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Abstract
The principal purpose of this thesis is to investigate the relationships between
film genres and the decision-making process of the tourist. Within the tourism
industry, the specific type of tourism-Film Tourism-has recently been recognised
and approached in several research projects and case-studies. As a result of
these efforts, the researchers agree that, in certain conditions, a film may
influence the decision of the viewer to travel to the destination that such film
portrays. However, due to the recent recognition of this type of tourism and
consequent low number of explanatory research in this area, there is an evident
lack of understanding about the underlying reasons why films may have such a
stimulating effect on tourist decisions. To develop deeper understanding of this
newly emerged type of tourism, it is vital to research different elements of the
film and their possible effects on tourism-related decisions of the viewer. This
pioneering study focuses on the previously neglected “genre” element of the
film and the role of this element in the overall influence of the film on the
tourist’s decision making process.
Accordingly, an extensive survey (n=241) was conducted, implemented via the
Internet and to randomly selected Exeter residents. The survey was followed by
a series of in-depth semi-structured interviews (n=10) of randomly selected
respondents from Exeter. The results suggest that film genres may affect the
motivational factors, such as Exciting and Achievement (Yoon and Uysal, 2005).
Moreover, emotions are an important factor in the decisions of Film Tourists
(Kim, 2012), and films of specific genres may infuse destination with such
emotions, alter the destination image and create an interest in the destination.
The major contribution of this study is the discovery that the effect of film genres
on the Film Tourist is but a small subconscious part of the overall film influence,
which encompasses a wider range of elements such as visual beauty, plot,
actors, credibility and the atmosphere. Furthermore, it would appear that, for
most tourists, film is an additional and not a primary factor which creates a wish
to travel. The visual portrayal of the destination is the key element which
determines whether the film will affect the decision of the viewer to travel, but
the genres of the film may allow the prediction of tourist type and possible travel
behaviour.
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Chapter 1 Introduction
1.1 Background
Since 2000, Film Tourism has become the subject of intense interest within the
tourism literature since it was recognised that film can be the driver of tourism
development for many destinations. Indeed, examples of films attracting tourists
to destinations can be found in many places, perhaps the most famous of which
include the magical atmosphere of Harry Potter films attracting tourists to
Gloucester Cathedral, UK (Grihault, 2007 and Lee, 2012); the positive effects of
“The Sound of Music” on the number of visits to Salzburg (Hyunjung and Kaye
2008); the romantic Regency atmosphere of “Pride and Prejudice” attracting
tourists to Netherfield Park, UK (Parry, 2008); and the beautiful landscapes and
fantasy environment of “The Lord of the Rings” and the effect on tourism in New
Zealand (Singh and Best, 2004; Jones and Smith, 2005 and Buchmann, 2010).
To develop tourism, destinations are faced with the necessity to differentiate
themselves in a crowded marketplace. Certain destinations have been, for the
long time, portrayed and promoted through a variety of media forms, such as
literature, paintings, music (and songs), poetry (McKercher, 2002). Through
such channels, the media may construct the images and meanings of the actual
physical places. In recent years, with the development of television and
cinematography, films have become a wide-spread form of media and appear to
be an effective tool in shaping the decisions of some tourists. The destinations
portrayed through film receive unique marketing opportunities and can provide
the type of tourism that is not available at other destinations: Film Tourism.
Macionis (2004: 86) suggests that Film Tourism can be perceived as a “postmodern experience of the destination that has received some form of media
representation, such as films”. Moreover, for the purposes of this research, the
situation where the viewer visits (or develops a wish to visit) the destination
seen in the film is approached and examined.
Visits to film-exposed destinations are a relatively new type of tourism
experience, and as destinations continuously strive to distinguish themselves, it
is becoming increasingly crucial to understand the relationships between films
and the behaviour of tourists, and how tourists perceive the portrayed
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destinations. However, there is an apparent gap in research literature when
focusing on Film Tourism. One of the reasons for this is the complexity of this
phenomenon. Specifically, the challenge in approaching and measuring Film
Tourism lies in the fact that it is a personalized experience; it depends highly on
the viewer’s emotional responsiveness, personality, background (cultural and
ethnical) and the ability to interpret the media images, which makes this
experience unique for every tourist, which makes it a challenging area to
approach.
In addition, because Film Tourism is a relatively recently recognised
phenomenon, the majority of research in this area are either descriptive in
nature or case-study based and focused exclusively on examining Film Tourism
management for the specific film and/or location. To be precise, the researchers
focused on the definition of this type of tourism (Busby and Klug, 2001); the
specific location case studies related to it (Iwashita, 2008); the advantages and
disadvantages of Film Tourism on the local tourism industry and community
(Hyunjung and Kaye, 2008) and the connections between film and the image of
the destination (Urry and Larsen, 2011). More recently, the connections
between the emotions of tourist and films have become the subject of research
(Kim, 2012).
Despite this emerging body of research, there is still a lack of deeper theoretical
understanding of this type of tourism, and the knowledge about the factors of
film that affect viewers and make them want to travel is limited (Couldry, 1998;
Riley and Van Doren, 1998; Busby and Klug, 2001; Beeton, 2005; Olsberg,
2007). Moreover, many of the mentioned researchers stress that Film Tourismrelated research needs to shift from the descriptive to the explanatory focus.
Specifically, there is an apparent gap in the research literature when focusing
on the effects of different elements within the film on the tourism-related
decision making process of the viewer. Films have many elements that
determine their effect on the viewer’s perception of the destination, such as
filming location, cast, story and genres (Macionis, 2004), and the effects of each
of these elements are under-researched to date.
While in recent years, several researchers, most notably Kim and Long (2012)
attempted to explore the under-researched area of the effects of film genres on
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the tourism-related decisions of the viewers, much more research is needed to
sufficiently examine it. This thesis contributes to the existing base of knowledge
by investigating the connections between film genre and the elements of the
decision-making process of the potential Film Tourist.
Specifically, in this thesis, the connections are explored between film genre and
the decision-making process of the tourist, focusing specifically on tourist
motivation, information search, familiarity with the destination, interest in the
destination, and the role of emotions. The findings suggest that films create
associations with visual qualities of the destination, and infuse the destination
with emotions. Destination images created by films can convey specific
information about the destination, thus developing both the image of the
destination and familiarity with it. The changes in the image of the destination,
consequently, may create a motivation for the viewers to travel. Therefore, the
ability of the film to alter tourist behaviour may depend, to a degree, on the
genre of the film, as will be discussed in Chapters 5 and 6.
When approaching the motivational factors of this process, the framework of
pull and push motivation theory by Dann (1977) can be used. According to this
theory, pull factors attract tourists to the destination and push factors represent
the internal forces that influence tourists to travel. Films can affect both of the
types of factors because this media appears to have the power to
simultaneously expose potential tourists to the attractions of the destination,
such as monuments and/or landscapes, and also evoke an emotional response
in the viewers and create a motivational driver to visit the portrayed destination,
for example, to recreate the feeling of excitement experienced during film
watching while visiting the actual destination.
The research of the connections between film genres and different motivational
factors is the core contribution of this thesis. The findings suggest that most of
the more popular genres (the genres most frequently watched by general
respondents) may affect certain motivators stronger, for example, the “comedy”
genre may be expected to more efficiently attract Relaxation-seeking tourists to
the destination. These connections propose that the genre of the film may be
efficiently used to identify the profile of the possible Film Tourist the film is more
likely to attract to the destination it portrays. Moreover, this method is developed
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beyond the predictions about the possible motivational factors. This thesis
contributes to the Film Tourism field of study further by suggesting that film
genres may similarly be used to predict Film Tourist’s probable position on the
Travel Career Ladder (Pearce, 1988) and their possible Film Tourist type
(Macionis, 2004).
Finally, it is important to acknowledge and consider the economic and
marketing implications of Film Tourism. Hudson and Ritchie (2005) recognised
the marketing effects of films focusing on the specific case of “Captain Corelli’s
Mandolin”, and later developed a process of Film Tourism marketing implication
stages, depending on film production stage (Hudson and Ritchie, 2006). These
results prove that films can be a powerful marketing tool to shape the
destination image and attract tourists. Moreover, Buchmann (2010) researched
the possible marketing implication of images from the film by analysing special
Film Tourism guidebooks of New Zealand. It is important to note that while the
primary purpose of this thesis is to contribute to the theoretical understanding of
the field of Film Tourism, the results of this project additionally contribute to the
marketing theories of Film Tourism. Specifically, as film genres may be used to
identify the profile of the probable Film Tourists, this information can
subsequently be used by businesses that offer Film Tourism experience (for
example, Britmovietours) to construct more efficient promotional and
advertisement material (Buchmann, 2010) which would efficiently target specific
Film Tourist profiles.
1.2 Aim and objectives
As stated in the previous part of this chapter, this thesis investigates the
connections between film genre and the elements of the decision-making
process of the potential Film Tourist. Moreover, this study is conducted to
identify, characterise and understand the role of the film genres in the context of
the film-induced tourism. Therefore, this thesis is designed to address the aim:


In what way do film genres influence the decision-making processes of
the tourist?

In order to fulfil this aim, the concepts associated with the tourist decisionmaking process and Film Tourism are reviewed. The connections between
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these two concepts are identified: the research examines how and why the
elements of the decision-making process (for example, motivation and
information search) influence tourists, and explore how films can affect such
elements. Interestingly, while there is research published concerning such
connections between films and elements that influence tourists to travel, most of
this research is focused on films in a more general sense and not on the
specific factors of the film, such as characters, actors, story and/or genres.
As suggested by Connell (2012:1019), there is no “winning formula” to induce
Film Tourism, because many factors determine whether film will affect tourismrelated decisions of the viewer. As mentioned earlier, these factors include
visual qualities, characters, story and genre, and the genre factor of the film is
under-researched and not fully understood. As this thesis attempts to cover this
gap in the academic knowledge and explores the relationship between the
genres and the decision-making process of the tourist, the objectives of the
research are designed to evaluate the connection between the genres and the
core elements that affect the decisions and perceptions of tourists.
Consequently, the specific objectives of the research are as follows:
Objective 1: To develop an understanding of the terms tourist decision-making
process and Film Tourism and identify the elements of the decision-making
process that films can influence.
Focusing on the decision-making process of the tourist, this process has
received substantial attention from tourism researchers, and the elements of
this process, such as motivation, information search and emotions have
received considerable attention in the literature. However, little research has
been conducted to explore the decision-making process of the tourist (and its
elements) in the context of Film Tourism.
Furthermore, from the perspective of Film Tourism, this type of tourism was
examined to define and understand the types of Film Tourism and Film Tourist,
alongside the motivation and behaviour of Film Tourists. There are many factors
of a film that determine if and how the film may influence tourist decisions, and
several such factors became the focus of the researcher’s attention. For
example, Macionis (2004) has researched the connections between films and
tourist motivation; Kim (2012) has explored the connections between films and
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emotions; and a number of case studies, for example, by Singh and Best (2004)
and Hyunjung and Kaye (2008) have examined the role of films in specific
locations.
However, the genre factor remains relatively under-researched, as stated by
Shani, Wang, Hudson and Gil (2009), Beeton (2010) and Hudson, Wang and
Gil (2011); indeed, apart from the few recent studies (Kim, 2012), the effect and
the role of the genres in the film influence on tourists has remained unexplored.
Accordingly, this research attempts to provide a general understanding about
the role of film genres in Film Tourist decision-making process.
Objective 2: To examine the nature of the influence of film genre on the tourist
motivation to travel.
One of the core, most important factors that influence tourists to travel is the
motivation, specifically, the inner forces that create a desire to travel. Moreover,
different film genres may have a different effect on specific motivators, and
certain genres may be more effective in influencing specific motivators than
others. For example, the “romantic” genre is more likely to affect the “Romantic”
motivator. Although such a connection can be, to a great degree, expected,
additional less apparent connections may be identified, and Objective 2 is
designed to explore such connections.
Objective 3: To explore the nature of the influence of film genre on the
information search process of tourist.
Undoubtedly, films can be acknowledged and perceived as a source of
information about the destination. However, the richness and diversity of such
information can differ depending on the films. For example, certain films present
only the visual information about the destination, while others may include more
specific locations, or less tangible qualities of the destination, such as culture
and atmosphere. Consequently, it may be suggested that films of certain genres
may be more efficient in informing the viewer about the destination. For
instance, while James Bond and Harry Potter films inform the viewers about the
culture and “feeling” of Britain (Iwashita, 2006), it may be suggested that horror
films may be less efficient displayers of an atmosphere, as may be the case
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with “Them” and the city of Bucharest, Romania. Objective 3 is designed to
investigate which genres are more efficient information deliverers.
Objective 4: To investigate the nature of the influence of film genre on the
image of the destination.
The image of the destination, as will be discussed in greater detail in Chapter 2,
is a complex element, which originates from the motivational demand of the
tourist and the information about the destination the tourist has. The
understanding of the effect of the films and film genres on the motivation and
information search is important to understand the effect films may have on the
destination image. However, it must also be acknowledged that certain genres
may be generally more effective in creating a positive and desirable image for
tourists, and/or efficiently familiarise tourists with the destination.
Objective 5: To explore the nature of genre influence on the type of visit to the
destination.
As stated by Macionis (2004) and Singh and Best (2004), a visit to the film
portrayed destination can take various forms. Tourists may come to the
destination specifically and exclusively because it was featured in the film, have
an organised tour to the filmed location, or make it a part of a larger, more
diverse trip. It may be suggested that films of different genres may affect the
type of visit of the tourist. For example, previously mentioned Harry Potter films
of the “adventure” genre often attract organised film-related tours to Gloucester
Cathedral. However, tourists who visit the locations from the “drama” genre film
“The Sound of Music” in Salzburg may include such visits into longer and not
entirely film-related visits. Objective 5 investigates the connections between the
genre and the types of visit to the destination.
An additional challenge lies in the fact that the films may have many different
meanings for individuals – and specific genres, similarly, have multiple
meanings. However, a number of common processes can be identified: as
tourists can be categorized into types depending on their attributes (Kozak,
2002), the genre influence can be perceived as such an attribute, therefore,
specific genres can affect specific tourist types more strongly, and/or be more
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powerful attributes than other genres. To capture such influences, the research
adopts quantitative data collection.
However, while the general processes of genre effects on tourists can be
captured by quantitative survey, there is a need for a deeper understanding of
the reasons of such processes. The research attempts to explore the reasons
why genres affect tourists’ decisions, and examine how the genres are
considered by the tourist. This addresses the gap in the literature recognised,
as stated above, by Shani et al. (2009), Beeton (2010) and Hudson et al. (2011).
Furthermore, Objective 1 is of a descriptive nature; it explores, systematises
and summarises the existing Film Tourism and decision-making theories.
Objective 2 through Objective 5 are of an investigative nature, designed to
identify and explain the influence of the genres on tourist behaviour.
Furthermore, these objectives have been allocated specific research questions,
presented in Table 1.1.
Table 1.1 Research objectives and research questions
Objective
Objective 1

Objective 2

Objective 3

Objective 4

Objective 5

Research question
 What is the tourist decision making process?
 What factors affect tourist decisions?
 How tourists make decisions to travel?
 What is the concept of Film Tourism?
 How can films affect tourist decisions?
 What motivational factors can genres affect?
 How and why are motivational factors affected by film
genres?
 Which genres affect the information search process of
Film Tourist?
 How and why do genres affect the information search
process of Film Tourist?
 Which genres affect the interest in the destination?
 Which genres affect the destination image
development?
 Why genres affect the destination image?
 How and why do genres affect the type of visit to the
destination?
Source: author
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1.3 Structure of the thesis
The remaining chapters of this thesis outline the existing literature review, the
chosen research methods, and the results of the research. Chapter 2 provides a
review of the previous literature focusing specifically on the process of tourist
decision-making and the elements of this process, such as: Information Search,
Travel Motivation, Destination Image, Emotions and Travel Companions.
Chapter 3 presents a review of the literature focusing on the concept of Film
Tourism, exploring the definition and forms of this type of tourism; Film Tourist
profiles and types; and the connection between films and previously examined
elements of the tourist decision-making process. Chapter 3 also explores the
previous literature on film genre and its possible role on the influence on the
tourist. Chapter 4 discusses the research methods utilised in this research and
justifies the selection of mixed method implementation in data collection and
analysis.
Chapter 5 and Chapter 6 provide the results of this research. Chapter 5
describes the first stage of quantitative research and identifies specific genres
that may influence different elements of tourist decision making. Chapter 6
presents results from the second qualitative stage and attempts to explore the
reasons why genres may have an impact on the elements of tourist decision
making. Finally, Chapter 7 draws conclusions and highlights the contribution of
the findings of this thesis to the existing research literature.
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Chapter 2 Perspectives on a tourist’s decision-making process
2.1 The concept of the decision-making process
Before exploring the connection between Film Tourism and the tourist decisionmaking process, it is necessary to discuss the concept of the tourist decisionmaking process. Many researchers have attempted to explain the process that
consumers follow when they are making a decision about purchasing a product.
This has resulted in the formation of a number of useful and diverse models that
explain the decision-making process of the consumers. Sirakaya and Woodside
(2005) report that the earliest and most influential models, the “grand models” of
consumer behaviour, were produced by Nicosia (1966), Engel, Kollat, and
Blackwell (1970), Runyon (1980), Gilbert and Cooper (1991) and Howard
(1994).
However, researchers, such as Oppermann (2000), Kim, Hwang, and
Fesenmaier (2005), Sirakaya and Woodside (2005), Molina and Esteban (2006)
and Smallman and Moor (2010) report that the choice of tourism products, for
example, tourism services and visits to a destination, is a procedure that differs
from the usual purchase of shop goods. The reason for this phenomenon is the
intangible and complex nature of tourism products and services, the
impossibility of experiencing these products before the actual purchase, and the
presence of a need for information search prior to visiting a particular place, due
to additional levels of risk.
Moreover, several consumer decision-making theories were developed by
different researchers who analysed the process of the tourist decision-making
or focused in more detail on a specific element of such a process. Their
research produced models specifically targeted at the decision-making process
of consumers during the purchase of tourism service and/or product, because
the literature suggests that tourism products have a number of differentiating
qualities, outlined earlier, and thus need a specific approach. Furthermore, the
presented theories focus on consumed and selected tourism products and
services with consideration of the intangible nature of these services, and
perceive them as something consumers have no chance to see, touch, test and
compare prior to the purchase, or to return in case of dissatisfaction.
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This chapter is set up to analyse the tourist decision-making process. The
objectives of this chapter include, firstly, identifying the themes of the decisionmaking process. The second objective is to review the existing processes of the
decision-making of the tourists. This review adopts a chronological approach,
chosen in order to illustrate the evolution and development of the tourist
decision-making process theories. The analysis presents the oldest theories of
this process and moves to more recent ones, examining the evolution of the
perception of the tourist decision-making process over time, and identifying the
contribution of every new developed theory and model to the existing base of
knowledge.
In addition, it is important to note two theories that are the main focus of the
review. Firstly, the importance and contribution of the model developed by
Decrop and Snelders (2005). The main contribution of this model is that its
design was based on qualitative analysis, and Decrop and Snelders (2005)
were the first researchers who adopted such a data collection method to
examine the process of tourist decision-making. Indeed, as this area of interest
is very complex and diverse, adopting a qualitative research method is
increasingly difficult. The model of Decrop and Snelders (2005) addresses the
lack of qualitative research in this area, which is an important contribution to the
existing base of knowledge.
Secondly, the model by Hsu, Tsai and Wu (2009), while not focusing on the
decision-making process extensively, serves as an important stepping stone in
the review by exploring the role and importance of motivational factors in tourist
decisions. The motivational factors to travel are the critical element in the
process of the tourist decision-making. However, Hsu, Tsai and Wu (2009) were
the first researchers who adopted a detailed classification of motivational factors
into the decision-making process paradigm.
Furthermore, the analysis of existing tourist decision-making process theories
illustrates the role and importance of different themes of the decision-making
process of the tourists, which leads to the third objective: to examine in more
depth the nature of different elements in such processes referred to as “themes”,
and contribution of themes to the tourist decision-making process.
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2.2 Tourist decision-making process theories
From the chronological perspective, the process of the tourist decision-making
has been the subject of research since the late 1970s. In their research,
Sirakaya and Woodside (2005) attempted to chronologically summarise the
existing perceptions on theory of tourist decisions. While most of these theories
are somewhat outdated, they demonstrate the evolution of theories of the tourist
decision-making process. It would appear that the understanding of this process
shifted from perceiving it as a pragmatic rational process to seeing it as a
deeper, more complex and not always rational and intentional process. In
addition, over time, the importance of the influence of travel companions and
destination image has become more apparent.
From a more specific perspective, researchers have attempted to produce a
process of tourist decision-making. Despite this, because tourist decisionmaking is a complex process, no single perspective offers a complete model
(Hsu, Tsai, Wu, 2009; Shao, Lye, Rundle-Thiele, 2009; Smallman and Moor,
2010). Moreover, the decision-making theorists have difficulty measuring and
understanding this process, because it is unobservable and consumers are only
partially aware of it (Sirakaya and Woodside, 2005; Smallman and Moor, 2010).
Despite that, various existing theories, although different in approach and
methodology, allow examination of the decision-making processes from
different perspectives. These theories will are reviewed below.
2.2.1 Major influences on Individual Travel Behaviour
The first process of the decision-making of tourist was developed by Moutinho
(1987), who attempted to produce an in-depth analysis of factors influencing
decision-making process in different contexts, as illustrated in Figure 2.1
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Figure 2.1 Major influences on Individual Travel Behaviour
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Attitude

Adapted from Moutinho (1987: 6)
Moutinho (1987) offers a scientific approach to the tourist process of the
decision-making, and focuses on the aspect of tourism behaviour. The
researcher mentions that decision-making process depends highly on the
behaviour of the tourist, which is influenced by a variety of factors, such as
“Personality”, “Learning”, “Motivation”, “Perception”, and “Attitudes”. Moreover,
Moutinho (1987) suggests that these factors also dependent on forces outside
the individual, and therefore, produced the idea that, while the decision-making
process is influenced by individuality of a potential tourist, this individuality is
partially formed by the external influence. Furthermore, the researcher identifies
the influence of other people (in a variety of forms), referring to this influence as
“social influence” and divided this into four groups: role and family influence,
reference groups, social classes, and culture and subculture. It is important to
note that in the form of family and reference groups, Moutinho (1987)
introduced a theme of the decision-making process-“groups”, which may
assume the form of the family, travel companions and/or friends.
Therefore, Moutinho (1987) contributed to the research literature by identifying
the number of factors which influence the motivation of tourists, and their
perception of the destination, exploring the process of the development of
motivations. This theory suggests that motivation to travel may be affected by
the cultural and social environment of the potential tourist. Moreover, Moutinho
(1987) attempted to analyse the information search process of tourist from this

