10.25145/j.pasos.2016.14.055

Osacar, Eugeni (2020). "Barcelona: la imagen turistica de la ciudad proyectada en las peliculas y series internacionales".
Estudios Turisticos, n. 220, pp. 165-194. https://doi.org/10.61520/et.2202020.52

Oviedo-Garcia, M. Angeles; Castellanos-Verdugo, Mario; Trujillo-Garcia, M. Antonia; Mallya, Thaddeus (2016). "Film-
induced tourist motivations. The case of Seville (Spain)". Current Issues in Tourism, v. 19, n. 7, pp. 713-733. https://doi.
0rg/10.1080/13683500.2013.872606

Pires Basafiez, Rafael; Ingram, Hadyn (2013). "Film and tourism: the imagined place and the place of the imagined".
Worldwide Hospitality and Tourism Themes, v. 5, n. 1, pp. 39-54. https://doi.org/10.1108/17554211311292439

Ponton, Douglas Mark; Asero, Vincenzo (2015). "The Montalbano effect: re-branding Sicily as a tourist destination?".
On the Horizon, v. 23, n. 4, pp. 342-351. https://doi.org/10.1108/0TH-05-2015-0014

Quintal, Vanessa; Phau, lan (2015). "The role of movie images and its impact on destination choice". Tourism Review,
v. 70, n. 2, pp. 97-115. https://doi.org/10.1108/TR-03-2014-0009

Reijnders, Stijn (2010). "Places of the imagination: An ethnography of the TV detective tour". Cultural Geographies, v.
17, n. 1, pp. 37-52. https://doi.org/10.1177/1474474009349998

Riley, Roger; Baker, Dwayne; Doren, Carlton S. Van (1998). "Movie induced tourism". Annals of Tourism Research, v.
25, n. 4, pp. 919-935. https://doi.org/10.1016/50160-7383(98)00045-0

Riley, Roger W.; Van Doren, Carlton S. (1992). "Movies as tourism promotion: A ‘pull’ factor in a ‘push’ location".
Tourism Management, v. 13, n. 3, pp. 267-274. https://doi.org/10.1016/0261-5177(92)90098-R

Rosado Cobian, Carlos (2022). "Prélogo." In: Turismo inducido por el audiovisual. Revision metodoldgica y propuestas
de investigacion transdisciplinar. Nieto-Ferrando, J.; del Rey Reguillo, A.; Martin-Fuentes, Eva (Eds.), pp. 9-13.
Salamanca: Comunicacidn Social. https://doi.org/10.52495/prol.emcs.6.p88

Sanchez-Castillo, S. (2020). "Research on Film as an Inducer of Tourism: A Methodological Review". L'Atalante. Revista
de estudios cinematogrdficos, v. 30, pp. 109-122. https://revistaatalante.com/index.php/atalante/article/view/815

€330208 Profesional de la informacidn, 2024, v. 33, n. 2. e-ISSN: 1699-2407 14


https://doi.org/10.4324/9780080511108
https://doi.org/10.4324/9780080511108
https://doi.org/10.1080/13504851.2011.631888
https://polyxenimoira.weebly.com/uploads/3/0/4/6/30464652/using_films_as_a_tourism_promotional_tool.pdf
http://www.theseus.fi/handle/10024/21980
https://doi.org/10.1080/14649365.2016.1257735
https://www.motionpictures.org/wp-content/uploads/2021/03/MPA-2020-THEME-Report.pdf
https://www.motionpictures.org/wp-content/uploads/2021/03/MPA-2020-THEME-Report.pdf
https://doi.org/10.3727/154427220X16064144339156
https://doi.org/10.4185/RLCS-2015-1061
https://doi.org/10.5680/RCR.V11.4
https://doi.org/10.3145/epi.2021.nov.14
http://hdl.handle.net/10550/27282
https://doi.org/10.25145/j.pasos.2016.14.055
https://doi.org/10.61520/et.2202020.52
https://doi.org/10.1080/13683500.2013.872606
https://doi.org/10.1080/13683500.2013.872606
https://doi.org/10.1108/17554211311292439
https://doi.org/10.1108/OTH-05-2015-0014
https://doi.org/10.1108/TR-03-2014-0009
https://doi.org/10.1177/1474474009349998
https://doi.org/10.1016/S0160-7383(98)00045-0
https://doi.org/10.1016/0261-5177(92)90098-R
https://doi.org/10.52495/prol.emcs.6.p88
https://revistaatalante.com/index.php/atalante/article/view/815

Methodologies, Knowledge Areas and Tourist Destinations Addressed in Scientific Research on Tourism Induced by Audiovisual Fiction (1988-2021)

Scopus Database (n.d.). "Elsevier." https://www.scopus.com/home.uri
Spain Film Commission (n.d.). "Turismo Cinematografico." http.//www.shootinginspain.info/es/turismo-cinematografico
Street, Sarah (1997). British National Cinema. London: Routledge. https://doi.org/10.4324/9780203414880

Timon, Diego A Barrado; Cala, Antonia Sdez (2020). "Cinema and tourism in large cities: The case of Madrid (Spain)".
Estudios Turisticos, n. 220, pp. 115-132. https://doi.org/10.61520/et.2202020.57

Tkalec, Marina; Zilic, lvan; Recher, Vedran (2017). "The effect of film industry on tourism: Game of Thrones and
Dubrovnik". International Journal of Tourism Research, v. 19, n. 6, pp. 705-714. https://doi.org/10.1002/jtr.2142

Tzanelli, Rodanthi (2017). "Staging pilgrimage on Skopelos after Mamma Mia!(2008): Digital and terrestrial hospitality
in cinematic tourism." In: Gazing at Death: Dark Tourism as an Emergent Horizon of Research. Korstanje, Maximiliano;
Handayani, Bintang (Eds.), pp. 131-171. London: Nova Science Publishers. https://eprints.whiterose.ac.uk/126372

Tzanelli, Rodanthi; Yar, Majid (2016). "Breaking Bad, Making Good: Notes on a Televisual Tourist Industry". Mobilities,
v. 11, n. 2, pp. 188-206. https://doi.org/10.1080/17450101.2014.929256

UNWTO Tourism Data Dashboard (n.d.). "United Nations World Travel Organisation." https://www.unwto.org/tourism-
data/unwto-tourism-dashboard

€330208 Profesional de la informacidn, 2024, v. 33, n. 2. e-ISSN: 1699-2407 15


https://www.scopus.com/home.uri
http://www.shootinginspain.info/es/turismo-cinematografico
https://doi.org/10.4324/9780203414880
https://doi.org/10.61520/et.2202020.57
https://doi.org/10.1002/jtr.2142
https://eprints.whiterose.ac.uk/126372
https://doi.org/10.1080/17450101.2014.929256
https://www.unwto.org/tourism-data/unwto-tourism-dashboard
https://www.unwto.org/tourism-data/unwto-tourism-dashboard