26

perspective and concluded that information is an important element which forms
the destination image.
2.2.2 Relationship of Destination Image and Traveller buying Behaviour
The second attempt to systematise the elements of the tourist decision-making
process was that of Chon (1990), who attempted to explain this process, as
illustrated in Figure 2.2.
Figure 2.2 Relationship of Destination Image and Traveller buying
Behaviour
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Further Modification
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Satisfaction/
Dissatisfaction

Adapted from Chon (1990: 6)
Chon (1990) attempted to specifically evaluate the role of destination image in
the process of the tourist decision-making, not extensively examined by
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Moutinho (1987). Moreover, to produce the research, Chon (1990) reviewed
relevant theories and studies in tourism, recreation and consumer research,
which enabled the diagram to be constructed. Chon (1990) suggests that the
decision-making process involves travel motivations (both push and pull) and
anticipation, which includes information search and the construction of
destination image.
It is important to note that Chon (1990) produced one of the earliest theories,
which attempted to systematise the decision-making process of the tourist, and
the elements presented in Figure 2.2 have been the subject of additional
examination by a number of later researchers, for example, Mansfeld (1992).
2.2.3 Conceptual Model of Tourist Destination Choice
The third model on the decision-making process of the tourists was developed
by Mansfeld (1992), who adopted a model produced by Mathieson and Wall
(1982) and developed a model on the information search element. The results
of this approach are presented in Figure 2.3.
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Figure 2.3 Conceptual Model of Tourist Destination Choice
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Adapted from Mansfeld (1992: 402), based partially on Mathieson and Wall
(1982)
As can be seen from Figure 2.3, Mansfeld (1992) states that the elements of the
tourist decision-making process include travel motivations and an information
gathering phase. It is important to note that Mansfeld (1992) focused in more
detail on the “information search” part of the decision-making process of the
tourist, concluding that information search is an important part of the decisionmaking process because it affects the evaluation of destination alternatives.
This characteristic of the information search will be addressed in further detail
later in this research (see section 2.3.2).
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Moreover, Mansfeld (1992) concluded a lack of research in this area, and
stressed the importance of further and deeper research. Mansfeld (1992) then
proposed the guidelines and recommendations for further research, stating that
motivation and information search should be the subjects of further
investigations. Furthermore, in later years, “travel motivation” and “information
search” themes were most researched in the context of the decision-making
process of the tourists.
When comparing the works of Chon (1990) and Mansfeld (1992), several points
must be mentioned. Firstly, it is important to stress the fact that later model by
Mansfeld (1992) did not develop any additional elements in the process of the
decision-making of tourist, as both Chon (1990) and Mansfeld (1992) agree that
the decision-making process of the tourists involves motivation and information
search. However, it is evident that Mansfeld (1992) analysed in more detail the
process of evaluating the alternatives. Whilst Chon (1990) involved
“Consideration of alternates” element, Mansfeld took the argument further, and
introduced “Elimination of alternatives”, followed by “Assessing the alternatives
and, finally, “Choosing the best alternative”. The reason for this lies in more
focused analysis of the role of information search. Mansfeld (1992) was the first
to question the adequacy of the data received via the information search
process, as the quality of an alternative can depend on the accuracy and
trustworthiness of the data.
Further differences in theories lie in the approaches to the elements of the
decision-making process. Chon (1990), for example, separates push and pull
motivations, while Mansfeld (1992) does not specifically differentiate them. The
reason for this may lie in the fact that the model by Mansfeld (1992) is more
focused on the role of information search process, while Chon (1990) attempted
to provide a more general perspective on the decision-making process. This
would also explain additional differences in theories; Chon (1990) added some
additional elements, ignored by Mansfeld (1992), such as “anticipation” and
“destination image”. In addition, Chon (1990) perceives information search as a
part of anticipation, while Mansfeld (1992) addresses information gathering as a
separate element of the tourist decision-making process. Finally, as elements of
the tourist decision-making process, mentioned in previous research
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(information search, motivation) are present in Mansfeld’s (1992) diagram, and
researched deeper in his theory, this model provides additional proof that these
elements influence the decision-making process of the tourists. A further
contribution is provided by Dellaert, Ettema and Lindh’s (1998) model.
2.2.4 Multifaceted tourist travel decisions
Dellaert, Ettema and Lindh (1998) attempted to illustrate the process of the
tourist decision-making, focusing on the role of information search element. The
results are presented in Figure 2.4.
Figure 2.4 Multifaceted tourist travel decisions
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Adapted from Dellaert, Ettema and Lindh (1998: 316)
It is important to note that Dellaert et al. (1998) examined the decision-making
process focusing more closely on the chronological flow of this process. The
researchers explored the role of the time required for different decisions, and
identified that individual decisions about travel may happen at different times.
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For example, the tourist may decide on the location of the future tourist visit
early in the decision-making process to travel there, but the decision about the
specific accommodation at such a location may be made much later. In addition,
Dellaert et al. (1998) examined the possible limitations of specific periods when
tourists can travel (for example, tourists with children may only be able to travel
during school holidays), and the influence of such periods on the decisionmaking process of the tourists.
Moreover, whilst the model did not specifically produce any additional elements
to the decision-making process, it did contribute to previous studies in a number
of ways. Firstly, this model focused in more depth on the concept and the role of
time in the decision-making process, a factor which did not receive detailed
examination in previous studies. The multifaceted tourist travel decisions model
suggests that there is a relatively large variance between the timing of different
tourists' choices for each of the travel decision facets, therefore, they take
different amounts of time, and may not happen simultaneously. Secondly, the
model produced an additional factor, which influences the decision-making
process - the time when the tourist will be able to travel. For example, the tourist
may only be able to travel during the vacation period, which would force him/her
to perform information search and make decisions while considering specific
time frames of the possible tourism experience.
2.2.5 Interdependences of travel planning
Bansal and Eiselt (2004) have developed a more simplified process in an
attempt to explain the interdependences in the travel planning. The presented
process is based on the data from a conducted case study in the Province of
New Brunswick in the Canadian Maritime Provinces. The findings are presented
in Figure 2.5.
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Figure 2.5 Interdependences of travel planning

Bansal and Eiselt (2004: 393)
It is evident from the presented diagram that Bansal and Eiselt (2004) offered a
more simplified approach to the decision-making process, and only developed
one additional element - detailed planning, which takes place after the choice of
the destination, but before the consideration of alternatives (feasibility filter). In
this regard, this model contributes to the works of Chon (1990) and Mansfeld
(1992), adding that, before assessing alternatives, planning may have to take
place.
Moreover, the main importance and contribution of this research lies in its casestudy based nature. This research supports previously developed theories by
Moutinho (1987), Chon (1990) and Mansfeld (1992) with practical examples,
thus adding validity to the previous theoretical research. More specifically,
Bansal and Eiselt (2004) confirmed that travel motivation, image of the
destination and groups (travel companions) are the core elements that influence
the decision-making process of the tourist to visit the destination.
2.2.6 Contextual Factors in vocational decision making
Further research on the decision-making process of the tourists was conducted
by Decrop and Snelders (2005). They executed a deeper, qualitative method of
data collection, which involved a number of in-depth interviews with tourists
using ground theory model, as outlined in Figure 2.6.
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Figure 2.6: Contextual Factors in vocational decision making
Environmental Factors
Social

Cultural

Primary
Personal
Factors

Secondary
Personal
Factors

●Age
●Family
situation
●Education
and
Occupation
●Personality
and Lifestyle

●Personal
history
●Vacation
experience
●Personal
resources
●Motives
●Involvement

Vacation Decisions
●Accompaniment
●Activities
●Attractions
●Budget
●Destination
●Duration
●Formula
●Lodging

●Meals
●Organization
●Period
●Purchases
●Route
●Tour
●Transportation
●Vacation style

Geographical
Inter-Personal
Factors

Situational
Factors

●Group
Adhesion
●Level of
Communication
●Distribution of
Roles
●Congruence
(ConflictConsensus)

●Information
●Availability
●Emotions
and Moods
●Side
projects
●Task
●Hasard

Decision-making Variables
●Generic decision making
●Planning and decision timing
●Number of vacation plans
●Stability of decisions
●Information search
●Daydreaming, nostalgia,
prolonged involvement
●Choice mode and decision
strategies/rules
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Decrop and Snelders (2005) constructed their model by using detail-rich
qualitative data, an approach that allowed identification of previously neglected
parts of the decision-making process. The main result of this study is that tourist
decision-making is an ongoing process and it involves a high level of
adaptability and opportunism. In addition, previously neglected elements, such
as fantasies and emotions of the tourist were found to play an important role in
the decision-making process. It is worth noting that this research, therefore,
departs from the previously developed framework of rational tourist decisionmaking, and proposes that this process has a more spontaneous nature.
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This research contributed to previously developed theories in a number of ways.
Firstly, it introduced additional elements to the decision-making process. These
new elements include fantasies, emotions, daydreaming and nostalgia.
Moreover, Decrop and Snelders (2005) explained the role of these elements in
shaping vacation choices. According to their research, people may sometimes
make their vacation decisions according to momentary moods or emotions,
which makes daydreaming, nostalgia and anticipation important influencing
factors in the decision-making process of the tourists.
This finding leads to the further conclusion that the decision-making process is
an on-going process. Therefore, it may not have an actual systematic nature, as
several plans may be taking place simultaneously, and different parts of the
decision-making process of the tourist may not proceed in a strict particular
order. In principle, the tourist decision-making process is highly adaptable and
opportunistic and it is important to note that Decrop and Snelders (2005) stress
the fact that previous theories failed to capture this. This approach differs from
previous studies that propose actual fixed development of the decision-making
process. It can be suggested, therefore, that although the elements of the
decision-making process are constant, the order in which they contribute to the
decisions of the tourist differs, and depends on the individual tourist. This
suggestion contributes to the research by Dellaert et al. (1998), who suggested
that different sub-decisions in the decision-making process of the tourists may
not happen simultaneously, and can have long time periods between them.
However, Decrop and Snelders (2005) suggest that there is a direction in the
decision-making process of the tourist - it generally moves from fantasy to
reality.
Furthermore, although Decrop and Snelders (2005) recognise that the
information search is an element of the decision-making process, they oppose
the opinion of other researchers, such as Mansfeld (1992), and argue that, for
the majority of tourists, the information search is less intensive and purposive
than previously assumed. According to Mansfeld (1992), the information search
has the most effect and importance prior to making the decision. However,
Decrop and Snelders (2005) state that the information search is an ongoing
process, which can predate the generic decision to travel and which does not
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end after booking. The reason for this difference can lie in the fact that Mansfeld
(1992) recognised the information search as a purposive process, while Decrop
and Snelders (2005) perceive it as a partly unintentional process. Moreover,
Decrop and Snelders (2005) suggest that a high degree of information search is
based on daydreaming, nostalgia and anticipation. In addition, the information is
frequently collected incidentally and passively and is often not used when
collected, but stocked for later possible use, and decision-making is often
triggered off incidentally through information collection or opportunities.
Furthermore, Decrop and Snelders (2005: 1025) propose that “information
collection is a good predictor of preferences and a poor predictor of final
choices.”
Finally, while the research by Decrop and Snelders (2005) did not focus deeply
on the motivation part of the decision-making process of the tourists, it can be
stated that their research has provided additional proof to the prior suggestion
that motivation has an influence on the decision-making process. Accordingly,
Decrop and Snelders (2005) refer to the motivation as “motives”, and classified
this factor as a part of “Secondary Personal Factor” group of their model.
Moreover, the role of information search in the process of the tourist decisionmaking has been further investigated by Hyde (2008).
2.2.7 Integrated Model of Information Search, Plans and Bookings for
Touring Vacation
Hyde (2008) developed a theory of touring planning, focusing on analysing the
touring planning processes, which are part of the decision-making process. This
researcher focused in more detail on the role of the information search in the
process of the tourist decision-making (see Figure 2.7).
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Figure 2.7 Hypotheses tested in an Integrated Model of Information Search,
Plans and Bookings for Touring Vacation
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Adapted from Hyde (2008: 718)
It is important to note that, because the research by Hyde (2008) focused
mainly on the information search part of decision-making, the contribution of this
research lies in the deeper exploration of this part of the process. Hyde (2008)
developed a number of factors that influence the process of information search,
contributing to the previous research by Decrop and Snelders (2005). However,
while Decrop and Snelders (2005) focused on the influence of the emotional
factors, Hyde (2008) introduced an important but previously under-researched
factor, which affects the process of the information search: “novelty”.
Hyde (2008) concluded that the nature of the information search process of the
tourist depends on the level of novelty the tourist is seeking from the tourism
experience. “Novelty”, therefore, was concluded to play the role in determining
the type of tourist. It is important to note that in the context of Hyde’s research,
novelty is perceived as an individual influencing factor, and not described as a
part of the “motivation” element of the decision-making process. This approach
is different from a number of other research (for example, Crompton, 1979),
which perceive “novelty” solely as a part of the “motivation” element of the
decision-making process.
Moreover, the research by Hyde (2008) outlined additional, more specific,
factors that influence the characteristics of the tourist information search. For
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example, hours of consultation with travel agents was positively related to the
extent of vacation bookings; hours of consultation with friends and relatives and
hours of reading of travel guidebooks were negatively related to the extent of
vacation bookings. Therefore, this research contributes to previous studies,
supporting the statement that information search can influence the decisionmaking process of the tourists, and the nature and efficiency of such influence
depends on the information sources a potential tourist uses.
2.2.8 The hierarchy of destination selection
Finally, Hsu, Tsai and Wu (2009) developed a theory on the hierarchy of
destination selection. This research was based on a case-study of visitors to
Taiwan. Hsu et al. (2009) focused in greater detail on the motivational aspect of
the tourist decision-making process, thus contributing to the existing data on the
motivation of tourists. Moreover, this research presents a deeper analysis of
travel motivations based on a classification of push and pull motivations,
outlined previously by Crompton (1979) and Yoon and Uysal (2005) (see
section 2.3.1 later in this chapter). This classification is presented in Figure 2.8

Figure 2.8 The hierarchy of destination selection

Hsu, Tsai and Wu (2009: 291)
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It can be seen from Figure 2.8 that Hsu et al. (2009) contributed to the previous
work of Crompton (1979), and Yoon and Uysal (2005). While Hsu et al’s. (2009)
study focused mainly on motivation forces, the contribution of this work lies in
the exploration of the motivational factors, identifying both push factors (internal
forces), and pull factors (external forces).
Firstly, it is important to identify the contribution of model to the concept of the
destination image. Hsu et al. (2009) identified the “benefits expectations”
(anticipation) elements of the decision-making process as “External Intangible
Factors”. However, these elements are greatly influenced by the motivation of
tourists, which can be classified as the “Internal force”. Therefore, Hsu et al.
(2009) provide an example of the correlating nature of push and pull factors, a
process previously suggested by Klenosky (2002).
The second contribution of the research by Hsu et al. (2009) originates from the
deeper analysis of motivational forces of tourists. The researchers classified the
motivational factors, which influence tourists to travel, thus identifying the
common need drivers for tourists. Specifically, Hsu et al. (2009) identified
“Psychological needs”, “Physical needs”, “Social needs”, and “Exploration
needs”. This framework explores in more detail the origin of previously
produced motivations, and contributes to the motivation force theory.
In conclusion, it can be seen that the decision-making process of the tourist is
complicated and can be perceived and examined from different perspectives
(Shao, Lye, Rundle-Thiele, 2009). A number of theories explore the nature of
this process, outlining the parts that influence it and other research contribute
as case studies, adding validity to previously developed theories. Moreover, the
presented theories are supported by the data gathered via the use of both
quantitative and qualitative approaches. However, despite differences in the
nature and approach of the outlined theories, a number of common factors and
the core parts of the decision-making process of the tourist have been identified
and explored. The major perspectives that emanate from these studies be
organised as in Table 2.1.
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Table 2.1 Core elements of the decision-making process
Core elements of the
decision-making process of
the tourist
Travel motivation

Information search process

Destination image and
anticipation
Emotions (including
daydreaming and nostalgia)
Group
(family/spouses/children)

The researchers who identified these
elements
Moutinho (1987); Chon (1990); Mansfeld
(1992); Bansal and Eiselt (2004); Hsu et al.
(2009)
Chon (1990); Mansfeld (1992); Dellaert et al.
(1998); Decrop and Snelders (2005); Hyde
(2008)
Chon (1990); Bansal and Eiselt (2004);
Decrop and Snelders (2005); Hsu et al. (2009)
Decrop and Snelders (2005)
Moutinho (1987); Bansal and Eiselt (2004);
Decrop and Snelders (2005)
Source: author

Table 2.1 summarises the main elements of the decision-making process of the
tourist. As can be seen, some elements of the decision-making process are
researched in more detail than others. Specifically, motivational factors and
information search are widely acknowledged as influential factors of the
decision-making process. The roles of the image of the destination and travel
companions (groups) have also received a considerable research attention.
However, the emotional element of the decision-making process of the tourists
has received little attention in comparison. The possible reason for this may lie
in the subjectivity and complexity of the emotions of tourists, and the resulting
difficulty to record and analyse them. Indeed, Decrop and Snelders (2005)
managed to capture this complex element of the decision-making process by
adopting the qualitative analysis.
Moreover, the research literature explores the specific elements of the decisionmaking process of the tourist (Table 2.1) in more detail. The outlined elements
of the decision-making process form the basis for the meta-analysis, as this
chapter proceeds into exploring these elements in greater depth. Analysing the
diversity of theories, the differences in research approach, data collection, and
specific focus on a particular part of this process can be acknowledged. Table
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2.2 shows the existing data on the process of the tourist decision-making, and
explores the elements of this process outlined in previously discussed theories.
Table 2.2 The contribution of researchers to theory of the decision-making
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Dann (1977)
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Dann (1981)
Anand, Holbrook and
Stephens (1988)
Wilson and Wilson (1988)
Woodside and Lysonski
(1989)
Chon (1990)
Goodall (1990)
Mansfeld (1992)
Mo, Howard, Havitz and
Mark (1993)
Parrinello (1993)
Milman and Pizam (1995)
Dann (1996)
Court and Lupton (1997)
Fodness and Murray (1997)
Thornton, Shaw and
Williams (1997)
Dellaert, Ettema and Lindh
(1998)
Pine and Gilmore (1999)
Oppermann (2000)
Baloglu and Mangaloglu
(2001)
Kozak (2002)
Woodside and Dubelaar
(2002)
Bansal and Eiselt (2004)
Decrop and Snelders (2004)
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X
X

Gender

Novelty

X

Process
description

X
X

Groups

X
X

Destination
image

X

Information
search

Emotional
factors

Andereck (2005)
Decrop and Snelders (2005)
Kim, Hwang and
Fesenmaier (2005)
Sirakaya and Woodside
(2005)
Yoon and Uysal (2005)
Alegre and Juaneda (2006)
Cho, Kang and Cheon
(2006)
Molina and Esteban (2006)
Tran and Ralston (2006)
Castro, Armando and Ruiz
(2007)
Bronner and de Hoog
(2008)
Hyde (2008)
Nicolau, Mas and Francisco
(2008)
Xia, Arrowsmith, Jackson
and Cartwright (2008)
Hsu, Tsai and Wu (2009)
Hyde and Laesser (2009)
Shao, Lye and RundleThiele (2009)
Wong and Yeh (2009)
Kim, Choi, Agrusa, Wang
and Kim (2010)
Kozak (2010)
Molina, Gomez and MartínConsuegra (2010)
Smallman and Moor (2010)

Familiarity

Themes of the articles

Motivation

Articles

X
X
X
X

X
X
X

X

X
X

X
X

X
X
X

X

X

X
X

X
X

X

X
X
X

X
X

X
X
X
X
X

X
X
Source: author

Table 2.2 chronologically allocates the research literature to themes in the
decision-making process. The “Motivation” theme involves the analysis of
factors and forces that influence tourists to travel, while “Information search”
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describes the process of the tourist finding information about the destination,
and analyses how this process affects the decision of the tourist to travel. The
“Emotional factors”, “Familiarity” and “Novelty” themes demonstrate the
influence of these factors on the decision-making process of the tourist. Finally,
the “Destination image” theme explores the role of the image of the destination
in this process, and the “Groups” theme analyses the nature of external
influences on travel decisions which, in this context, is considered to be in the
form of group, friends or family, while a small amount of research has attempted
to examine the role of tourist gender in the tourism-related decisions.
It is important to note that Table 2.2 offers a simplified approach to the analysis
of themes of the decision-making process of the tourist, as some of the
research focused on specific themes that were could be allocated to one more
general group of themes. For example, “Groups” theme includes such subthemes as “Groups (friends)”, “Family”, Spouses” and “Children”. In addition,
the “Information search” theme includes different aspects of this process, such
as its adaptively and opportunistic nature. The themes from Table 2.2 are
discussed in greater detail next.
2.3 The elements of the Decision-making process
As can be seen from Table 2.2, “Motivation” and “Information search” are the
most highly researched themes of the decision-making process of the tourist,
which signals the importance of themes for the decision-making process of the
tourists. “Emotional factors”, which include emotions, anticipation, daydreaming,
nostalgia and fantasies, received less attention from the researchers. This can
be explained by a high level of complexity and individuality of these factors in
the tourist, which makes the analysis of themes a challenging and complicated
task.
It is also worth mentioning that the least researched theme is “Novelty”. The
reason for this can be the fact that novelty is generally considered to be a
motivational force, and therefore is examined in the context of “Motivation”
theme. However, “Novelty” plays an important role if considered as an opposing
force to “Familiarity”, and is examined from this perspective. This approach will
be developed further in this thesis. Additionally, “Destination Image” has also
not been deeply researched, but the explanation for this may be that
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“Destination Image” can be considered a result of “Motivation development” and
“Information search” processes correlation.
Finally, the “Groups” theme has been a target for examination by a number of
researchers who explored the influence of travel companions on the decision
making. However, because of the diverse nature of this theme (as it includes
friends, family, spouses and children), it can be stated that more research is
needed in this area. In addition, the “Gender” theme, while generally receiving
little research attention, is commonly researched in the context of the “Group”
theme, more specifically, the “Spouses” sub-theme, and is rarely examined as a
separate influencing factor on the tourist decision-making process. These
factors are examined in greater detail below.
2.3.1 The decision-making process and motivation
Gerrig and Zimbardo (2002) define motivation as the general term for all
processes involved in starting, directing and maintaining physical and
psychological activities. Crompton (1979), Dann (1981) and Yoon and Uysal
(2005) adopted this definition into the tourism industry framework, and produced
the definition of tourist motivation. Although the definitions of tourism motivation
have a number of differences, it is possible to synthesise these definitions to
more fully understand this concept. As such, tourism motivation is a meaningful
state of mind which adequately disposes an individual, impels him/her to travel,
and which is subsequently interpretable by others as a valid explanation for
such a decision, but is but one of many variables which may contribute to
explaining tourism behaviour. Mansfeld (1992) and Parrinello (1993) add that it
acts as a trigger that sets off all the events involved in travel, and Hsu et al.
(2009) provide evidence that travel motivation has an influence on choice of
destination.
In his review of the body of knowledge that forms the basis of a theoretical
framework for tourist destination-choice processes Mansfeld (1992) identified
the lack of a sound theoretical base for the issue of travel motivation, a
statement later supported by Fodness (1994). In addition, Kozak (2002)
suggested that it is necessary to undertake empirical examination of tourist
motivation. Consequently, in recent years, many researchers have attempted to
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provide a theoretical basis to perceive and analyse travel motivations of tourists
(Bansal and Eiselt, 2004).
While examining the concept of motivation, it is important to identify the
challenges in defining this concept. It is vital to consider the existence of a
variety of definitions to address the concept of the “source of motivation”, as
different researchers have produced a number of terms to describe this concept.
Crompton (1979), for example, refers to this concept as "motive", Macionis
(2004) and Yoon and Uysal (2005) use the term "motivation" and Hsu et al.
(2009) refer to it as "decision influencing factor". While all these terms are used
to identify the same or similar concept, in this thesis the element that acts as a
source for motivation will be referred to as “motivation”, adopting the term from
Yoon and Uysal (2005).
Moreover, one of the fundamental challenges in understanding motivation, as
stated by Funk, Ridinger and Moorman (2004), lies in the need to develop a
large number of diverse motivations in order to correspond to the diverse range
of motivating forces (Macionis, 2004). Crompton (1979) solves this problem by
advancing the ‘push’ and ‘pull’ framework produced by Dann (1977). Dann
(1977) developed two stages influencing decision of destination: ‘pull factors’,
which attract a tourist to a given destination with value residing in the object of
travel (e.g. mountains, sights, installations), and ‘push factors’, which include
factors responsible for predisposition of tourists to travel (e.g. emotions,
nostalgia). This classification of factors will now be examined further.
Pull factors in tourism motivation theory are mainly related to the attractiveness
and tangible characteristics of an actual specific destination. Push factors, on
the other hand, are origin-related and refer to the intangible, intrinsic desires of
the individual tourist and the internal drive leading to action (Dann, 1977; Uysal
and Hagan, 1993). This approach contributes to the research by Chon (1990),
who adapted push and pull factor framework in his tourist decision-making
process. In addition, Klenosky (2002) stated in his research that push and pull
motivational factors should not be viewed as operating entirely independently of
each other. However, Dann (1977) developed a hypothesis that push factors
have more dominant influence on choice of destination.
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Using this framework, Crompton (1979) developed nine specific “push-factor”
motivations, a specific set of diverse forces, which influence the motivation of
tourist to travel. However, in more recent studies, Yoon and Uysal (2005)
adopted push-factor motivations, outlined by Crompton (1979), and developed
eight push-motivations, and Hsu et al. (2009) produced a hierarchy of the
factors which influence the tourist decision-making process, adopting different
descriptions to label the motivational factors of a similar nature. Table 2.3
illustrates the terms different researchers adopted to describe motivational
factors.
Table 2.3 Push-factor motivation frameworks
Motivation factor as described by:
Crompton (1979)
Yoon and Uysal (2005) Hsu et al. (2009)
Escape from a perceived
Escape
Psychological Factor
mundane environment
Exploration and evaluation
Exciting
Psychological Factor;
of self
Social Interaction
Social interaction
Social Interaction
Relaxation
Relaxation
Physical Factor
Prestige
Achievement
Psychological Factor
Regression (to adolescent
Safety/Fun
or child-like behaviour)
Enhancement of kinship
Family togetherness
Social Interaction
relations
Education
Knowledge/Education
Seeking/Exploration
Novelty
Knowledge/Education
Seeking/Exploration
Away from home and
seeing
Adapted from Crompton (1979), Yoon and Uysal (2005) and Hsu et al. (2009)
Table 2.2 identifies that the concept of push-factor motivations was developed
and approached by different researchers through the years, and it has not
changed significantly. While some push-factors, for example, “Relaxation” or
“Escape”, did not change, several push-factor motivations, for example,
“Prestige”, were given different names, bearing the same meaning. It is worth
pointing out that several of Crompton’s (1979) push-factor motivations were
merged by Yoon and Uysal (2005) to form new, more diverse push factors. For
example, “Exploration and evaluation of self” and “Social interaction” formed
Exciting push-factor motivation, and “Education” and “Novelty” formed
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Knowledge/Education push-factor motivation. In addition, Yoon and Uysal (2005)
introduced Away from home and seeing push-factor motivation. For further
detail on Yoon and Uysal (2005) push-factor motivations, see Table 2.4.
Table 2.4 Specific “push-factor” motivations with sub-categories
Motivations
Exciting

Sub-categories
 Being physically active
 Meeting people of opposite sex
 Finding thrills and excitement
 Rediscovering myself
Knowledge/Education
 Experiencing new/different lifestyles
 Trying new food
 Visiting historical places
 Meeting new people
 Being free to act how I feel
Relaxation
 Doing nothing at all
 Getting a change from a busy job
Achievement
 Going places friends have not been
 Talking about the trip
 Rediscovering past good times
Family togetherness
 Visiting places my family came from
 Visiting friends and relatives
 Being together as a family
Escape
 Getting away from the demands at home
 Experiencing a simpler lifestyle
Safety/Fun
 Feeling safe and secure
 Being entertained and having fun
 Adventure of reduced air fares
Away from home and
 Feeling at home away from home
seeing
 Seeing as much as possible
Adapted from Yoon and Uysal (2005)
The framework of factors, proposed by Hsu et al. (2009) identified only four
groups of internal influence factors, specifically, Psychological Factors; Social
Interaction; Physical Factors; Seeking/Exploration. However, it is evident that
defined meanings of these groups include most of the previously discussed
travel motivations. For example, the Psychological Factor includes the
Relaxation motivation, as it involves “Rest and Relaxation”, and Social
Interaction group involves Family togetherness motivation, as it involves
“Visiting friends and/ or relatives”. For further information on motivations which
these groups include, see Figure 2.8.
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Furthermore, the role of the motivation in the decision-making process was
researched by Tran and Ralston (2006), who developed an overview of several
models of motivations. The examined models include the “model of holiday
choice” by Goodall (1990), the “personality model” by McGuiggan (2000) and
the “destination choice model” by Oppermann (2000). Goodall (1990)
suggested three key predictors of holiday choice: desires, motivation, and
image. In that model, motivation directly influences preference. McGuiggans
(2000) research established that personality and motivation exert an influence
indirectly through establishing leisure preferences, rather than personality
influencing choice directly. Oppermans (2000) suggested that the choice is
affected by destination loyalty which is affected by motivation, image, and
experience. Moreover, the conclusion which can be drawn from these results is
that motivation can influence decisions of tourists through a number of channels
(affecting choice, loyalty, preference) and on a number of levels (direct and
indirect influence), which contributes to the importance of this element for the
process of the tourist decision-making.
Moreover, Kozak (2002) suggested that tourists can be classified into types,
depending on the motivational factors that influence their decision-making
processes and behaviour. Kozak (2002) reported that several researchers, such
as Cohen (1972) and Dann (1977), have recognised the heterogeneous nature
of tourist motivation (multiple motivations) by proposing tourist typologies based
on the relationship between personality and tourism activity. Kozak (2002) then
produced four motivational categories to classify tourists: Culture seeking
tourists; Pleasure and fantasy realisation seeking tourists; Relaxation seeking
tourists; and Physical activities seeking tourists.
Decrop and Snelders (2005) contributed to this statement and, referring to
travel motivational factors as motives, suggest that one of the characteristics,
which can be used to categorise tourists into types, is motivation. However, they
argue that there are additional factors that determine the type of tourist, such as
values and lifestyles, attitudes, personality types and interests and opinions.
Another perspective on tourist categorisation depending on motivation was
proposed by Pearce and Caltabiano (1983): the Travel Career Ladder, more
fully described in the book The Ulysses Factor (Pearce 1988). This concept on
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a hierarchy of travel was originally based on Maslow’s model of needs (Pearce
et al., 1998), but was adapted to fit into the tourism industry context. The model
was later further developed by Pearce and Moscardo (1985) and Pearce (1988),
and is presented in Figure 2.9.
Figure 2.9 The Travel Career Ladder

Pearce (1988)
The core concept of the model lies in the idea that the motivation of the tourist
to travel depends on the level of the experience of the tourist. As the tourist
gains more tourist experience, motives evolve on higher levels, and this change
influences the decision-making process of the tourist. Consequently, the initial
concern for tourists is to satisfy physiological needs but with greater experience,
additional needs become more important for them, such as relationship, selfesteem, and self-actualization (Jewell and Crotts, 2001; Weber, 2001). This
framework allows the determination of the level of tourist experience depending
on motivation. Similarly, the experience level of the tourist can be used to
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predict the motivations, which will be important for the specific tourist or tourist
type. However, the model recognises that motivation can change and depends
on the specific situations, for example, family or group of travel companions
(Oppermann and Chon, 1997).
The Travel Career Ladder concept has been the subject of further research,
and statistical evidence was gathered by Pearce and Lee (2005) based on this
model. The researchers stated that experienced travellers considered host-siteinvolvement motivation and nature-related motivation to be important factors in
their decision-making process, while less experienced tourists prioritised
stimulation, nostalgia, relationship (security), romance, recognition, personal
development, and self-actualization. Another important result of this research is
that it determined core travel motivational factors, which were considered
important by both highly and less experienced tourists. These factors include
escape, relationship enhancement, relaxation, and self-development.
However, Pearce’s (1988) model has also been the subject of a critique. Ryan
(1998) stated that the model is too simplistic, and fails to capture a more
complicated process of motivation influencing the decisions of tourists. Ryan
(1998) argues that motivational factors often operate in groups and may
influence the decision-making process simultaneously, which makes the
allocation of a tourist to the specific type and/or level of experience a
complicated task. In addition, Ryan (1998) suggests that motivational factors
may not change depending on the level of tourist experience, but rather
experienced tourists know how they can more efficiently meet their needs.
To sum up, the classification of tourists into types based on motivational factors
is considered to be a complicated process by the researchers. Kozak (2002)
reports that some the researchers, such as Pearce (1993), believe that tourists
have limited motives and are likely to change their motivation from one stage to
another over time, making the classification challenging. In addition, Witt and
Wright (1992) and Uysal and Hagan (1993) point out that tourist motivation
differs between individuals and from one decision-making context to another
and that it is inherently dynamic.
In conclusion, it is important to note that tourist motivation remains an underresearched issue in the context of tourism and a key theme in the literature is
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that there is a need for further and deeper research in this area. Furthermore, it
can be stated that tourist motivation has a critical influence on the decisionmaking process of the tourists. It is also evident that tourist motivational factors
can be separated into push and pull factors, and this approach is being adopted
by many researchers. In addition, push motivations can be classified into
groups, and the researchers attempted to adopt this framework to classify
tourists into groups depending on the factors that motivate them, but because of
the complexity of this process, the validity and efficiency of such theories
remain the subject of debates. Finally, although it is evident that motivations
play an important role in the decision-making process of the tourist, other
elements of this process need to be examined, for example, information search,
which will be discussed next.
2.3.2 The decision-making process and information search
Molina, Gomez, Martín-Consuegra (2010) focus on the work of Moutinho (1987)
and suggest that tourist behaviour research has to begin with the process of
information search. Molina et al. (2010) perceive information search as one of
most influential factors in the tourist decision-making process. This statement is
supported by a number of tourist decision-making theorists, mentioned above
(Chon, 1990; Mansfeld, 1992; Dellaert et al., 1998; Decrop and Snelders, 2005;
Hyde, 2008). Fodness and Murray (1997) add that information search construct
is a valuable tool in the analysis of leisure tourist behaviour.
Chon (1990) attempted to identify the role information search plays in the
decision-making process of the tourists, and used a consumer decision multistage model, developed by Berkman and Gilson (1986) to produce a number of
stages the tourist goes through during the decision-making process. These
steps involve need recognition, information search, evaluation of alternatives,
choice of product or service, and post-purchase evaluation (Berkman and
Gilson, 1986). This statement is further developed by Decrop and Snelders
(2005), who suggest that in vacation planning, it is hard to speak of a particular
order in which plans evolve or decisions are made. The reason for this is that
often several plans exist and are being moderated simultaneously. Furthermore,
the generic decision is not always the first one made and may come later than
the specific ones. In addition, Decrop and Snelders (2005) note that the usual
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steps, such as need recognition, information collection, and evaluation of
alternatives, do not follow a particular order. This statement is supported by
Dellaert et al. (1998), who suggested that, for each choice element, different
information search procedures can exist, and choices for each element may be
made at different points in time.
However, despite this evidence, Hyde (2008) reports that the relationships
between information search, vacation plans and vacations bookings have rarely
been previously explored in the research literature, and states that tourist
information search remains one of the most widely researched issues in
consumer behaviour in tourism. This identifies a gap in the existing data, and
proves the importance of additional research in the field of relationships
between information search and the tourist decision-making process. Moreover,
information search can be classified in a number of frameworks, which will be
discussed next.
2.3.2.1 Classification of information source types
Fodness and Murray (1997) attempted to classify the information search
process. In the context of this attempt, the researchers provided a classification
of information sources, depending on the commercial and personal variables of
information sources. Moutinho (1987) and Hyde (2008) support this statement,
suggesting that tourists explore different information sources before making a
decision. Table 2.5 presents the information sources classification.
Table 2.5 Classification of Tourism Information Sources
Type of Information
Source of Information Impersonal
Personal
Commercial
Brochures
Auto clubs
Guide Books
Travel agents
Local tourist offices
e-tourism
State travel guides
Social network
Television commercials
Non-commercial
Magazines
Friends or relatives
Newspapers
Highway welcome centers
Television reports exposing Personal experience
destinations to the viewer
Word-of-mouth
Films
Facebook
Adapted from Fodness and Murray (1997)
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Any existing information source can be categorised using this framework.
However, it is evident that the original table by Fodness and Murray (1997) is
outdated, and fails to include important, but recently developed information
sources. Moreover, this research updated the table and incorporated new
information sources in it. Such new sources are written in bold. It is critical to
note that the table did not include “films” in the original classification. However,
when adopting the film to the definitions of the presented groups it can be
suggested that films fall into Non-commercial/Impersonal group.
Moreover, Fodness and Murray (1997) did not include such factors as “etourism”, “social sites” and “Facebook”. The reason for this is the age of this
research, as the influence of the Internet was not yet as great when the
research was conducted as it is nowadays. However, in modern research
projects, these factors cannot be neglected, as in recent years Internet
influence over the tourism industry has been growing, and it has become a
powerful tool in the information search process, capable of shaping tourist
decisions and plans.
In addition, it is worth pointing out that an important “word-of mouth” factor was
not included in the original table. However, this could be explained as Fodness
and Murray (1997) consider the influence of friends and family to be of a similar
nature to the more general “word-of-mouth” factor, but it is important to stress
the fact that, in the current perspective, “word-of-mouth” is not limited to friends
and family.
Focusing in more detail on the neglected area of the Internet as an information
source, Buhalis and Law (2008) suggest that the Internet has fundamentally
changed the process in which tourism-related information is distributed and the
way tourists proceed in their decision-making processes. Pan and Fesenmaier
(2006) suggest that the Internet tourism information space is huge and diverse,
and later take the argument further, stating that tourism experience planning
using the Internet is a complex, dynamic, and contingent process, the statement
also supported by Jeng (1999). In addition, Buhalis and Law, (2008) suggest
that the Internet provides access to a huge amount of information in different
forms and diversions, and operating with it is an information intensive task and
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often beyond the tourist processing capability. It was also found to be an
adaptive process that predominantly follows a contingent structure.
The importance of the Internet for tourist information search was also
researched by Doolina, Burgess and Cooper (2002). The researchers adopt the
suggestion of Walle (1996), and conclude that the Internet is an increasingly
important tool for promoting and distributing tourism services. The reason for
this is suggested to lie in the information-based nature of tourism products, as
they exist only as information at the point of making a decision, and it is not
possible to sample them before the purchase decision is made (WTO Business
Council, 1999), nor it is possible to return it. For this reason, the Internet, as it
offers global reach, multimedia capability and a level of interaction, combined
with simplicity in usage and flexibility (Hanna and Millar, 1997; Marcussen, 1997;
WTO Business Council, 1999; Gretzel, Yuan, and Fesenmaier, 2000), can act
as an efficient information source, which has the potential to provide a level of
interaction to tourists, contributing to their decision about intangible tourism
products.
It is also necessary to consider the power of the Internet to shape the profile of
consumers. Buhalis and Law (2008) suggest that the future of e-tourism will be
focused on the consumer, and allow tourism organisations to interact with their
customers more dynamically. With the usage of the Internet, tourists are
becoming very powerful and are able to decide elements of their tourism
products and services. They are also becoming more sophisticated and
experienced and, therefore, are much more difficult to please. This statement
contributes to the argument by Friedman (2006), who stated that tourists gain
substantially more power in determining the production and distribution of
information due to the flattening of access on the Internet (Xiang and Gretzel,
2010).
It is important to note that the Internet provides a number of different ways to
deliver information to potential tourists. Xiang and Gretzel (2010) attempted to
analyse these channels, including “social media” websites, which are
represented by various forms of consumer-generated content. Social media
includes blogs, virtual communities, wikis, social networks, collaborative tagging,
and media files shared on sites such as YouTube and Facebook. The
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researchers present the evidence by Gretzel (2006), Pan, MacLaurin, and
Crotts (2007) and Xiang and Gretzel (2010) and add that in recent years these
resources have become extensively popular amongst the tourists. A large
number of these social media Websites are designed to give tourists an option
to post and share their travel-related comments, opinions, and personal
experiences, which then serve as information for others (Xiang and Gretzel
2010). Additionally, the researchers provide the research by Pudliner (2007)
and Tussyadiah and Fesenmaier (2009) and suggest that the Internet can also
act as a mediator for tourism experiences, as tourists use social media sites to
portray, reconstruct and relive their trips.
In addition, as the Internet contains a huge amount of information, search
engines have become a popular and powerful tool in accessing it, and are now
a dominant way for tourists to access the information via the Internet (Xiang,
Wober and Fesenmaier, 2008). It can be concluded, therefore, that search
engines are a powerful tool, acting as a link between tourists and travel-related
information, and also a vital marketing channel, through which destinations can
reach and influence potential tourists.
In the context of this research, which focuses on the influence between film
genres and the decision-making process of the tourists, the contribution of the
Internet can be present in two ways. Firstly, the Internet may expose a potential
tourist to the film, which would portray the destination and, consequently,
influence the decision of the viewer to travel there. Such an exposure can take
several forms: tourists can be exposed to the film via online film-watching sites,
or purchase and download the film. Secondly, tourists may be convinced to
watch a film via other sources, for example, cinema or home television, after
being exposed to the film-related information, such as articles, trailers, or
pictures, via the Internet. In addition, the information from social media sites
about the film can shape tourists’ decision to watch (or not to watch) the film
and, consequently, to be (or not to be, in case of a negative decision) exposed
to its influence.
Similarly, after the film was consumed, social site comments can shape tourists
opinions of it, comparing it to the opinions of others on the social media site,
which will contribute to the tourist decision-making process. It is important to
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note that certain individuals, such as famous and/or credible critics and/or
bloggers may have a major influence on the opinions of other people via such
social media as Twitter and/or Facebook. In addition, the “social media” sites
also allow the viewer to comment on the film after watching, and influence the
decisions to watch it (or not to watch it) for other potential viewers; there are
also additional social media systems designed to assist people with the same
interests and preferences to share their opinions, for example, “Klout”
(http://klout.com). Moreover, not only the information sources, but also the
process of information gathering, can be classified. This classification will be the
focus of further discussion.
2.3.2.2 Classification of information search processes of tourist
Potential tourists are exposed to a number of information sources, and make
decisions to use a number of such sources, available to them. The specific
characteristics of the types of sources they use, the time they spend using them,
and the nature of tourist-information source interaction provide a basis for a
number of theories, which attempt to categorise tourists into types, depending
on the characteristics of their information search. For example, Fodness and
Murray (1997) produced four general patterns of the information search, which
is presented in Table 2.6.
Table 2.6 Leisure Traveller Information Search Model: Information Search
as Function of Degree
Pre-trip Planning Period

Number of sources considered
Fewer

More

Shorter

Routine Search

Time-limited Search

Longer

Source-limited Search

Extended Search

Adapted from Fodness and Murray (1997: 506)
Fodness and Murray (1997) classified information search depending on time
and number of sources. It is important to note that, although this classification is
based on the Leisure tourist, and neglects business tourism, it is acceptable in
the context of this research project, as films have little potential to influence the
travel decisions of business tourists.
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Fodness and Murray (1997) identified “Routine information search” as the
fastest information search with the use of a minimum of sources. “Limited
information search” takes one of two forms: time-limited or source-limited. Timelimited strategy performed their search quickly, but with a higher than average
number of sources. Source-limited tourists, on the other hand, adopted an
above-average trip planning period along with fewer sources. Finally, an
extensive information search strategy required the most time and sources.
Moreover, the researchers concluded that information search could be too
heterogeneous to use as a determinant of tourist behaviour, but noted that
information search profiles, on the other hand, have proven to be appropriate,
useful, and even necessary for understanding the market and developing
strategies.
Decrop and Snelders (2005) take the argument further, and suggest the need to
classify information searching tourists, depending on the amount of information
gathered and the time devoted to it. It is evident that, although Fodness and
Murray (1997) identified four information search profiles, in their classification
Decrop and Snelders (2005) suggest that a distinction can be made between
only two: “low” and “high” information searchers. However, the researchers note
that the boundary between those two categories is not identified, which could be
the reason for using two groups instead of the previously identified four, as
“Limited information search” may be seen as an unidentifiable boundary
between “low” and “high” information searchers. The other reason for this is the
fact that the extent of information search does not only depend on individual
characteristics of the tourist (personality, time resources, the nature of
occupation) but also on a number of situational factors (children, destination
characteristics, trip duration, trip organiser profile) (Decrop and Snelders 2005).
Low information searchers, according to Decrop and Snelders (2005), only
collect a limited amount of information. Information acquisition for these
searchers is incidental rather than purposeful, except during the very last days
before the decision. In addition, low information searchers have a tendency to
have precise plans quite early but postpone final decisions in order to stay free
for potential facilitating or inhibiting situational variables. Furthermore, low
information searchers do not prepare their trip in much depth and in advance,
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as they preferred discovery and the unexpected. It is evident that the preference
of these information searchers for the discovery during their trip may make them
more affected by “Exploration and evaluation of self” (Crompton, 1979), Exciting
(Yoon and Uysal, 2005) and “Education” (Crompton, 1979, Yoon and Uysal,
2005) motivational factors.
In this regard, it is important to note that information search has the potential to
affect the decision-making process of the tourists directly, by developing an
interest in the destination, and influencing travel motivation. Decrop and
Snelders (2005) state that comparing known information (expectations) with
reality may be an important motive for travelling. Information collection may not
be a means to an end, but rather a goal in itself: tourists can be travelling to the
destination to find more information about it. This contributes to theories on
tourist motives by Crompton (1979) and Yoon and Uysal (2005), as this reason
for visiting the destinations can be described as Knowledge/Education
motivation factor.
Moreover, high information searchers are characterized by intensive
preparation and active information collection from very diverse sources (with a
predominance of the personal experience of relatives and/or friends, general
reading, and the more specific travel information). Decrop and Snelders (2005)
utilised previous findings in an attempt to explain the reason of wide information
search, and presented evidence from Gitelson and Crompton (1983) and
Fesenmaier and Johnson (1989), suggesting that the reason for wide searching
is high vacation involvement. Decrop and Snelders (2005) also stated that
demographic indicators have little effect on the wideness of information search.
Later, Decrop and Snelders (2005) have developed their argument further, and
attempted to classify information search tourists using additional variables,
which they previously neglected, such as personality factors of tourists, as Hyde
(2008) suggests that the amount of search of external sources of information
undertaken is likely to vary between individual tourists according to specific
characteristics of the vacation and the vacationer. However, Decrop and
Snelders (2005) mention that the variety in decision-making processes of
tourists makes the development of the universal decision-making process
theory very challenging, if not impossible, and this statement is supported by
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Hsu et al. (2009), Shao et al. (2009) and Smallman and Moor (2010). However,
Decrop and Snelders (2005) suggested that, depending on the specific situation,
six types of vacationers can be described: habitual, rational, hedonic,
opportunistic, constrained and adaptable:


Habitual vacationers follow decision-making in an unconscious and
routine way. They make little or no information seeking for their trip and
limit their information to new possible activities in the familiar region.
Long-term planning presents a difficulty for them. They are pragmatic
and prefer certainty, even if this means the renunciation of potentially
better solutions.



Rational vacationers do not search for much information, because they
have limited information-processing abilities. However, their information
collection process is more important and purposive than for other types
of vacationers, because the preparation process of this type is extensive,
and happens before the decision. The reason for advance planning is to
avoid important aspects of the trip (which can be identified by motivation
of the tourist), and to avoid possible disappointment.



Hedonic vacationers enjoy thinking, dreaming and talking about their
vacation because this enhances their pleasure and emotional arousal.
Their vacation involvement is very strong, and they use any opportunity
to collect tourist information. Emotional drivers for them are more
important than pragmatic concerns. For this type of vacationer,
information search better indicates the ideals and preferences than
actual choices.



Opportunistic vacationers prefer not to think a lot about vacation. They
minimize vacation planning and preparation, and could be considered
unplanned vacationers. The reason for that is either this being a strategy,
or high level of pressure, or lack of vacation involvement. It is evident
that these vacationers are almost not involved in the decision-making
process, and their decisions result from opportunities or special
occasions, and choices are made haphazardly. The wait for such
opportunities to make a decision is risky, as it results in late but sudden
decisions, and involves the probability of not making a decision at all, if
the opportunity fails to present itself. These vacationers value flexibility,
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which results in the instability and unpredictability of decisions. Their
information search is limited, not actively searched and often not used.


Constrained vacationers do not control vacation decision-making, and
are limited to experiencing it. Lack of control over the decision-making
process may be a result of certain conditional limitations of the
vacationer, such as limited financial resources or other situational factors,
for example, health issues. In groups, final decision production can be
hard due to the conflict of interests within a group, and sometimes
vacationers can be forced to visit certain destinations because other
group members demand it (often applicable to children and parents).
Consequently, constrained vacationers are not involved in the decisionmaking process of the tourist. Their information search process is
passive and limited, if existing at all.



Adaptable vacationers tend not to adopt well-defined decision strategies.
Their decision-making process involves much flexibility, which makes
choices very unpredictable. While having some fixed points (for example,
must-see sights or must-do activities, which can be identified by tourist
motivation), they leave room for improvisation and the adaptation of
plans (which may be the result of the influence of Exciting motivation for
these vacationers). They do not prepare the trip in too much depth,
leaving an option of flexibility, which results in them being independent
and not enjoying group constraints or organised planned tours.

Furthermore, it is important to note that the research by Decrop and Snelders
(2005) identified that the information gathering is different from analysing or
memorising acquired information. For example, brochures, guides and articles
from magazines and newspapers can be stored in a relatively systematic way,
however, not necessarily read and processed. This form of archive accumulates
over the years, from which the tourist draws when necessary. In addition,
although Decrop and Snelders (2005) did not focus deeply on the Internet as
the storage for tourist information, it can be suggested that images received via
Internet browsing or the usage of the social networks and/or tourism information
providing sites, can be stored in the computer or catalogued in the Internet
address book in a similar way. This archive must be looked at as a material
information store, in addition to the individual’s immaterial mental store
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(memory). Hyde (2008) adds that pre-vacation decision-making commences
with the relevant basic information available to the tourist. If such information
does not already exist within the knowledge and memory of the tourist, it may
be sought from the external sources. Moreover, focusing on the memory of the
tourist, a tourist knowledge concept is further discussed by Wong and Yeh
(2009). Wong and Yeh (2009) define “tourist knowledge”, using the definition
produced by Park, Mothersbaugh and Feick (1994) and Cowley and Mitchell
(2003) and note that tourist knowledge, while borrowed from consumer product
knowledge, is crucial for understanding tourist decision-making process
elements, such as information search (Rao and Sieben, 1992) and information
processing (Rao and Monroe, 1988).
According to Wong and Yeh (2009), traditionally knowledge is referred to as
product familiarity or prior knowledge (Gursoy and McCleary, 2004). Therefore,
consumers are assumed to have some amount of experience with information
about particular products. In the modern world of electronic information
distribution system this perception has gained additional validity, as potential
tourists are exposed to large amounts of different information via electronic
devices and the Internet in their everyday lives, which decreases the probability
of the tourist never being exposed to a degree of information about destinations.
Moreover, it is important to note that previous studies identify subjective and
objective measures to assess the knowledge level of consumers (Park et al.
1994; Cowley and Mitchell, 2003). Objective knowledge consists of accurate
information about the product stored in long-term memory and subjective
knowledge is the consumer’s perceptions of what or how much they know about
a product (Park et al. 1994).
It is evident that what people think they know and what they actually know about
the destination frequently differs. Therefore, subjective knowledge provides a
better understanding of the tourist’s preferences and decision-making process.
The methods on knowledge gathering of tourists have been widely researched
in the literature, and presented earlier in this chapter. The study by Wong and
Yeh (2009) concludes that the level of consumer product knowledge influences
the decision-making behaviour, and that subjective product knowledge plays a
bigger role than objective knowledge in the decision-making process of the
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tourist. Moreover, subjective knowledge determines whether the potential tourist
feels familiar to the destination. Familiarity is an important element of the
decision-making process, connected strongly to the information search, and this
connection will be explored in greater detail next.
2.3.2.3 Familiarity and the information search process
Another concept that is important in the analysis of the tourist information
search process is familiarity. As was mentioned above by Wong and Yeh (2009),
sometimes familiarity is also referred to as the concept of subjective knowledge.
It is evident that familiarity has the potential to influence various stages of the
decision-making process, for example, destination image (Milman and Pizam,
1995) and information search (Fodness and Murray, 1999). Moreover, the
importance of familiarity as a factor for the decision-making processes was
established by Cohen (1972), Dann (1996), Andereck (2005) and Alegre and
Juaneda (2006).
Specifically, Andereck (2005) reports that familiarity has the potential to
influence the image of destination, because tourists with a high level of
familiarity are likely to have a more positive image than those with the low level
of familiarity (Milman and Pizam, 1995). Fodness and Murray (1999) add that
familiarity decreases the level of hesitation in the tourist, and through this effect
may affect the time and effort spent on the information search.
Furthermore, it is important to examine the relationship between familiarity and
novelty elements of the decision-making process. In this context, Mo, Howard
and Havitz (1993) present Cohen’s (1972) typology of tourists in an attempt to
classify them depending on novelty and familiarity desire. Cohen (1972)
suggested that the desire for variety, novelty, and strangeness is the primary
motivation for tourism experiences, and developed four types of tourists within
such a framework. These types are presented in Figure 2.10.
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Figure 2.10 Cohen’s (1972) novelty-familiarity classification

Familiarity

Novelty

Organised

Individual

mass tourism

mass tourism

Explorer

Drifter

Adapted from Cohen (1972)
However, it is important to note that Cohen’s (1972) perception of familiarity
differs from the definitions presented above. Cohen (1972) perceives familiarity
not as subjective knowledge about the destination, but as the level of familiar
environment the destination can provide. However, the important conclusion of
Cohen’s (1972) study is the role of novelty in the decision-making process.
Cohen (1972) argues that tourist roles depend largely on desire for variety,
novelty, and strangeness, and developed three distinct dimensions when
considering novelty in the context of international travel. Moreover, the following
discussion focuses on the first dimension, the “Macro-level Novelty”.
This dimension represents the preferences of the tourist for novelty and
familiarity when choosing a travel destination. Cohen (1972) noted that tourists
are interested in people, places, and culture of a foreign country, which are
different from their own. Moreover, some tourists prefer to travel to countries
with a high level of difference from their own (culture, language, ethnic group).
The reason for this is that this type of tourist desire novelty and adventure,
which suggests that tourists with high level of novelty desire are more affected
by Exciting travel motive. “Macro-level Novelty” dimension reflects the degree to
which tourist choice is motivated by the desire for new and different travel
experiences in terms of culture, people, language, and tourist establishments.
A connection can be traced between the level of prior knowledge and familiarity
and the usage of the Internet as an information source. Kerstetter and Cho
(2004) suggest that tourists with higher levels of knowledge and familiarity with
a destination are less likely to use the Internet as a research tool for their future
tourism experiences, and do not perceive the Internet as a credible source of
information. The researchers then attempted to explain this phenomenon,
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adopting the theory proposed by Perdue (2001), who stated that experienced
tourists with a level of knowledge about the researched destination are more
critical of the information the Internet websites provide access to. The
researchers then take the argument further, and adopt the suggestion by
Ramaswami, Strader and Brett (2000–2001), who stated that tourists must have
motivation to use the Internet as a source of information. In combination with
previous statement, it can be suggested that if tourists are critical about the
credibility of the Internet as an information source, they will not possess the
motivation necessary to use it, and Peterson and Merino (2003) add that
tourists would also perceive the marginal costs of the Internet usage to be not
equal to the marginal benefits of it.
However, there is a gap for further research in this area, as when Kerstetter and
Cho (2004) attempted to test this theory by analysing the combined effect of
prior knowledge and source credibility, it was concluded that familiarity did not
contribute to the explanation of the inconsistency in the usage of the Internet as
an information source between tourists. Moreover, the importance of the source
credibility in the context of the information search behaviour of the tourist is
profound, and needs further research (Manfredo and Bright, 1991).
From the travel motivation perspective, it is important to note that Crompton
(1979) and Andereck and Caldwell (1994) suggest that tourists seeking novelty
are more likely to research greater amounts of information. However, this
suggestion is argued by more recent research by Hyde (2008). This researcher
contributed to understanding the nature of the influence “novelty” has on the
tourist. The researcher proposed that the level of novelty can be used to identify
the pre-vocational behaviour of potential tourists, and through this process, to
identify the type of tourist. Hyde (2008) produced four types of tourists: “low
search, low plan, low bookings (LS-LP-LB) tourist”, the type of tourist which
desires novelty and spontaneity in the tourism experience, and has no wish to
research, make a planning or booking for the vacation. Secondly, there is a
“high search, low plan, low bookings (HS-LP-LB)” tourist, who has a desire to
know the destination and the opportunities available in it, but is unwilling to
make a planning and booking commitment for the vacation. Thirdly, a “high
search, high plan, low bookings (HS-HP-LB)” tourist, who has conducted
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research and planning for the vacation, but retains a level of flexibility to
accommodate the wishes that may appear during the visit, such as activities the
tourist may wish to perform, or a wish to visit and/or stay in certain specific
destinations for a period of time. Therefore, although this type of tourist
possesses a plan, he/she makes no prior bookings in order to accommodate a
desired level of freedom and flexibility. Finally, the “high search, high plan, high
bookings (HS-HP-HB)” tourist, a type with a desire to have a planned, inflexible
and predictable vacation experience (Hyde, 2008). It can be, therefore,
concluded, that the desire for novelty influences the behaviour of the tourist.
Furthermore, if we adopt the definition of familiarity, presented by Wong and
Yeh (2009), which is “subjective knowledge which can be drawn from
information sources”, it can be concluded that, through familiarising themselves
with the high level of novelty in destination through information source, novelty
seeking tourists will be more motivated to travel to that destination. In summary,
familiarity is a complex concept, referred to differently by various researchers.
Moreover, in the context of this research project it will be referred to as
subjective knowledge about the destination. In addition, the role of familiarity in
the context of novelty must also not be neglected. It must also be noted that
familiarity is not only connected to novelty, but also to the hesitation of the
tourist. This connection will be discussed in section 2.3.2.4.
2.3.2.4 The information search process and hesitation
The concept of ‘‘hesitation’’ (Cho, Kang, and Cheon, 2006) is a process when
consumers postpone product purchases as they need additional time before
making final product-purchase decision. Wong and Yeh (2009) argue about the
importance of tourist knowledge as an eliminator of the hesitation. According to
Gursoy and McCleary (2004), tourists value the destination- related information
they acquire because it allows them to reduce uncertainty when making a
decision and the level of product knowledge affects the confidence of tourists.
Moreover, once tourists believe they understand a destination, they have
increased certainty regarding visiting that place and find it easier to make the
associated decisions. It is important to note that the belief of tourists about
understanding the destination falls under the subjective knowledge category,
discussed in the previous part of this chapter. Furthermore, information search
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has a positive effect on the parameters of the decision-making process, for
example, speed and confidence of the tourist, making decision process more
effective (Wong and Yeh, 2009).
In addition, while information search is connected to familiarity and hesitation,
and may be a critical part of the decision-making process for some tourist types,
it is challenging to use information search as an indicator of the possible tourist
decisions. As stated earlier in this chapter, one of the core conclusions, which
were drawn from the research by Decrop and Snelders (2005), is the fact that
that information collection is a good predictor of preferences and a poor
predictor of final choices, which is particularly characteristic for hedonic
vacationers. However, Decrop and Snelders (2005) expand on this statement,
suggesting that information search is an ongoing process, which happens
before the generic decision and which does not end after the decision.
Information search is also suggested to be less intensive and purposive than
was stated previously by Mansfeld (1992). Decrop and Snelders (2005) also
suggest that information search may be perceived as an ongoing parallel
process, and not definite part of the decision-making process. Moreover,
Decrop and Snelders (2005) attempted to explain the reason why information
search may be a poor indicator of the final choice. In order to develop this
concept, they introduced the role of emotions in the decision-making process,
which will be discussed next.
2.3.3 The decision-making process and emotions
One of the reasons the universal decision-making process model cannot be
developed is the strong influence of situational and social variables. This makes
the decision-making process of the tourist adaptable (Dellaert et al. 1998) and
opportunistic (Wilson and Wilson 1988). Decrop and Snelders (2005) state that,
as a result, decision-making is often triggered incidentally through information
collection or opportunities. Furthermore, adaptability and opportunism are
supported by emotional factors. Situational variables and emotional factors are
the major emerging reasons for the discrepancy between information search
and actual decisions. Sudden and unforeseen decisions may result from
sudden impulses, feelings of pleasure and/or love. Therefore, people
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sometimes make their vacation decisions according to momentary moods or
emotions.
These emotions, according to Decrop and Snelders (2005), include
daydreaming, nostalgia and anticipation. Information collection clearly develops
daydreaming. The vacationer may fantasize and imagine about dreamed
vacations while analysing brochures and books. Texts and pictures already
provide a taste or feeling of the trip (Taylor, 1994). In addition, if the tourist is
familiar with the destination, information search may trigger the development of
the feeling of nostalgia, which can influence the decision-making process. As
can be seen, although emotional factors do not depend extensively on the
information search process, they can be triggered, affected and developed by it
and, as a result, influence the decision-making process of the tourist. However,
because of the complexity and unpredictability of the emotional factors, the
prediction of their development and influence on the decision-making process is
a challenging task.
In summary, it can be stated that information search is a complex and dynamic
process, as information can be acquired from a variety of sources, and the
interactions the tourist makes with these sources have a number of different
characteristics. The information can be sought, classified and analysed
specifically, and/or the tourist can also be unintentionally exposed to the
information about the destination, which can be presented in a number of forms,
including films. The Internet was found to play an important role in delivering
information to the tourist through both personal and commercial channels.
This thesis attempted to classify tourists depending on what information sources
they use, and the specific characteristics of their interaction with used sources.
It was concluded that tourists can differ depending on time they spend on
information search, and the amount of information they are using. In addition,
personal factors of the tourist were found to affect the information search
process, which is useful to identify the preferences of the tourist rather than final
choice. The reason for this is the high level of the emotional influence on the
decision-making process of the tourist, which results in high opportunism and
adaptability of the information search process, making the predictions of its
development more complicated.
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Furthermore, the theses identified two types of tourist knowledge - objective and
subjective and concluded that subjective knowledge, or what the tourist thinks
he/she knows about the destination has a larger effect on the decision-making
process of the tourist. In this context, a connection between familiarity and
knowledge can be traced, and consequently, the effect of the desire for novelty
on the information search process of tourist. It can be argued that level of
familiarity with destination, and the desire for novelty can influence the
characteristics of the decision-making process of the tourist. For example, a
large amount of knowledge about the destination can reduce the hesitation
factor of the decision-making process. Moreover, until now, the chapter has
discussed motivation, information search, familiarity, and emotions, all of which
were identified as the elements of the decision-making process of the tourist.
The next important element of this process is the image of the destination.
2.3.4 The decision-making process and the destination image
The image of destination is considered to be a part of the decision-making
process by several tourist decision-making process theorists, such as Chon
(1990), Bansal and Eiselt (2004) and Hsu et al. (2009). Moreover, Chon (1990)
perceives the image of destination as a part of the “Anticipation” element of the
decision-making process of the tourist. The researcher states that the image of
destination is strongly connected with and dependent on the information search
process, which Chon (1990) also perceives as a part of the “Anticipation”
element (see Figure 2.2). The researcher perceives anticipation as a complex
phenomenon, which involves various stages of the decision-making process,
and includes information search, destination image formation, and expectations
formation.
According to Chon (1990), the tourist modifies his/her accumulated image of the
destination through the information search process. An accumulation of new
information about the destination, which is generated from a variety of sources,
such as books, media, or discussions about the travel experiences with friends
and/or family generate the qualities of the destination image for the tourist.
Furthermore, the modified image of destination determines the tourist’s
expectations of the destination and anticipated tourism experience. This
process is examined further below.
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Focusing on the process of anticipation, it is important to point out that Decrop
and Snelders (2005) address this process from a different perspective. The
researchers perceive this process as an emotional factor, which influences
decision-making process. In such a framework, anticipation is perceived as a
combination of daydreaming and expectations of tourists. Therefore, it can be
seen that different researchers identify different qualities and roles for the
process of anticipation, which illustrates the complexity of this process, and
identifies the need for further and deeper research.
Furthering the discussion about the role of the destination image in the
decision-making process of the tourist, it is important to analyse the perception
on the destination image, presented by Bansal and Eiselt (2004). The
researchers attempted to provide a definition of the destination image, and
adopted the definition by Oxenfeldt (1974), who defined image in general as an
overall impression of an object. In the context of the tourism industry, Bansal
and Eiselt (2004) present the studies by Echtner and Ritchie (1991), Alhemoud
and Armstrong (1996) and Sirgy and Su (2000), which state that destination
image has an effect on the inclusion of particular destinations in the decisionmaking process of tourist.
Moreover, Bansal and Eiselt (2004) analyse the research by Tapachai and
Waryszak (2000), who suggest that the image of a tourist destination is formed
from the evaluation of five beneficial characteristics, or consumption values, of
the destination: functional, social, emotional, epistemic, and conditional. These
characteristics, according to Bansal and Eiselt (2004), may influence tourist
decisions. The framework of such influences is presented in Table 2.7.
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Table 2.7 Beneficial characteristics affecting the destination image
Beneficial
characteristic
Functional

Social

Emotional

Epistemic

Conditional

Definition

Example

Ability to perform
functional, utilitarian, or
physical purposes.
Association with one or
more specific social
groups: demographic;
socio-economic; and
ethno-cultural.
Ability to arouse feelings
or affective states in a
tourist.

Cheap shopping, perceived
safety of a destination, food
choices, nature of the landscape.
Vast number of retirees from
Canada make Florida their
temporary home during the winter
months, hence the label “snow
birds”.
Primary reason for the choice of
various Caribbean Islands as a
preferred destination for leisure
travel is their ability to convey the
feelings of calm, comfort, and
relaxation to the potential tourists.
Ability to arouse
North American students desire
curiosity, provide
to “explore” Europe in a
novelty, and/or satisfy a “backpack” travel mode during
desire of knowledge.
their summer holidays.
Result of the specific
Gaming enthusiasts from New
situation or context
York city might choose to go to
faced by the decisionAtlantic City rather than Las
maker.
Vegas as a result of the former
being more proximal to their
home locations.
Adapted from Bansal and Eiselt (2004)

An important conclusion can be drawn from Table 2.7, namely that functional,
social, emotional and epistemic factors affect the motivation of the tourist to
travel, outlined by Crompton (1979), Yoon and Uysal (2005) and Hsu et al.
(2009). Table 2.7 identifies the specific characteristics which need to be present
at the destination to influence the development of the motivation in the tourists.
From the destination image formation perspective, it can be concluded that if
such characteristics were to be portrayed in the film, for example, if the film
demonstrated the wide range of food choices at the destination, it would
increase the motivation of the tourist to travel there. It can be suggested that
certain characteristics will influence certain motivational factors, and in an
attempt to categorise these influences, Table 2.8 has been developed.
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Table 2.8 Beneficial characteristics forming destination image and tourist
motivations
Beneficial
characteristic

Push-factor
motivations by
Crompton, (1979)

Functional

Social

Emotional

“Enhancement of
kinship relations”;
possibly “Prestige”
and “Exploration and
evaluation of self”.
Relaxation, possibly
“Regression (to
adolescent or childlike behaviour)”.
“Education”.

Push-factor
motivations by
Yoon and Uysal,
(2005)
Safety/Fun;
Away from home
and seeing.
Possibly
Achievement.

Hsu et al.,
(2009)

Relaxation, possibly
Safety/Fun and
Exciting.

Physical
Factor.

Psychological
Factor;
Social
Interaction.

“Knowledge/
Seeking/
Education”.
Exploration.
Adapted from Crompton (1979), Tapachai and Waryszak (2000), Bansal and

Epistemic

Eiselt (2004), Yoon and Uysal (2005) and Hsu et al. (2009)
It is evident from Table 2.8 that similarities can be detected when comparing
Tapachai and Waryszak’s (2000) beneficial characteristics, which form the
destination image, and different models of motivation push-factors, developed
by a number of the researchers, such as Crompton (1979) and Yoon and Uysal
(2005) and Hsu et al. (2009). This leads to the further conclusion that the
formation of destination image and motivation of the tourist to travel correlate as
the motivation affects the evaluation of the destination by the tourist and,
therefore, affects the formation and modification of the image of destination.
Consequently, films form the destination image of the destination, and if the
beneficial characteristics were presented in the film, this results in the formation
of a better destination image, which is more likely to influence motivation of the
tourist to travel. It is worth pointing out that the influence of motivational factors
on tourists differs depending on a specific tourist. Therefore, the nature and
strength of the correlation of destination image and motivations is also different
for different categories of tourists.
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Furthering this suggestion, Hsu et al. (2009) discussed the importance of the
destination image in the decision-making process and in theory of tourist
motivation. The researchers categorised motivation push-factors, and labelled
them as “Internal force” in the decision-making process of the tourists, and
identified the image of the destination as an “Intangible factor” of the “External
force”. Moreover, Hsu et al. (2009) identified that tourists perceive destination
image as one of the most important factors, which influence their tourismrelated decisions. Additionally, as motivation affects the decision-making
process and the evaluation of the image of the destination, the association
between “Internal force” and “External force” can be identified: Hsu et al. (2009)
identify the “Destination image” factor as an “External force” but, as was
suggested above, destination image formation is based highly on motivation of
tourists, which are considered to be an “Internal force”. This is an example of
the correlation of external and internal forces which influence the decisionmaking process of the tourists.
In addition, the study by Castro, Armando and Ruiz (2007) suggested that
destination image has an effect on tourist loyalty, which affects the tourist’s
decision to revisit the destination, and/or recommend the destination to other
potential tourists. Yoon and Uysal (2005) support this statement, suggesting
that tourism destination loyalty has causal relationships with travel motivation.
Furthermore, the image of the destination defines the knowledge of the potential
tourist about the destination, and helps to identify the capacity of the destination
to meet the demands of tourists, identified by the tourist motivations. The
findings are illustrated in Figure 2.11.
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Figure 2.11 The role of the image of the destination in the decision-making
process of the tourist
Tourist motivations

Information search
Identifies the
information that
potential tourist has
about the destination

Identifies the
motivational demand of
the potential tourist

Destination image
Identifies the
capacity of the
destination to meet
the motivational
demand of tourist

Decision-making process of tourist

Adapted from Bolan and Williams (2008)
As can be seen from Figure 2.11, destination image is formed from the
association of the information search and the travel motivation of tourists. When
tourists identify their needs (motivation), they may perform an information
search to identify if the destination can fulfil their needs. During the information
search, additional motivational factors may develop. While searching for
information about the destination, potential tourists create an image of the
destination they operate with. Therefore, the image of a destination defines the
ability of the destination to meet the demands of tourists.
In conclusion, the image of the destination is an important element of the
decision-making process of the tourist (Molina et al., 2010), capable of
influencing the demands of tourist (Tasci and Gartner, 2007). Being a part of the
“anticipation” process, as stated by Chon (1990), it acts as a mediator between
information search and motivation of tourists, identifying the ability of a
destination to meet the demands of tourists. In addition, characteristics of the
destination image can be used to predict the motivation of tourists. However,
the decision-making process, as was mentioned above by Hsu et al. (2009),
Shao et al. (2009) and Smallman and Moor (2010), is a complex process and
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although it is evident that destination image and factors affecting it are important
elements of this process, the role of other elements must not be neglected. One
such element is the influence of friends, family or other social groups. This
process will be discussed in section 2.3.5.
2.3.5 The decision-making process and group influence
The influence of groups on the decision-making process is an important aspect
of this process which, unfortunately, remains fairly under-researched. Bansal
and Eiselt (2004) attempted to identify the influence of the groups on the
decision-making process. The researchers concluded that in the group, two
possible decision-making process scenarios are possible. The decision-making
can be either dominant, or consensus seeking. Moreover, Bansal and Eiselt
(2004) adopt the framework by Schiffman and Kanuk (2000), and develop a
role-system for the decision-making process in groups. The researchers
identified three roles: influencers, deciders, and buyers.
Influencers are the individuals responsible for information gathering and provide
information about a destination. On the next level, deciders are the members of
the group who have the power, are in charge or have taken it upon themselves
to make the decision. Finally, the buyer in a group is the one to make the final
purchase of the service. As can be seen, different elements of the decisionmaking process can be processed by different members of the group, therefore,
the decision-making process becomes more complex from the perspective of
personal influence of every member, but less complex in terms of every
member having to complete a certain allocated task, and not necessarily go
through all of the elements of the decision-making process. It can be further
concluded that the efficiency of such a decision-making process depends highly
on compatibility of members and their level of teamwork. Moreover, one of the
most common groups is family. This group will be discussed in greater detail in
section 2.3.5.1.
2.3.5.1 The decision-making process and family
The role of the family in the decision-making process of the tourists is
acknowledged and addressed by many researchers. Kozak (2010) provides a
definition of the family group. The researcher suggest that, in the context of the
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tourism industry, the family group, which forms an important aspect of
consumer behaviour, is a small social group constituting the basic customer
portfolio in tourism and hospitality.
It is evident from the findings by Hsu et al. (2009), that families have the
potential to influence certain elements of the decision-making process, both
directly and indirectly. Indirect influence involves the Family togetherness
motivation factor to travel. Therefore, family may act as a reason for travel in
itself. It is important to note that this motivation factor may not necessarily
involve meeting other family members while visiting the destination, but to
experience the feeling of family togetherness if the destination is associated
with it. A second indirect influence was established by Decrop and Snelders
(2005), who stated that family can affect certain parameters of information
search, for example, wideness and depth of research. This is particularly
relevant to families with children where additional information gathering is
required. Therefore, family has the capacity to move the tourist from one
information search profile to another.
However, families can also affect the decision-making process directly. Bansal
and Eiselt (2004) identify travel companions as an element of the decisionmaking process, and families are proved to be an example of travel companions.
Therefore, influences that groups have on the decision-making process, which
are outlined in the previous part, are also applicable to families. Moreover,
Decrop and Snelders (2005) perceive family situation as a primary personal
factor of the decision-making process, capable of influencing the decisionmaking process.
Moreover, when focusing on the role of spouses in the decision-making process,
Kozak (2010) attempted to identify the role of gender in the decision-making
process of the tourists. The findings of this research suggest that spousal
opinions matter and that compromise is a commonly used method when making
travel decisions. The research findings also indicate that purchase decisions for
some products cannot be made without considerations of the opinions of the
other partner. This suggests that spouse (and possibly, boyfriend/girlfriend)
relationship affects the decision-making process of the tourist, as it involves two
individual decision-making processes that combine and affect one another.
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Moreover, this issue is further researched by Bronner and de Hoog (2008), who
support the suggestion that spouse decisions are joint as they consider the
wishes of one another. However, the important finding of their research is that in
the situation where joint agreement reaching meets difficulties, more information
can be sought to make the consensus more reachable. Decrop and Snelders
(2005) add that the gender of the tourist does not affect the information search
procedures of the tourist.
However, Kim, Choi, Agrusa, Wang and Kim (2010) argue with such a
statement, stating that the role of the husband in families may be dominant, and
more responsible for ultimate decisions. However, it must be noted that the
study of Kim et al. (2010) is based on the Korean population, and established
tendencies may not be applicable to Western cultures. Despite that, findings
suggest that the role of spouses in the decision-making process differs
depending on nationality and culture (Bronner and de Hoog, 2008), contributing
to the research about cultural differences by Kim (2012).
In addition, Thornton, Shaw and Williams (1997) researched the role of children
in the decision-making process of the tourist and concluded that children have
the ability to influence the activities and decisions of parents, and outlined two
reasons for this phenomenon. Firstly, children demand certain caring
requirements from the parents, and are less flexible with their routine needs (for
example, meals). This reason is most applicable to children of early age (under
5 years old). The second reason is the ability of children to negotiate with
parents. It is evident that, while children, in most cases, do not possess the
ability to make a final decision, they are capable of making a travel related
suggestion. Moreover, the satisfaction of children was valued more than their
own by the parents, which gives the suggestion of children’s additional strength
in the decision-making process of their parents and/or guardians.
However, Kim et al. (2010) argue with this statement, suggesting that children
have little or no influence on the decision-making process of their parents
and/or guardians. However, it is evident that the study of Kim et al. (2010) is
based on the Korean population, where, as the researchers stated, culture
dictates children to be educated to obey and follow their parents, the tendency
which may not be applicable to Western cultures. The other reason for the lack
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of children’s influence on the decision-making process may be the lack of
financial power in children to finance the consequences of these decisions.
Therefore, it can be concluded that the influence of children on the decisionmaking process is complex, and may differ depending on culture and nationality.
In summary, groups clearly have an influence on the decision-making process
of the tourists. Families, spouses and children, as well as friends or other
groups can influence the decisions of the tourist. However, the nature of this
influence remains under-researched, and demands more analysis. As the
decision-making process of a single tourist is a complex process, the decisionmaking process of a group of tourists, which may include friends and family with
or without children, is even more complex, having more variables, conscious
and unconscious needs, and motives.
2.4 Summary
The purpose of this chapter was to analyse the concept of the tourist decisionmaking process. The identification and analysis of existing theories of the
decision-making process of tourism adopting a chronological approach,
concluding that the decision-making process of the tourists is a very complex
process with a large number of inter-connected variables, both conscious and
unconscious (Sirakaya and Woodside, 2005; Smallman and Moor, 2010). The
complexity and variability of this process make its measurement and analysis a
complicated and difficult task for the researchers, and can be perceived and
examined from different perspectives (Shao et al. 2009). However, the research
literature explores the nature of this process and outlined themes that influence
it, and several case studies add validity to the developed theories. In addition,
there are a number of theories which explore the specific themes within the
decision-making process of the tourist in more detail, and the review of these
research is the first objective of this research. It is evident that, despite
differences in approach and focus, a number of common factors is identified in
theories, subsequently forming core parts of the decision-making process of the
tourist.
Firstly, the classification of tourists into types can be based on motivational
factors, but this approach is considered to be a complicated process by the
researchers. Kozak (2002) presented evidence from a number of the
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researchers, such as Pearce (1993), who believes that tourists have limited
motivational factors and are likely to change their motivation from one stage to
another over time, which makes the classification a challenging task.
Additionally, Witt and Wright (1992) and Uysal and Hagan (1993) stated that
tourist motivation differs between individuals and from one decision-making
context to another, and is inherently dynamic.
In addition, it is important to note that the tourist motivation remains an underresearched issue in the context of the tourism industry, and many researchers
agree that there is a need for further and deeper research in this area. Despite
that, it is agreed that the tourist motivational factors have a critical influence on
the decision-making process of the tourist. Motivational factors can be
separated into push and pull factors, and this approach is being adopted by
many researchers. Furthermore, push motivations can be classified into groups,
and the researchers attempted to adopt this framework to classify tourists into
groups, but because of the complexity of this process, the validity and efficiency
of such theories remains the subject of debate.
Secondly, it can be stated that the information search is a complex and dynamic
process with a variety of sources, and source-tourist interaction characteristics.
The information can be analysed specifically, and tourists can also be
unintentionally exposed to the information about the destination. The Internet,
for example, was found to play an important role in delivering information to the
tourist through both personal and commercial channels.
The classification of tourists depending on which information sources they use
was attempted by a number of researchers, and it was concluded that tourists
can differ depending on time they spend on information search, and the amount
of information they are using, and their personal characteristics. Therefore,
information search was found to be useful to identify the preferences of tourist
rather than the final choice, because of the high level of emotional influence on
the decision-making process of the tourist, which results in high opportunism
and adaptability.
Furthermore, research literature identifies two types of tourist knowledge objective and subjective, and suggests that subjective knowledge has a larger
effect on the decision-making process of the tourist. There was also a
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connection found between familiarity and knowledge. In addition, it can be
argued that level of familiarity with the destination and the desire for novelty can
influence the characteristics of the decision-making process of the tourist, as a
large amount of knowledge about the destination can reduce the hesitation
factor during the decision-making process.
Moreover, the image of the destination is a vital part of the decision-making
process of the tourist (Molina et al., 2010) and is capable of influencing the
demands of the tourist (Tasci and Gartner, 2007). It is a part of “anticipation”
process (Chon, 1990), and acts as a mediator between information search and
motivation of tourists, identifying the ability of a destination to meet the
motivational demands of tourists. Additionally, characteristics of the destination
image can be used to predict the motivation of tourists.
Finally, groups, such as “family”, “spouses” and “children”, as well as “friends”
or other groups can, undoubtedly, influence the decision-making process of the
tourist. Despite this, the nature of this influence represents a gap in research,
and demands more analysis. But, as the decision-making process of a single
tourist is a complex process (Hsu et al., 2009, Shao et al., 2009 and Smallman
and Moor, 2010), the decision-making process of the group of tourists, which
may include friends and family with or without children, is even more complex,
having more variables, conscious and unconscious needs and motives.
From the evidence, presented in this chapter, it can be concluded that the
decision-making process of the tourists is a multifaceted process with a large
number of variables, and the complexity and variability of this process make its
measurement and analysis a complicated and difficult task. However, some
progress has been made through time, and subsequent research findings
provide insights into the tourist decision-making process from various
perspectives. This chapter identified the core elements of the tourist decisionmaking process, specifically, travel motivation, information search, emotions,
destination image, and groups. The connection between themes and the
concept of Film Tourism will be discussed in the next chapter.
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Chapter 3 Perspectives on Film Tourism
3.1 The concept of Film Tourism
The study of Film Tourism is relatively new in tourism research. Sometimes
referred to as movie-induced or film-induced tourism, Film Tourism is a growing
phenomenon worldwide, driven by both the growth of the entertainment industry
and the increase in international travel (Hudson and Ritchie, 2006). Frost (2004)
reports that, in recent years, there has been increasing interest in how films
may shape destination images and resultant tourist expectations, behaviour and
numbers. Furthermore, Tooke and Baker (1996), Mintel (2003), Connell (2005),
Hudson and Ritchie (2006) Beeton (2010) and Croy (2010) report that the
potential of films to influence the choice of destinations is being recognised by
many bodies within the tourism industry. Moreover, the influence films have on
tourism is the subject of much research that attempts to analyse and
understand the film-induced tourist and the decision-making processes of this
type of tourist.
This chapter is set up to analyse the concept of Film Tourism and provide an
overview of the current academic literature in this area. The objectives of the
chapter include developing an understanding of the concept of Film Tourism,
which involves the synthesis of Film Tourism definitions, produced by different
researchers, identification of different forms of Film Tourism, and characteristics
of the Film Tourist. A further objective of the chapter is to examine the influence
films have on different elements of the decision-making process, for example
information search and motivators. A final objective is to identify and examine
the possible contribution of films to the processes and concepts that influence
the decision-making process characteristics, for example, hyperreality,
hesitation and the search for authenticity.
Many researchers have explored and analysed Film Tourism and how Film
Tourists make their decisions to travel. One of the core elements of the
decision-making process is the motivators of consumers, which act as
consumer drivers and allow for prediction of tourist expectations and actions
(Macionis, 2004). Some research has focused on film-induced tourist motivators,
analysing how movies contribute to decision-making processes. Although there
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are several studies conducted on this subject (Table 3.1), many authors agree
that further additional studies are required in the area of Film Tourism and there
is a need to investigate and clarify the role of film as a contributing factor to
travel to a destination. Furthermore, it is possible to examine the implications of
the tourist decision-making process elements explored in Chapter 2 in the
context of Film Tourism and the Film Tourist decision-making behaviour. Table
3.1 presents a meta-analysis of the academic literature.
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As can be seen from Table 3.1, a number of studies have approached the
phenomenon of Film Tourism from different perspectives and the concept of
Film Tourism has a number of stages in its “evolution” in academic literature.
The concept was first noted when Film Tourism was recognised as a form of
tourism under the more general “umbrella” of cultural tourism. The first studies
directed on this form of tourism explored the motivational factors of Film
Tourists, and possible applications of such findings in the field of destination
tourism marketing (Hyunjung and Kaye, 2008). Then, the focus of the research
shifted to cover the connections between films and familiarity with the
destination, and the role of films in the information search process of the tourists
(Iwashita, 2008; Kim, 2012).
The definition and form of Film Tourism were first proposed by Evans (1997),
but have been developed and extended in a range of subsequent studies.
Roskill (1997) attempted to explore the connections between emotions and
locations, with specific focus on the role of music and development of nostalgia.
However, the important connection between films and emotions of the tourist
has not been extensively studied and, until recently, remained relatively
unexplored.
Busby and Klug (2001) summarised the existing (at the time) research on the
subject of Film Tourism, and outlined additional themes of focus: the profiles of
Film Tourists and the issue of authenticity for them. Busby and Klug (2001) also
commented on the difficulties in measurement of this type of tourism. Finally,
focusing on the connection between Film Tourism and travel companions
(groups), Connell (2005) first attempted to understand the role and implications
of children in this form of tourism. It must be noted that such a connection is
very hard to examine, as children tourists are hard to approach and evaluate.
Possibly, for this reason, the role of children in Film Tourism, although
acknowledged, remains the most under-researched area.
Furthermore, Kim and Richardson (2003) add that there is a need of additional
research to be conducted in the area of Film Tourism, and suggest that, despite
recognition that place images can be developed through depiction in film, the
processes by which motion pictures influence destination images and related
decision-making have not been widely examined. In addition, Connell (2005)
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informs that further research on different genres, locations and icons is
important in understanding the effect of Film Tourism, which Riley, Baker and
Van Doren (1998) describe as relatively under-researched.
3.2 Definition of Film Tourism
According to Macionis (2004), previous studies have provided a range of useful
descriptions, resulting in a variety of ways to refer to Film Tourism: Film-induced
Tourism; Movie Induced Tourism; Media Induced Tourism; Cinematographic
Tourism and Media Pilgrimage. Connell (2012) adds that such a diversity in
references is criticized by Olsberg/SPI (2007) Fernandez-Young and Young
(2008) and Connell and Meyer (2009), who suggest that it would be more useful
to adopt an umbrella term “Screen Tourism” to cover all forms of this type of
tourism (both television and the media of film) and reduce potential
misinterpretation of this type of tourism. However, it is important to note that,
while different in form, all presented terminology is used by different
researchers to describe the same concept-Film Tourism, the definition of which
will be discussed next.
Synthesizing the definitions developed by Evans (1997), Busby and Klug (2001),
Grihault (2003) and Macionis (2004), this newly defined tourism niche refers to
post-modern experience of a destination or attraction that has been depicted in
some form of media representation, for example, on the cinema screen, video
or television. This definition, by Macionis (2004), is an example of most
straightforward and logical approach. Riley et al. (1998) contribute to this
definition, stating that film-induced tourists are individuals searching for the
sights/sites they have seen on the “silver screen” (Butler, 1990; Evans, 1997;
Riley et al, 1998; Busby and Klug, 2001; Macionis, 2004).
3.3 Forms of Film Tourism
Several studies have developed systems to classify Film Tourism. Connell
(2012) reports that Busby and Klug (2001), Beeton (2005) and Croy and
Heitman (2011) attempted to identify the forms of Film Tourism and the
activities of the Film Tourist. The first attempt to categorise forms of Film
Tourism was done by Busby and Klug (2001). Referring to the concept of Film
Tourism as “movie tourism”, Busby and Klug (2001) attempted to summarise
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the forms of Film Tourism present in the research literature at that time and
formulate the characteristics of the presented forms of Film Tourism.
Busby and Klug (2001) identified different forms of Film Tourism, depending on
specific push and pull factors of the destination, featured in the movie, and
defined several behavioural aspects of the film-induced tourist. It can be seen
from the Busby and Klug’s (2001) research that different forms of Film Tourism
appeal to different types of Film Tourists, influenced by complex combinations
of different factors. Therefore, it can be concluded that films create a range of
different Film Tourists.
This approach has been developed further by Connell (2012), who summarised
previous studies, and suggested that Film Tourism can take many forms, and
Film Tourists, consequently, can be classified depending on which form of Film
Tourism they include in their visit to the destinations. Moreover, in the context of
this thesis, the form of Film Tourism where the viewer performs a “visit to
portrayed location (real/substitute)” (Connell, 2012: 1010) is approached and
examined. As the focus of this research is the effect of the film genre on the
tourism-related decision-making process of the viewer, only the visits to the
location portrayed in the film are valuable for the purposes of this research.
Moreover, the classification of Film Tourism can be approached from a different
perspective. Busby and Klug (2001) presented the evidence by ECTARC (1989)
and defined cultural tourism as tourism related to the artistic and intellectual
heritage of the destination, and noted that special cultural and pilgrimage
experiences act as sources of excitement to compensate for the deficiencies of
ordinary life. Furthermore, many researchers agree that Film Tourism is a form
of cultural tourism. The synthesis of these statements can be presented in
Table 3.2:
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Table 3.2 Summary of evidence that Film Tourism is a form of cultural
tourism
The researchers

Evidence that Film Tourism is a form of cultural
tourism.
“Film corporations are often encouraged to come to
Beeton (2008)
(filming locations) through the offer of tax cuts,
reduction in ‘red tape’ and access to normally
restricted sites, including galleries, museums, cultural
and heritage sites, natural resources and so on”, p.107
Busby and Klug (2001) “Movie tourism is not simply a function of media
influences but a medium through which a range of
cultural meanings and values may be communicated”,
p.321
“Historical films may generate a specific type of
Frost (2004)
tourism-heritage tourism-based on visiting historical
sites; historical films present already known and
established stories, and the tourists’ knowledge and
expectations may be influenced by other sources, such
as history books”, p.248
“Falling loosely under the umbrella of cultural tourism,
Hudson and Ritchie
Film Tourism is a growing phenomenon worldwide,
(2006)
fuelled by both the growth of the entertainment
industry and the increase in international travel”, p.387
“There has been a growing worldwide phenomenon
Iwashita (2006)
whereby the tourists visit a destination as a result of it
being featured in a book, film or on TV... has created
new forms of cultural tourism”, p.139
Morgan and Pritchard “Improved theoretical understanding of the effects of
films on destination perceptions will enhance
(1999), cited in
knowledge about the image formation process as it
O’Connor, Flanagan
relates to popular culture and closes the gap between
and Gilbert (2008)
spontaneous belief and empirical evidence as films
familiarise potential tourists with destinations and the
attractions featured in them”, p.425
“The social world and other cultures are increasingly
Denzin and Lincoln
(2003), cited in O’Neill, understood through conventional and culture-bound
television genres”, p.32
Butts and Busby
(2005)
Adapted from Connell (2012)
It is evident from Table 3.2 that Film Tourism is a form of cultural tourism in a
number of applications. Films can communicate cultural meanings (Busby and
Klug, 2001) and create a wish to visit heritage sites (Frost, 2004), and Film
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Tourism is acknowledged to be a form of cultural tourism by Hudson and Ritchie
(2006) and Iwashita (2006). Moreover, Macionis (2004) further developed the
role of Film Tourism as a form of culture tourism, and adapted the cultural
tourist classification model by McKercher (2002) to the specific Film Tourism
context. However, while in his original model, McKercher (2002) identifies the
form of tourism depending on factors such as depth of sought experience and
the importance of cultural tourism in the decision-making, Macionis (2004)
shifted from level of sought experience and importance of cultural tourism
towards the interest in the film as the differentiating factor to classify the form of
Film Tourism.
Subsequently, Macionis (2004) developed three types of Film Tourists: the
Specific Film Tourist (this tourist actively seeks out places that they have been
exposed to by the film); the General Film Tourist (this tourist is not specifically
drawn to a film location but participates in Film Tourism activities while visiting
the destination); and the Serendipitous Film Tourist (this tourist just happens to
be visiting a destination portrayed in a film, and the presence of this tourist is
not related to film or media portrayal; this tourist may or may not participate in
Film Tourism activities).
This framework acts as a basis for further research by Macionis (2004), which
identifies the specific motivational factors which influence defined types of Film
Tourists. However, it must be noted that Fernandez-Young and Young (2008)
criticize such an approach to Film Tourist classification, as they argue that this
approach is simplified and does not comprise the degree of the influence of the
film which is more diverse than presented in this classification. Moreover,
Fernandez-Young and Young (2008: 208) argue that the visitor may be affected
by multiple films, that may only be “loosely connected” with the visited location,
and refer to such a process as “diffusion”. This demonstrates that classification
of Film Tourism is a complex evolving process, and while existing systems have
certain similarities, no universally accepted system to classify Film Tourism
exists.
3.4 Film Tourist profile
It is argued that the Film Tourist has specific characteristics, which can
differentiate this type of tourist. Busby and Klug (2001) suggest that cultural
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tourists tend to be affluent older professionals and senior managers from the
ABC1 socio-economic groups, and present evidence from Prentice, (1996) and
Kerstetter, Confer and Bricker (1998). This argument is supported by Kim,
Agrusa, Chon and Cho (2008), who stated that Film Tourists tend to be middleaged, have high income and high education level. However, Busby and Klug
(2001) also mention that Richards (1996) suggests that the majority of Film
Tourists are younger, highly educated and from higher socio-economic
backgrounds. Moreover, Connell (2012) argues that, in most cases, Film
Tourism studies focus on a specific film, which may influence and/or attract the
tourists of specific demographic characteristics, which may not be applicable to
other film-induced tourists.
This argument is supported by Hyunjung and Kaye (2008) in their case study
which focuses on visitors influenced to travel to Salzburg (Austria) after being
exposed to “The Sound of Music” film. Hyunjung and Kaye (2008) state that the
majority (50.6%) of Film Tourists in Salzburg are younger individuals (20-40
years), professionals with higher degrees and high level of income. However,
Hyunjung and Kaye (2008) report that the influence of the film on the decisionmaking process was stronger for older people. Moreover, Singh and Best
(2004) present additional evidence, reporting the profile of visitors to the
Hobbiton Movie Set (as featured in “The Lord of the Rings”). These findings
suggest that Film Tourists are younger individuals (26-35 years); the majority of
them have a Bachelor’s degree and are professionals, but have low level of
income.
Moreover, the case study of Korea by Kim (2012) contributes to discussion
about the profile of Film Tourists by claiming that the nationality of the Film
Tourist has an effect on Film Tourist behaviour and interactions with the
destination. Kim (2012) examined four Asia-based nationalities, specifically,
Chinese, Japanese, Taiwanese and Thai, and concluded that Film Tourists of
different nationalities have different experiences while visiting Daejanggeum
Theme Park in South Korea. Specifically, Chinese and Thai Film Tourists had
“more favourable on-site film-tourism experiences” when compared to Japanese
and Taiwanese the tourists. While these are case study based results, it is
evident that, for different “Asian” nationalities, the experiences and satisfaction
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from Film Tourism differs. These results suggest that nationality is also an
influencing characteristic of the Film Tourist.
Finally, the importance of groups can also be applied to the context of Film
Tourists. As discussed in greater detail in Chapter 2, travelling companions can
alter the decision-making process of a tourist, and many travellers are likely to
combine their expectations and experiences to produce a travelling plan which
would accommodate the combined wishes of the group. While this process can
be applied in Film Tourism, it must be stated that the process of travelling
companions affecting decision is similar to the general tourist. Specifically, if the
member of a travelling group becomes motivated to travel to the destination
because of the film, he/she may affect the decision to travel of other group
members.
Moreover, this process is more diverse and complicated with children tourist
group members. Connell and Meyer (2009) state that, while children form only a
small part of Film Tourists in global perspective, the number of children Film
Tourists increases proportionally to the number of children film image
consumers, and screen-induced tourism involving children will inevitably occur.
Connell (2005) and Connell and Meyer (2009) conducted studies focused on
the Tobermory location, which was shown in the “Balamory” children’s TV show.
The research shows that children were more satisfied with their visit than their
parents/carers, and emphasise connections with the TV show more strongly in
what they liked and/or disliked about their visit experience. Furthermore,
Connell and Meyer (2009) mention the importance of nostalgia in the context of
child Film Tourism. Connell and Meyer (2009) suggest that children, when
grown up, may wish to reawaken pleasant childhood memories with their
families by visiting places they have visited as children once again, and the
power of childhood nostalgia in adults can be strong, therefore, visits done by
children, which were influenced by TV show or film, may attract them again in
the future.
Connell and Meyer (2009) also stress the fact that, while other productions
since “Balamory” have been predicted to produce a similar screen tourism effect,
such expectations were not realized. Connell and Meyer (2009) suggest that the
reason for this is related to the visual identity and strength of a filming location
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and its appeal to certain target audiences that results in a desire to see the
location, but also mention that additional research is needed to test this
statement by identifying the elements of the most powerful screen tourist
drawing factors.
Further research, which identifies the relationship between children and Film
Tourism, was conducted by Singh and Best (2004). Although, unlike the
research by Connell (2005) and Connell and Meyer (2009), Singh and Best
(2004) did not focus specifically on the influence Film Tourism has on children,
and the consequences and processes of this influence, the researchers report
that “the desire for satisfying children’s “The Lord of the Rings” interest” as the
reason to visit the “The Lord of the Rings” screened location was stated by
17.5% of respondents. This, although limited to a specific case study example,
proves statistically that children are influenced by Film Tourism, because the
films act as a source of interest in destination for them (therefore, may create
the Knowledge/Education motivator), and that through children, films can
influence the decision-making processes of their parents and/or guardians.
The chapter has so far discussed the concept and forms of Film Tourism, and
presented the characteristics of the Film Tourist. Furthermore, it is important to
outline connections between the films and the tourist decision-making process
elements. While specific locations have received some attention in the research
literature, for example, New Zealand in the research by Singh and Best (2004)
and Carl, Kindon and Smith (2007) or Korea in the research by Kim, Agrusa,
Lee, and Chon (2007) and Kim (2012), Connell and Meyer (2009) report that
there is a limited understanding about the perception of the destination by Film
Tourists and their interaction with the destination. To develop such
understanding, it is important to recognize the effects films have on the
elements of the decision-making process of the tourists. The following part of
the chapter expands into this area, and discusses how films are connected to
the elements of tourism the decision-making process, such as information
search, motivators and emotions.
3.5 Film Tourism and the information search
A recent argument in the research literature is that films are the constructions of
information and, therefore, are a part of information search process. Such a
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view is supported by Urry (1990), Riley and Van Doren (1992), Macionis (2004),
Molina and Esteban (2006) and Tasci (2009). As the information search
process is an ongoing process which is not always purposive (Decrop and
Snelders, 2005), the framework by Macionis (2004), outlined earlier, identifies
the possible extent to which the tourists are influenced by film-induced tourism.
Macionis (2004) presented the Serendipitous Film Tourist, who happens to be
experiencing destination already, but with new information of destination being
portrayed in film may decide to participate in Film Tourism activities. Moreover,
Dellaert et al. (1998) theory suggests that the information search and, therefore,
movies as a part of it, can influence decisions on various stages of the
destination experience. Therefore, the decision of Serendipitous Film Tourist s
is influenced by films during the destination experience.
The role of films as a source of information is further discussed by Connell
(2012), who suggested that the visual stimuli in the film create an interest in the
destination. This argument is supported by Lefebvre, (2006: 28), who confirmed
that cinema and, subsequently, films “offer a visual spectacle”. In addition,
Game (1991) noted that the visual information about the destination may
stimulate actual travel to the destination in order to physically engage with it,
and Reeves (2003) adds that the tourists may use additional information
sources (such as printed material or the Internet) to research and locate the
exact site from the film.
However, the information about a destination that the film may convey is not
limited to visual images of the real location. Debord (1983) reports that films can
change the location into the spectacle, and through this process, the location
can evolve into the cultural landscape. McCrone, Morris, and Kiely (1995) add
that the process of the transformation of location into a cultural landscape may
be controlled, so it is possible (to a degree) to manipulate the cultural qualities
of the landscape that the location is transformed into. Therefore, films not only
display the visual information about the location, but may also convey its less
tangible cultural qualities.
On a greater scale, Connell (2012) reports that film events are constructing a
“new cultural geography of films”, which exists in combination with the real life,
a process also confirmed by Weir (2002: 119). Connell (2012) then takes the
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argument further by presenting the evidence of Urry and Larsen (2011: 116)
about the “mediated gaze”. Urry and Larsen (2011) describe this phenomenon
as a process of films (as a part of media) developing tourism demand by
engaging the destination with images, perceptions, actions and texts. As a
result, films allow viewers to travel to the destinations portrayed via their own
imaginations (Connell, 2012) and, consequently, actual locations are combined
with fantasy qualities.
Bronfen (2004: 28) reports that this process of “mediated gaze” can shape the
destinations, and create “fantasy geographies” or, as referred to by Urry and
Larsen (2011: 116), “imaginative geographies”. Bordwell and Thompson (1993)
note the role of filming crew and director in this process; the researchers
suggest that, via carefully and efficiently planned executed filming process, it is
possible to fill the destination with specific meaning and/or symbols that can be
designed to create a specific response from the viewers.
Moreover, an important notion needs to be considered when examining the
films as a source of the information about the destination, specifically, the
credibility of the film. Butler (2011) reports that the image of the destination
created by film is fictional in nature, and the appeal of an actual location
conveyed through the film may be greater than the actual location. Therefore,
while films can, undoubtedly, provide the viewers with information about the
destination, such information may not necessarily be correct. This phenomenon
will be further discussed in section 3.10 of this chapter.
Furthermore, it is important to note that both Riley and Van Doren (1992) and
Kim and Richardson (2003) suggest that films, being the elements of
information and vicarious knowledge, can increase the degree of familiarity with
the places they portray. Therefore, films can influence decision-making
processes by familiarising the tourists with destinations.
3.6 Film Tourism and familiarity
The importance of familiarity as a factor in the decision-making processes was
established by Anand, Holbrook and Stephens (1988), Milman and Pizam
(1995), Dann (1996), Baloglu and Mangaloglu (2001) and Andereck (2005).
However, Kim and Richardson (2003) stated that, despite the importance of
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familiarity to the decision-making process of the tourists, which is acknowledged
by the researchers, there is not enough research on the ways familiarity can be
defined, which represents a gap in existing research. In the context of Film
Tourism, Connell (2012) argues that films can increase the familiarity with the
destination because films affect the imagination of the viewers about the places
they have never visited before. Moreover, from the case studies perspective,
Hyunjung and Kaye (2008), Iwashita (2008) and Tasci (2009) have attempted to
analyse the role of films in the degree of familiarity the tourists have with a
destination.
Iwashita (2008) conducted research about how films alter the perception of
Great Britain for Japanese tourists. The results of this research indicate that the
characters in the films can alter the image of national identity. For example, the
researcher reports that James Bond films show the polite and reserved
perception of “Britishness”, while “Mr.Bean” portrays a more unconventional and
peculiar image of British people. The conclusion drawn by Iwashita (2008) is
that by affecting the perceptions and image of the location, films can develop
the feeling of familiarity with the destination. Moreover, the researcher stresses
the possible negative consequence of this process: the familiarity with the
destination may develop the inaccurate and/or stereotypical image.
The negative effects of the stereotypes and the lack of familiarity received
additional insight from the research conducted by Tasci (2009), who analysed
the relationships between movies, familiarity and destination image, focusing on
the case study of Turkey. The researcher concluded that lack of familiarity,
prejudices and stereotypes may act as increasers of social distance, distorting
the image of destination and reducing the probability of subsequent tourist
behaviour, which includes visitation, satisfaction, and recommendation (to other
the potential tourists). Tasci (2009) concluded that movies act as a source of
visual information, through which they increase familiarity, and therefore reduce
the negative consequences of lack of familiarity, such as prejudices,
stereotypes, and high social distance.
Further research by Hyunjung and Kaye (2008) examined the influence of the
movie “The Sound of Music” on the decision-making of the tourists visiting
Salzburg, Austria, the filming location of the movie. This study provided
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additional evidence that movies have an influence on the decision-making
process of the tourists. Moreover, the study examined the relationship between
frequency of watching the movie and tourism-related decisions, and showed
that respondents who, during their life, were exposed to the movie more than
six times, tended to be more heavily influenced by the movie than those who
had seen the movie less than six times. Subsequently, the viewers who have
seen the film more frequently were more strongly affected to travel to Salzburg.
Therefore, the degree of exposure to the film is also a factor which has the
power to influence decisions.
Moreover, it can be concluded that exposure to films familiarises the tourists
with a destination, which can influence the decision-making process of the
tourists in both the short-and the long-term. It is important to note that MacKay
and Fesenmaier (1997) suggest the high level of familiarity may have a
negative effect on the decision-making process, as it can decrease the effect of
the “novelty” factor in the tourist decision-making process. The “novelty” of the
destination may motivate tourists to travel, and it is important that the film does
not familiarise the viewers with the destination to the extent where the “novelty”
motivator may be decreased.
As can be seen above, the role of films in increasing familiarity with destination
is generally acknowledged in the academic literature, as evidenced in several
case studies. However, Kim and Richardson (2003) indicated that films may not
increase the level of familiarity with destination in the potential tourists and
attempted to explain this phenomenon:
“This unexpected result can be explained in two ways. One, given that
familiarity was operationalized here as an attitudinal variable measuring
psychological closeness, it may be that fictional depiction of a place does not
foster that psychological mindset. Additionally, the importance of a
multidimensional measure of familiarity has been previously discussed. It may
be that both behavioral and attitudinal components are important to capturing
familiarity.”
Kim and Richardson (2003: 231)
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It is important to note that Kim and Richardson (2003) support the statement of
Hyunjung and Kaye (2008) that the frequency of watching the film can influence
the level of familiarity. Hyunjung and Kaye (2008) suggest that destination
image can be enhanced through repeated exposure through film and other
sources over time. Moreover, as the films develop the feeling of familiarity, the
possible negative consequence of this process is the decrease of “novelty”
motivator of the tourist to visit the portrayed destination. The possible positive
effect of familiarity development lies in the decrease of hesitation of the tourist
to make tourism-related decisions. Specifically, the potential tourist, by feeling
more familiar with the destination, feels more confident in his/her the decisionmaking process to travel to the destination. This process will be discussed in
greater detail in the next section.
3.6.1 Film Tourism and hesitation
As stated above, it is important to examine the role of films in eliminating the
hesitation in the decision-making process of a potential tourist. The concept of
‘‘hesitation’’ by Cho, Kang, and Cheon (2006) is defined as the process when
the consumer needs additional processing time before making final productpurchase decision, and postpones product purchase for this reason. Analysing
the concept of hesitation in the context of tourism, Wong and Yeh (2009)
proposed the theory that the reason for hesitation in tourism industry originates
from the high level of risk the potential tourists are exposed to, which forces
them to prolong their decision-making process. This theory is supported by
researchers such as Oppermann (2000), Kim, Hwang, and Fesenmaier (2005),
Sirakaya and Woodside (2005), Molina and Esteban (2006) and Smallman and
Moor (2010). The researchers agree that the choice of destination is a
procedure that is different from the purchase of shop goods. The reason for this
difference lies in the intangible and complex nature of tourism products and
services and impossibility to experience these products before the actual
purchase. In combination, these factors create additional levels of the perceived
risk for the tourists which they aim to minimise by spending additional time
processing the decision, consequently, hesitate (Wong and Yeh, 2009).
Wong and Yeh (2009) develop the theory further, and argue about the
importance of the tourist knowledge as the eliminating factor for hesitation.
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These researchers define “the tourist knowledge” using the definition produced
by Park et al. (1994) and Cowley and Mitchell (2003) who divided the tourist
knowledge into “objective knowledge” (accurate information about the product
class stored in long-term memory) and “subjective knowledge” (people’s
perceptions of what or how much they know about a product class).
As media data such as films and video images can construct the “the tourist
knowledge”, it can be concluded that films reduce the tourist hesitation,
therefore, contribute to the elimination of tourism marketing problems arising
from the tourist hesitation. Furthermore, films may not only influence the
outcome of the decision-making, resulting in the choice of a particular
destination, but also have a positive effect on the parameters of the decisionmaking process, for example, increasing its’ speed, making the decision
process more effective (Wong and Yeh, 2009). Moreover, familiarity
development not only limits hesitation, but can also develop the feeling of
nostalgia. This process will be discussed in greater detail next.
3.7 Film Tourism and nostalgia
As was stated earlier, films are a part of information search, and can be the
source of familiarity with destination. Moreover, as stated by Decrop and
Snelders (2005), if the tourist is familiar with the destination, information search
may trigger the development of the feeling of nostalgia, which can influence the
decision-making process. While, the connection between films and nostalgia
has not been examined much in the literature, and this research project is not
focusing on it extensively, the potential of films to influence this decision-making
process variable has to be acknowledged. Moreover, Decrop and Snelders
(2005) perceive nostalgia as a factor which can influence the tourist decisions
and motivate the visit to the destination. Roskill, (1997), Busby and Klug (2001)
and Macionis (2004) support this view, and suggest that the feeling of nostalgia
can motivate Film Tourists.
On this basis it might be suggested that films influence decisions not only as a
part of information search, but also as a source of nostalgia. Adopting this
perspective, it would appear that films influence both secondary personal
factors group and decision making variables group of the decision-making
process (Table 3.5) (Macionis, 2004 and Decrop and Snelders, 2005).
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Furthermore, nostalgia is not the only motivator which affects Film Tourists. The
motivators of this type of the tourist have received considerable attention in
previous research, and these findings will be discussed next.
3.8 Film Tourism and travel motivation
During the research on the influence of films on decision-making processes of
the tourists, several studies have attempted to explore tourist motivation and
motivators as influenced by films. Synthesizing the definitions of the motivation
suggested by Crompton (1979), Dann (1981) and Yoon and Uysal (2005),
tourism motivation is a meaningful state of mind which adequately disposes an
individual, impels him/her to travel and which is subsequently interpretable by
others as a valid explanation for such a decision, but is one of many variables
which may contribute to explaining tourism behaviour. The importance of the
motivators in the process of the tourist decision-making is proved by Decrop
and Snelders (2005), as they outline motivations as an element of secondary
personal factors influencing decision-making. In addition, Parrinello (1993) adds
that motivation acts as the trigger that sets off all the events involved in travel
experience.
However, one of the fundamental challenges in understanding motivation,
according to Funk et al. (2004), is that there is a need to develop a number of
motivations to correspond to the diverse range of motivating forces (Macionis,
2004). Crompton (1979) solves this problem by advancing the ‘push’ and ‘pull’
framework produced by Dann (1977). Dann (1977) developed two stages
influencing decision of destination: “pull factors”, that attract the tourist to a
given destination with value residing in the object of travel (e.g. mountains,
sights, installations), and “pull factors”, that include factors responsible for
predisposition of the tourists to travel. Dann (1977) then developed a hypothesis
that push factors have more dominant influence on the decisions of the potential
tourists to visit the destination.
Pull factors in tourism motivation theory attract the tourist to a destination while
push factors, on the other hand, refer to the tourist and the internal drive leading
to action (Dann, 1977). Thus, it might be possible to track film’s role as an
information source, exposing the potential tourists to the destination, therefore,
being a pull factor, and influencing the tourist motivations (as a push factor) and
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the decision to travel to a destination (Macionis, 2004). This approach
contributes to the research by Klenosky (2002), who stated that push and pull
motivational factors should not be viewed as operating entirely independently of
each other.
The framework of travel motivators can be applied in Film Tourism. As film is an
information source (Riley and Van Doren, 1992; Kim and Richardson, 2003), it
may expose viewers to the pull factors by demonstrating attractive and tangible
characteristics of the destination, which can be presented in the forms of
landscapes, cuisine, cultural heritage, and other elements. Moreover, films
simultaneously can act as a push factor while portraying tangible elements of
destination; certain intangible elements, for example, culture, can influence the
potential tourist, causing the development of interest in the portrayed object,
process, feeling or concept, which may lead to the increase of the “Knowledge/
education” motivation.
Additionally, the combined influence of push and pull factors can also be
demonstrated through films. For example, the film may portray relaxing lifestyle
and high quality recreational facilities at the destination, which, while being a
pull factor, may positively influence the Relaxation push factor of the tourist,
increasing the probability of the visit of the tourist to the destination. However, it
is worth pointing out that the process of the development of different motivations
after being exposed to the film is a complex process, which depends highly on
the psychological characteristics of the potential tourists, but general tendencies
can be identified, and it can be stated that films influence the decision of the
tourists to travel to a destination (Macionis, 2004).
Moreover, this approach has been adopted into the context of Film Tourism by
Riley and Van Doren (1992), who suggest that pull factors of the film site are
formed from the mix of visual qualities of the landscape, atmospheric
characteristics of the location (social and cultural) and the imaginary images
that the tourists have (developed by the film) and find appealing. Later, these
factors are referred to as icons, which “become the focal point for visitation”
(Riley et al., 1998: 924). Focusing on the specific examples of possible Film
Tourism activities motivated by the films, Connell (2012) the spectrum of Film
Tourism activities. These findings are presented in Table 3.3.
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Table 3.3 Motivations for specific film-related experiences
Experienced

Motivated by the film

Chasing tornadoes

Twister (1996)

White-water rafting

Deliverance (1972)

Experience romance and nostalgia of the steam railway

Brief Encounter (1945)

Visiting emotion-fuelled landscapes

Winter Sonata

Visiting fantasy world

The Lord of the Rings
Adapted from Connell (2012)

As can be seen from Table 3.3, Film Tourism may create a wide range of
motivators, which can affect different types of the potential tourists. Adopting the
travel motivator framework by Yoon and Uysal (2005), discussed in greater
detail in Chapter 2, in the context of the presented findings, it is possible to
classify the experiences of Film Tourists by their motivator types. Specifically,
chasing of tornadoes falls under Exciting motivator to travel, while visiting the
emotion-filled or fantasy worlds may fall into Escape motivator. However, while
it would appear that the classification of Film Tourists depending on the factors
that motivate them is possible, Roesch (2009: 103) reports that “film location the
tourists are often not able to precisely state what their motivations are”.
From the more detailed case study perspective, the discussion about the
motivators of Film Tourists is taken further in the case study by Iwashita (2008),
who conducted research on the decision-making processes of Japanese
tourists visiting the UK. With the usage of both quantitative and qualitative
research approaches, Iwashita (2008) concluded that films and television
dramas act as visual, verbal, and sensory stimuli to induce tourism, assisting
the tourists in their decision-making processes over the long-term. Films create
destination awareness, consciousness, and images, which result in the
development of a stronger interest in a destination. The films also develop
imagery, myths, icons, and emotions or sentiments (Iwashita, 2008).
It can be suggested that visual and sensory stimuli act as a source of pull-factor
motivation to travel. Furthermore, stronger interest in destination, which these
factors create, may develop Knowledge/Education push-factor motivation, and
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imagery, myths and icons may develop a number of push-factor motivations to
travel, such as Escape, “Fantasy”, “Ego-enhancement” or “Romance”. The
symbiotic development of push-and-pull-factors, therefore, illustrates the
interdependence of these factors, supporting the ideas of Dann (1977) and
Klenosky (2002) discussed earlier.
Focusing further on push factors in the context of Film Tourist types, Macionis
(2004) developed the “Continuum of Film-Induced Motivation” diagram further,
adding the push motivations, specific for the outlined Film Tourist types as in
Figure 3.1.
Figure 3.1 Continuum of Film-Induced Motivation

Macionis (2004: 89), adapted from McKercher (2002)
Figure 3.1 shows that a range of motivators influence different types of Film
Tourists on different levels. Macionis (2004) concluded that films have the
power to influence the tourist behaviour by creating motivations within
individuals which can influence them to act in certain ways. This statement is
supported by a number of case studies and, moreover, serves as a basis for
further development of the research of the influence films have on the decisionmaking process of the tourists.
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Focusing on movies as a motivator-creating force, Singh and Best (2004)
conducted research on the motivations of visitors to the Hobbiton Movie Set, as
featured in Peter Jackson’s film trilogy adaptation of J.R.R. Tolkien’s novel,
“The Lord of the Rings”. This film site where outdoor scenes for Tolkien’s
Hobbiton village were shot is situated in Matamata on New Zealand’s North
Island. Applying the triangulation data collection method, Singh and Best (2004)
managed to outline the diagram of the tourist motivators for visiting the
destination as shown in Figure 3.2.
Figure 3.2 Visitor Motivations to the Hobbiton Movie Set as featured in
“The Lord of the Rings” model diagram

Singh and Best (2004: 108)
Singh and Best (2004) report that a single factor motivated each visitor and it
was either a pull or push factor in nature. However, as this thesis focuses on the
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influence movies have on the decision-making process of the tourists, it is
important to analyse how the movie acted as a motivation for several pushfactor motivations, outlined by Crompton (1979). It is evident that the movie
acted as a source of “Education” and “Novelty” motivation push-factors. Singh
and Best (2004) report that for 15% of respondents, the cognitive learning was
perceived as a motivation, as these respondents associated their wish to learn
with a reason to visit, to have an opportunity to explore insights into the making
of “The Lord of the Rings” and the creation of the Hobbiton Movie Set. It is also
worth pointing out that 7.5% of respondents were reported to be influenced by
the novelty motivation factor. Singh and Best (2004) attempted to explain this,
suggesting that the reason for the presence of this motivation is that
respondents identified their reason for visiting the Hobbiton Movie Set as not
only receiving sensory pleasure, but also seeking a sense of recognition after
returning to their country of origin. This case study, therefore, proves that
movies act as motivators, influencing the decision to travel.
Moreover, it can be added that motivational factors which movies have the
potential to influence tend to be more influential for the specific profiles of
tourists. Busby and Klug (2001) argue about the profile of cultural tourists, who
are more exposed to the motivators that films affect, describing them as older
professionals and senior managers with high levels of disposable income and
educational background. It can be stated that cultural tourists, identified by
Busby and Klug (2001), fall into General Film Tourist and Specific Film Tourist
categories, outlined by Macionis (2004), but Serendipitous Film Tourists by
definition may not be cultural tourists.
It is important to point out the similarities, which can be seen comparing the
definition provided by Busby and Klug (2001), Singh and Best (2004) and
Hyunjung and Kaye (2008) and characteristics outlined by Macionis (2004). For
example, in terms of age of cultural tourist, although different studies present
different results, it can be suggested that older cultural tourists can be affected
by the “nostalgia” motivation, while younger cultural tourists may be influenced
by the “romance” motivation. In addition, the socio-economic and behavioural
profile of cultural tourists may act as a source for “status/prestige” and “selfactualisation” motivators. Finally, cultural tourists possess a high level of cultural
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capital, which can act as a source of “ego-enhancement” and, possibly,
“pilgrimage” motivators. Moreover, a high level of cultural capital may act as a
source of the desire for education, which can act as a trigger for “vicarious
experience” and “education” motivators.
Furthermore, Macionis (2004) contributes to the presented evidence by
suggesting that the “self-actualisation” motivation depends on the type of Film
Tourist. However, it is evident that tourist types differ in their level of cultural
capital and its influence on the decision-making process. Therefore, it can be
suggested that the higher level of cultural capital present in a tourist, the higher
the probability of this tourist to be influenced by the “self-actualisation” motivator
in his (her) decision-making process. This process is also applicable to other
push-factors (Macionis, 2004).
However, the movie as a source of pull-factor motivators cannot be neglected.
Singh and Best (2004) report that 40% of respondents identified the reason for
their visit as either visual or thematic iconic attractions within “The Lord of the
Rings”, which proves that the film created motivation pull-factors for the tourists.
This statement is also supported by Voase (2002), who produced another case
study on Salzburg in Austria where “The Sound of Music” was filmed. Voase
(2002) reports that 75% of the tourists visiting Salzburg named “Sound of Music”
as the main reason for the trip.
On the basis of presented evidence it can be suggested that movies have the
potential to influence and create motivational factors for the tourists and these
factors can be both pull and push in nature; this process is suggested both
theoretically and by the case studies. In addition, certain motivators can be
associated with specific types of Film Tourists, and this association is supported
by the profile of such tourists. Moreover, the motivational factors associated
with the destination can be both actual and imaginary in nature, which stresses
the importance of authenticity in Film Tourism. The role and effects of
authenticity in Film Tourism will be discussed next.
3.9 Film Tourism and authenticity
As Wang (1999) suggests, authenticity is an important factor in the context of
tourism, because tourists may quest for an alternative, existential authenticity to
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be activated during their tourist experience. Wang (1999) develops the
argument further, stating that, for a number of tourism types, what the tourists
seek are their own authentic selves and inter-subjective authenticity, and the
issue of whether the toured objects are authentic is irrelevant or less relevant.
This argument will be developed further below, adopting the Film Tourist
framework by Macionis (2004).
Wang (1999) proved that defining authenticity is a complicated task, more so
when defining it in the context of tourism. The reason for this is the complex
nature of the phenomenon of authenticity. Because of its complexity, the
existing definitions fail to capture all aspects and elements of this concept. To
simplify the task of defining the authenticity, Wang (1999) systematised the
evidence and theories, presented by a number of studies, and developed a
framework as shown in Table 3.4.
Table 3.4 Three Types of Authenticity in the Tourist Experiences
Object-Related Authenticity in Tourism

Activity-Related
Authenticity in Tourism
Objective authenticity refers to the authenticity of
Existential authenticity
originals. Correspondingly, authentic experiences in
refers to a potential
tourism are equated to an epistemological experience existential state of Being
(i.e., cognition) of the authenticity of originals.
that is to be activated by
tourist activities.
Correspondingly, authentic
experiences in tourism are
Constructive authenticity refers to the authenticity
to achieve this activated
projected onto toured objects by tourists or tourism
existential state of Being
producers in terms of their imagery, expectations,
within the liminal process
preferences, beliefs, powers, etc. There are various
of tourism. Existential
versions of authenticities regarding the same objects. authenticity can have
Correspondingly, authentic experiences in tourism
nothing to do with the
and the authenticity of toured objects are constitutive authenticity of toured
of one another. In this sense, the authenticity of
objects.
toured objects is in fact symbolic authenticity.
Adopted from Wang (1999: 352)
The concept of authenticity, although not extensively in the focus of this
research, is applicable to and an important issue in the context of Film Tourism.
Torchin (2002: 247) stresses the emphasis of authenticity in Film Tourism visits
to the actual destinations. The fictional effects and locations and locations from
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the films mix with and overlap the real location, which results in a process Rojek
(1997: 54) describes as the intersection of cinematic events and the real
physical landscape, resulting in the new interpretation of the physical landscape,
stimulated by the cinematic events.
Furthermore, Busby and Klug (2001) presented evidence of the difference
between the location presented in the film and the actual filming location. The
issue of authenticity is further examined by Frost (2004), who stated that
authenticity is important in creating interest in destination, and can influence the
level of satisfaction of the tourists. It can also be a powerful part of the
destination image. In addition, the researcher reports that authenticity is of the
highest importance for the tourists interested in heritage, and supports this
statement by presenting evidence from Moscardo and Pearce (1986) and
Timothy and Boyd (2003). Moreover Macionis (2004) further developed this
argument by including the concept of authenticity into the “Continuum of FilmInduced Motivation” as shown in Figure 3.3.
Figure 3.3 Continuum of Film-Induced Motivation

Macionis (2004: 94)
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It is evident from Figure 3.3 that as the influence of “self-actualisation”
motivation and the cultural level of tourist increase, the importance of
authenticity for the tourist decreases. Therefore, for the Specific Film Tourist,
who possesses the highest level of cultural capital and interest, the authenticity
has the lowest level of influence.
The reason for the difference in the results by Frost (2004) and Macionis (2004)
could lie in the fact that Frost (2004) focused his research specifically on the
context of heritage Film Tourism, where the importance of authenticity is
increased, as historical films may be expected to present accurate historical
facts, but they also include the interpretation of the filmmakers of why and how
certain historical episodes occurred, their relative importance and the
motivations of historical characters (Frost, 2004). Therefore, the role of
authenticity can change if studied in a non-historical film context, which proves
the need for further research in the concept of authenticity.
It is worth stressing that the concept of authenticity in Film Tourism has
received considerable attention in a specific case study, “Lord of the Rings” in
New Zealand (Tzanelli, 2004; Jones and Smith, 2005; Buchmann, 2010;
Buchmann, Moor and Fisher, 2010 and Carl et al., 2010). The results provided
a deep insight into the connections between the location and the film and the
hyperreality in Film Tourism. It can be suggested that, for some Film Tourists, a
main attracting force to travel is not the actual location, but an artificial filmcreated vision of it. However, it can be suggested that these findings may be
case-specific, and further research into different Film Tourism locations is
required to provide deeper understanding of the role of the authenticity in Film
Tourism.
Moreover, when discussing the concept of the authenticity, it is important to
expand into the possible more practical implication of it in the context of Film
Tourism, when the Film Tourists travel specifically to experience the fictional
reality – hyperreality, briefly mentioned earlier. Synthesizing the definition of
hyperreality presented by Baudrillard (1983) and Schofield (1996), hyperreality
is a ‘simulacra’ in which ‘fantasy’ and ‘reality’ are confused in a world where
access to unmediated reality is impossible, as the boundary between “actual”
reality and “fantasy” reality is indistinct. Connell (2005) takes the argument

109

further, stating that hyperreality can be applied to Film Tourism, while Kim and
Richardson (2003) report that the specific content of the movie can significantly
affect the viewers’ image of a destination portrayed in the film, in both positive
and negative directions. Furthermore, Couldry (1998) adapted theory of
hyperreality of Baudrillard (1983), and stated that television and film locations
are the perfect examples of theory of “hyperreality” and “simulacra”.
This argument is examined further by Connell (2005), who stated that film
locations can be destinations, recreated as the tourist sites, and having a
constructed reality. The author argues that visitors are not attracted to a real
experience, rather to consume the mythology created by the interplay of fiction
and environmental setting. Moreover, past tourism experiences of place through
‘simulacra’ (Baudrillard, 1983) produced high level of the emergence of the
hyperreality concept in tourism.
In addition, this statement is supported by Connell and Meyer (2009), who state
that some screen tourists specifically seek hyper real experiences. Connell and
Meyer (2009) present the case study by Carl et al. (2007) which focuses on
participants of “The Lord of the Rings” tours in New Zealand, to support this
statement. This case study identified that hyperreality is an important and strong
factor in the level of Film Tourist satisfaction, and that the higher the degree of
Film Tourist involvement and consumption, the more satisfying the tourist
experience is.
The chapter has so far outlined the relationships between films and different
types of motivators, and discussed that viewers may wish to travel to the film
destination motivated by both authentic locations, and/or imaginary hyperrealityfilled landscapes. Moreover, as suggested by Tooke and Baker (1996), the
strength of film-induced motivators to visit the portrayed destination increases
when the viewers form emotional connections with the destination. The
relationship between films and emotional development will be discussed in
section 3.10.
3.10 Film Tourism and emotions
Emotions of the viewers play an important role in Film Tourism. The reason for
this, as stated by Connell (2012), lies in the fact that the central facet in the film
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is the experience of emotion. Connell (2012) also suggests that films are more
likely to cause an emotional response from the viewers, because films are not
considered to be a biased form of marketing. Consequently, as viewers become
emotionally attached to the destination, they are more likely to become more
interested in it, and visit such a destination.
Moreover, the effect of emotions goes beyond the decision-making process of
the tourists, as Kim (2012) claims that emotional connections with the
destination can affect Film Tourist behaviour and satisfaction level during the
visit to the destination. In this sense, the possible decisions of Film Tourists
during the visit to the film location may be affected by emotions. Emotions,
subsequently, may be developed by a number of factors of the film. Specifically,
Escher and Zimmerman (2001) and Olsberg/SPI (2007) suggest that the
interrelation of plots and locations may induce the formation of emotional
connections between the viewer and the spectacle. This argument is further
contributed to by Smith (2003), who argues that the origin of the emotional
response is more complex than plot and location interrelation, and is also
affected by narrative, special effects, and soundtracks.
Focusing on the last factor, outlined by Smith (2003), specifically, soundtracks,
it is important to further explore the relationship between the emotions and
music in the film. Roskill (1997) suggested that music can induce moods and
emotions, and such a suggestion receives further confirmation from Cohen
(2001), who stated that music can cause a substantial emotional response from
the viewer. Lefebvre (2006: 12) takes the argument further by suggesting that
the combination of landscape and music in the film has the power to “express
what is otherwise inexpressible”. It can be, therefore, concluded that music is an
essential component for the films to affect emotions.
3.11 Film Tourism and film genres
As the specific focus of this thesis is the concept of film genres, it is important to
explore the concept of “genre” in greater depth. Moreover, before approaching
this concept from the perspective of Film Tourism, it is necessary to examine it
from the perspective of the film industry. However, one of the fundamental
challenges in such examination is the fact that, while there is a general
agreement about the purpose and role of genres in film industry, it would
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appear that the actual concept of “genre” does not have a universally accepted
definition. However, for this research, it is important to understand the purpose
and role of genres rather than explore the existing debate about the exact
definition of this concept. This part of the chapter explores the role of genres
and briefly discusses the debate about the definition of the genre.
As suggested by Grant (2003: 116), “genres are directly related to lived
experience, their traditions clearly connected to communal values”. Moreover,
genres act as a categorization system, and help to understand the nature of
lived experience the film is connected to. Such categorization is of critical
importance for the potential viewers, because it allows them to choose the film
that would better meet their personal preferences. Accordingly, different
experiences related to different genres may have different popularity, for
example, romantic comedies may be more popular than thrillers.
Furthermore the ability of genres to predict possible popularity of the film is
important in film industry from the economical perspective, as Calweti (1976)
suggests that it is possible to anticipate the demand of the public and,
consequently, produce more films of the popular genre to achieve greater
income. From this perspective, it is possible to approach the genre as a form of
“contract” (Grant, 2003: 116) between the filmmaker and film viewer: by using
genres as a criteria, filmmakers attempt to predict the demands of the viewers
for specific experiences, and produce films that would meet such demand and,
consequently, be purchased by the viewers.
As this thesis analyses genre from the perspective of film viewers rather than
the film industry, it adopts the synthesis of the ideas of Schatz (1981) and Tudor
(2003) to approach the concept of genres. According to Schatz (1981), through
continuous repetition of specific elements in certain genres, film viewers
develop familiarity with them, and through the familiarity genres are attributed to
a certain mindset. Tudor (2003) adds that such familiarity needs to be collective
thinking: if many film viewers are familiarized with similar elements of the same
genre, the mindset such genre is attributed to becomes collective knowledge,
something film viewers collectively believe the genre to be. This thesis adopts
the idea of collective belief of film viewers when analysing the genre.
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Moreover, from the perspective of more precise and detailed definition of genre,
as mentioned in the beginning of this section, the concept of “genre” does not
have a universally accepted definition. This long-standing problem has been
addressed by a number of researchers, for example, Altman (1984) reported
that genres lack the theoretical background and the existing criticisms of film
genres contradict and develop uncertainty. Stam and Miller (2000:165) present
an anthology of the influential film theory literature from 1960-1970, and
propose that genres need to be approached as processes that “manifest as an
interaction between the level of expectation, the level of the generic corpus, and
the level the "rules" or "norms" that govern both”. Specifically, viewers attribute
certain expectations to the specific genres, for example, the expectation of
monsters “horror” genre films. In addition, every genre has a generic number of
characteristics that form its corpus, for example, “horror” genre films have
monsters as one of the main components. Moreover, horror films may portray
monsters either psychologically (“Psycho”), or supernaturally (“Dracula”), and
every new film in this genre will contribute to, extend and enrich the existing
corpus by applying different attributes and/or mixing the typical elements of the
genre. Furthermore, the corpus of the film is expanded and enriched with every
new film of this genre, the memories and associations with that film, as well as
its advertisement. Consequently, the corpus is constantly evolving, which
makes the approach to the concept of “genre” more difficult. Finally, specific
“norms” exist to direct the film, for example, as “horror” films may be expected
to frighten and include monsters in the generic corpus, the “rule” may be
deduced that films of this genre should involve a story about monsters that
would be frightening (Stam and Miller, 2000).
As individual genres change, develop, borrow the characteristics of other
genres, and overlap with one another, it is increasingly difficult to approach and
isolate them, which may be the reason for additional, more straightforward
perceptions of genres. Tudor (2003) presents two ways of perceiving the
concept of “genre”: the attribution approach and the intension approach. The
attributes approach is similar to the generic corpus perception of Stam and
Miller (2000), specifically, each genre has a number of typical attributes that are
necessary for the film to qualify as representing of such genre. However, an
additional complication in approaching genre attributes is detected by
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Buscombe (2012), who suggests that, in order to fully evaluate films and their
genres, the critics need to approach the films without the consideration of the
genre. For example, while “Psycho” and “Dracula” may both be allocated to the
“horror” films, the methods and techniques how these films achieve frightening
effect are fundamentally different, and each film may need to be approached
individually as opposed to being grouped by genre attributes.
The intention approach is less straightforward and is criticized by Tudor (2003).
When adopting this approach, the critic must not evaluate the actual attributes
of the film, but the intention of the film, specifically, to identify and evaluate the
effects the film is designed to cause. For example, horror films, as established
earlier, may be expected to include monsters in their generic corpus. However,
if the intention of the film was not to frighten, but to cause any other effect, the
film may not qualify as a “horror” genre film. Tudor (2003) then criticizes this
approach by suggesting that for such an evaluation not to be bias, it is
necessary to isolate intentions, which is increasingly difficult. Furthermore, as
films rarely belong to one specific genre, and more often include several genres
simultaneously, it is increasingly difficult to approach films while considering the
challenges in defining individual genres and their possible more complicated
combinations.
As can be seen from the literature above, the role of genres is to categorize
films into groups depending on the experiences films are connected to.
Accordingly, such experiences are formed from the repeated elements in the
films of a specific genre that become familiar to the viewers through such
repetition and evolve into collective belief about what experiences genre is
connected to.
However, there is little agreement in the film industry about what film genres are
and how they may be defined. However, from the general perspective, it may be
suggested that genres may be defined as archetype descriptions that cause
universal human responses (Tudor, 2003), but such an approach may also be
the target of criticism as it may be perceived as vague. It would seem that this
inconsistency in definitions and descriptions may be the reason why the
research on film genres in the context of Film Tourism has been minimal to date.
Indeed, Shani et al. (2009) and Beeton (2010) report that there is a need for
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deeper understanding and further studies in this area. A more specific research
direction has been identified in the recent research by Korstanje and Olsen
(2011), who stress the importance of the role of genres as inflictors of harm, for
example, the possible negative effects of the “horror” genre films.
Moreover, in recent years, notable research to explore the genre influence
processes has been conducted by Kim and Long (2012). However, the
researchers focused specifically on TV soap operas and, while their research
has developed the understanding of the role of genres and Film Tourism, the
researchers report that television soap opera-induced the tourists and filminduced tourists may be motivated by different intentions and anticipated
experiences. For this reason, the results of the TV soap opera study may not be
transferable to the General Film Tourist behaviour.
Furthermore, this thesis is a pioneering research into the role of genres in Film
Tourist behaviour and decisions. It attempts to cover the evident gap in
understanding as to how genres affect tourist decisions on a more general, not
case-specific level. This study approaches the concept of “genre” as a label that
the film industry uses to categorise the film and the mass media uses to
describe it. This approach has been selected to access the tourist’s perception
of genres more efficiently, as the relationship between the tourist and the genre
may be highly personal.
3.12 Summary
The first objective of the chapter included a synthesis of the definitions of Film
Tourism, identifying different forms of Film Tourism, and outlining the
characteristics of the Film Tourist profile. It can be stated that films have a big
spectrum of influences on tourism and, more specifically, the decision-making
process of the tourists (Busby and Klug, 2001; Kim and Richardson, 2003;
Warnick, Bojanic and Siriangkul, 2005; Iwashita, 2006; Larsen and George,
2006; Connell and Meyer, 2009). The form of tourism where the decisionmaking process of the tourists is influenced by films to a certain degree is
referred to as “Film Tourism”, but the literature on this subject has produced an
additional number of terms to describe this form of tourism.
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It is evident that, within the concept of Film Tourism, several sub-forms of it
were identified by Busby and Klug (2001), who outlined the forms of Film
Tourism depending on specific push and pull factors of the destination, featured
in the film, and defined several behavioural aspects of the film-induced tourist.
In addition, Macionis (2004) developed the framework by McKercher (2002) and
proposed an additional approach to systematise Film Tourism shifting from level
of sought experience and importance of cultural tourism towards the interest in
the film as the differentiating factor to classify the form of Film Tourism.
The identification of the Film Tourist profile proved to be a challenging task, as it
has both corresponding and contradicting characteristics, as was evident from
the literature review. High social status and rich educational and cultural
background of Film Tourists were supported by many researchers. However, as
concerns the age of Film Tourists, and their level of income, different
conclusions were developed by different researchers, and no universally
accepted Film Tourist profile has been developed to date.
The second objective of the chapter was to examine the influence films have on
different elements of the decision-making process. As part of the information
search process (Urry, 1990; Riley and Van Doren, 1992; Macionis, 2004; Molina
and Esteban, 2006; Tasci, 2009), films can influence the final decision of
destination and decisions during the visit and/or tourism experience. In addition,
information search was concluded to be related to the formation of “nostalgia”
motivation to travel and increase the degree of familiarity with the places. Finally,
Wong and Yeh (2009) concluded that information search can increase the
speed of the process of decision by decreasing the level of hesitation
associated with it.
From the perspective of motivators, it can be concluded that films have the
potential to influence and create motivator factors for the tourists, and these
factors can be both pull and push in nature (Busby and Klug, 2001 and
Macionis, 2004). This is an important area of this research, and many
associations can be suggested while analysing the relationships between
motivations and Film Tourist types and profiles.
The third objective was to identify and examine the possible contribution of films
to the processes and concepts, which can influence the decision-making

116

process characteristics, for example, authenticity, hyperreality and emotions.
Busby and Klug (2001) reported of the difference between the location
presented in the film and actual filming location and Frost (2004) stated that
authenticity is important in creating interest in destination, and can influence the
level of satisfaction of the tourists. However, the results of Frost (2004) and
Macionis (2004) on the factors which influence the importance of authenticity for
the tourist are contradicting, which proves further research is needed in this
area.
Focusing on the relationship between hyperreality and Film Tourism, it can be
stated that film locations are the perfect examples of theory of ‘hyperreality’ and
‘simulacra’ (Couldry, 1998). Connell (2005) and Connell and Meyer (2009)
added that visitors are not attracted to a real experience, and wish rather to
consume the mythology created by the interplay of fiction and environmental
setting.
Emotions were found to be the central element of the film watching experience
(Connell 2012), and as the viewers become emotionally attached to the
destination, they are more likely to become interested in it, and visit such a
destination. Kim (2012) claims that emotional connections with the destination
can affect Film Tourist behaviour and satisfaction levels during the visit to the
destination. In addition, emotions originate from the interrelation of plots and
locations (Escher and Zimmerman, 2001 and Olsberg/SPI, 2007), and can be
manipulated to a degree.
Finally, the importance of groups can also be applied in the context of Film
Tourists, because film-affected travelling companions can alter the decisionmaking process of the tourist. Focusing on the role of the children in the
decision-making processes of Film Tourists, Singh and Best (2004) report that
children are influenced by film, as it acts as a source of interest in destination
for them, and through children, films can influence the decision-making
processes of their parents or guardians. In addition, Connell (2005) and Connell
and Meyer (2009) concluded that children emphasise connections with the TV
show more strongly in what they liked and/or disliked about their visit
experience.
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To summarise, it may be suggested that films have an influence on the different
elements of the decision-making process of the tourists. While in certain cases,
for example, the situation where the level of familiarity of a tourist causes
negative effects on the decision-making process, films may have a damaging
influence on the decision-making process of the tourist, in most cases the
influence of the films is considered to be of a positive nature for this process.
However, it is worth stressing that the role of genres to date is greatly underresearched and the existing studies in this area are case-specific; there is a
need to identify more general processes of the film genre influence.
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Chapter 4 Research Methods
4.1 Introduction
Chapter 2 identified the core elements of the decision-making process, and
Chapter 3 developed on these ideas by exploring how films can affect the
decisions and perceptions of the tourists in relation to destinations and tourism
activities. Since the role of film genre as an influence factor on tourist
perceptions has not been isolated or extensively examined in the research
literature to date, Objectives 2 to 5 (Table 1.1) were developed based on the
findings of Chapter 2 and Chapter 3 to explore the under-researched influence
of film genre. Accordingly, the purpose of this chapter is to discuss the methods
selected and implemented in this thesis to address these objectives.
This chapter has four main tasks. The first task is to justify the methodological
approach to the study of tourist decision-making and film genre. Subsequently,
the chapter begins with a description of the mixed-method approach, which was
considered most appropriate in addressing the research objectives in this
thesis. Moreover, the research objectives, outlined in Chapter 1 (Table 1.1) are
mapped to the specific research methods. The second task validates and
describes the first-stage of primary data collection and outlines questionnaire
design, pilot survey and sampling strategy. The third task is to explore the
specifics of the chosen qualitative sampling method. The chapter examines the
specifics of face-to-face interviews and describes the processes of preparation
and execution of this data collection method. The fourth task discusses the
usage of SPSS as an analysis tool in this research. The chapter ends with a
description of measures implemented to ensure the validity of the data.
4.2 Mixed methods
As stated by Ritchie (1994), two main research methods exist in order to
provide evidence pertaining to the specific theoretical hypotheses, specifically,
qualitative and quantitative methods. Bryman and Bell (2003) and Veal (2011)
add that the main difference between these research methods is the
quantification of the collected data which signifies the presentation of results in
numerical terms.
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Moreover, Darlington and Scott (2002) report that one method could never fully
analyze the complexity of social phenomenon, as it needs to be researched
from different approaches. Brewer and Hunter (1989), Darlington and Scott
(2002) and Creswell (2009) address this issue and suggest that the multiple
method usage approach needs to be executed in the research to add to the
validity of the results. This suggestion is further supported by Teddlie and
Tashakkori (2003) and Truscott, Swars, Smith, Thornton-Reid, Zhao, Dooley,
Williams, Hart, and Matthews (2010) who report that the adoption of both
quantitative and qualitative methods has emerged as a third methodological
movement in research in an attempt to push the research boundaries beyond
quantitative versus qualitative arguments.
Therefore, it is possible to address the objectives of this research (Table 1.1)
through the implementation of both qualitative and quantitative data collection
and analysis methods. In addition, the usage of the mixed methods in this thesis
is justified by analyzing methods used in the research literature that focus on
the decision-making process of the tourists and Film Tourism. Table 4.1
explores these methods.
Table 4.1 Selected research and implemented research methods

Tooke and Baker (1996)

X

X

X

X

X

X

Evans (1997)
Riley, Baker and Van Doren (1998)

X

X

Adopts mixed research method

Adopts qualitative research method

Adopts quantitative research method

Uses statistical analysis

X

Conducts in-depth interviews

X

Conducts questionnaire survey

Uses statistical data

X

Analyses primary data

Riley and Van Doren (1992)

Analyses secondary data

Case study based

Research
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Couldry (1998)

X

X

X

Busby and Klug (2001)

X

X

Kim and Richardson (2003)

X

Macionis (2004)

Adopts mixed research method

Adopts qualitative research method

Adopts quantitative research method

Uses statistical analysis

Conducts in-depth interviews

Conducts questionnaire survey

Uses statistical data

Analyses primary data

Analyses secondary data

Case study based

Research

X
X

X

X

X

X

X

X

Frost (2004)

X

X

O’Neill, Butts and Busby (2005)

X
X

X

Connell (2005)

X

X

X

Iwashita (2006)

X

X

X

X

X

Hudson and Ritchie (2006)
D’Angelo, di Cesare and Rech (2006)

X

X

X

X

X
X

X

X

X

X

X

X

Kim, Agrusa, Lee, and Chon (2007)

X

X

X

X

X

X

O’Connor, Flanagan and Gilbert,
(2008)

X

X

X

X

X

X

Kim, Agrusa, Chon and Cho (2008)

X

X

X

Iwashita (2008)

X

X

X

X

Hyunjung and Kaye (2008)

X

X

X

X

Connell and Meyer (2009)

X

X

X

X

Kim (2012)

X

X

X

X

Kim (2012)

X

X

X

X

Source: author
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As Table 4.1 shows, mixed methods became widely used as a research tool in
the research literature, and the important contributing research by Connell
(2005), Hudson and Ritchie (2006) and Kim et al. (2007) have efficiently
adopted this method to draw their conclusions. Moreover, mixed methods have
been less frequently used in recent research, for example, by Kim (2012). This
phenomenon may be explained by the complexity and/or pioneering nature of
the researched themes of Kim (2012). Moreover, Patokorpi and Ahvenainen
(2009) report that the adaptation of the mixed methods can make the research
more explorative in a new and innovative way, which is of critical importance in
the research conducted for this thesis because of its somewhat pioneering
nature (Teddlie and Tashakkori, 2003; Johnson and Onwuegbuzie, 2004;
Patokorpi and Ahvenainen, 2009).
Subsequently, this thesis adopts a mixed methods approach, and uses
qualitative and quantitative data collection procedures to combine the concepts
of induction and deduction. Additionally, the pioneering nature of this research
project calls for mixed methods due to the complexity of the interconnections
between film genre and tourist decision-making and the lack of previous studies
in this area. However, a number of the researchers argue about the efficiency of
the implementation of the mixed methods approach, and advocate the usage of
single method within a given research paradigm. To resolve such a
contradiction, this research adopts the pragmatic approach presented by Guba
and Lincoln (1998), which states that in any research paradigm, it is possible to
combine both qualitative and quantitative methods.
Moreover, there is a pragmatic reason to adopt the mixed methods approach in
this thesis: research such as this requires rich statistical data in order to draw a
valid conclusion. As can be seen from the example of Decrop and Snelders
(2005), when researching the psychological processes of the tourists, a
qualitative approach must not be neglected, as it contributes greatly to the
quality of the collected data. Indeed, Phillips, Olson and Baumgartner (1995)
and Decrop (1999b) agree that in research where the result depends greatly on
the emotions of the respondent, such as this research about film genres, the
multi-method approach is to be implemented to ensure more productive
triangulation of the data. In addition, this approach helps to overcome a number
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of limitations, which result from using the quantitative data collection method
alone and offers a number of additional advantages.
The advantages of mixed methods approach are outlined by Greene, Caracelli
and Graham (1989), who identified the purpose and advantages of this
approach (see Table 4.2).
Table 4.2 Purposes for mixed-method evaluation designs
Purpose

Rationale

Triangulation seeks
convergence,
corroboration,
correspondence of
results from different
methods.

To increase the validity of
constructs and inquiry
results by counteracting or
maximising the
heterogeneity of irrelevant
sources of variance
attributable especially to
inherent method bias but
also to inquirer bias, bias
of substantive theory,
biases of inquiry context.
To increase the
interpretability,
meaningfulness and
validity of constructs and
inquiry results by both
capitalising on inherent
method strengths and
counteracting inherent
biases in methods and
other sources.
To increase the validity of
constructs and inquiry
results by capitalising on
inherent method strengths.

Complementarity seeks
elaboration,
enhancement, illustration,
clarification of the results
from one method with the
results from the other
method.

Development seeks to
use the results from one
method to help develop
or inform the other
method, where
development is broadly
constructed to include
sampling and
implementation, as well
as measurement
decisions.

Key theoretical
sources
Campbell and Fiske,
1959;
Denzin, 1978;
Cook, 1985;
Shotland and Mark,
1987;
Webb, Campbell
and Schwartz, 1966

Greene and
McClintock, 1985;
Rossman and
Wilson, 1985
Greene, 1987;
Mark and Shotland,
1987;

Sieber, 1973;
Madey, 1982;
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Initiation seeks the
To increase the breadth
Rossman and
discovery of paradox and and depth of inquiry results Wilson, 1985;
contradiction, new
and interpretations by
Kidder and Fine,
perspectives of
analysing them from the
1987;
frameworks, the recasting different perspectives of
of questions or results
different methods and
from one method with
paradigms
questions or results from
the other method
Expansion seeks to
To increase the scope of
Madley, 1982;
extend the breadth and
inquiry by selecting the
Mark and Shotland,
range of inquiry by using
methods most appropriate 1987;
different methods for
for multiple inquiry
Sieber, 1973
different inquiry
components
components
Adapted from Greene, Caracelli and Graham (1989)
Furthermore, for this research, the most important advantage is the initiation,
because it allows for the discovery of new perspectives through possible
contradictions in quantitative and qualitative methods, which in turn will lead to
new ideas and theories in research (Hammond, 2005; Botha, 2010). In addition,
focusing on complementarity, mixed methods has the potential to increase the
depth of findings, and illustrate how qualitative data provides explanations for
statistical data, therefore elaborating the results, which is an important
contribution to this research (Hammond, 2005).
However, several challenges can be identified when implementing mixed
methods. For example, Brewer and Hunter (1989), Teddlie and Tashakkori
(2003) and Creswell (2009) report that the combination of two types of research
methods is relatively new and its efficiency can be debated. Moreover,
Darlington and Scott (2002) add that using different methods in one data set
may result in obtaining contradictory findings and the implementation of mixed
methods can be a complex and complicated procedure.
Nevertheless, the primary data collection for this thesis implemented a
“pluralist” approach and utilizes both quantitative and qualitative methods of
data collection and analysis. Firstly, the quantitative approach was used to
collect the data on existing processes in tourist behaviour and establish whether
the tourist decisions may result and/or associate with the exposure of the viewer
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to the film of a particular genre. Secondly, statistical analysis of this data
generated additional explanatory questions that were pursued by implementing
the qualitative interviews in an attempt to explain observed processes and
explore them in greater depth.
This strategy attempted to achieve two correlated goals. Firstly, it provided the
triangulation of collected data; the research objectives were met as they were
examined via qualitative and quantitative methods. Such an approach is
described as “productive” by Robson (2004:209), as it involves “using multiple
and different sources, methods, investigators or theories”. Moreover, the
qualitative interviews were formed on the basis of quantitative analysis of the
surveys. Through this approach, the interviews provided deeper insight into the
research area, and helped to develop an understanding of the reasons for the
quantitative results, as a mixed methods approach allows cross-validating the
data. This was achieved as interview respondents were asked to give
comments on the processes recorded via quantitative sampling in order to
ensure the trustworthiness of the data.
From a theoretical perspective, Mason (2006) classified the strategies used for
research, and the strategy proposed for this research falls under integrative
logic approach. Such an approach involves the implementation of the different
methods depending on its efficiency for the particular part of the research, and
combining results of different methods to achieve a valid and full conclusion.
From the perspective of the typologies of the mixed methods produced by
Creswell (2009), the suggested approach of this research, specifically,
quantitative followed by qualitative approach, represents a sequential strategy.
Furthermore, while the quantitative approach identified statistics and tendencies
of the tourist decision-making processes, the qualitative approach attempted to
further explain the reasons of the discovered findings and their possible
implementations.
It is also important to examine the role of the experience of the respondents in
this research. The experiences of the respondents when they watch the film are
different, as well as the following possible influence of those experiences on the
decision-making process of the respondents and, subsequently, the role of the
film genres in these influences. In addition, Schutz (1972) and Van Manen
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(1990) agree that only those experiences which are grasped reflectively are
meaningful.
Moreover, it was important in this thesis to examine the concept of reflexivity of
the respondents in relation to their experiences. As was described in Chapter 2,
potential tourists may not always recognise and identify specific factors that
influence them in their decision-making processes, therefore, may not reflect on
film as an influencing factor. However, Special and General film-induced tourists
are expected to be aware of the film influence, and include it as a variable in
their decisions, while Serendipitous Film Tourist s may be unaware of the
influence of films (Macionis, 2004).
Nevertheless, this issue did not affect the validity of research results because
respondents reflected on their film experiences either prior to or during the
quantitative survey, as survey questions required them to do so. The survey
questions were designed for the respondents to reflect on Film Tourism
experiences, if such reflection has not occurred prior to the survey. In cases
where the respondents did not perform any Film Tourism visits and/or activities
prior to the survey, the survey would stimulate them to imagine a Film Tourism
experience they would want to have.
Furthermore, although research implements both qualitative and quantitative
approaches, different objectives will require different data collection methods.
Table 4.3 shows the research objectives, data requirements, and type of data.
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Table 4.3 Objectives and data collection approaches
Objectives

Data required

Type of data

Objective 1: To develop an

Research literature that

Academic

understanding of the terms

defines and explores

literature

tourist decision-making

these theories

Theories and

process and Film Tourism

concepts

and identify the elements of
the decision-making process
that films can influence.
Objective 2: To examine the

Quantitative research

Quantitative

nature of the genre influence

Qualitative research

survey

on the tourist motivation to

Qualitative

travel.

interviews

Objective 3: To explore the

Quantitative research

Quantitative

nature of the genre influence

Qualitative research

survey

on the information search

Qualitative

process of the tourist.

interviews

Objective 4: To investigate

Quantitative research

Quantitative

the nature of the genre

Qualitative research

survey

influence on the image of the

Qualitative

destination.

interviews

Objective 5: To explore the

Quantitative research

Quantitative

nature of the genre influence

Qualitative research

survey

on the type of the visit to the

Qualitative

destination.

interviews
Source: author

Moreover, to more efficiently access the respondents who have had Film
Tourism experiences before the survey (Special and General Film Tourists), a
contact was made with “Britmovietours”, a business which offers a variety of
tourism experiences, all of which are connected to a particular film as a unique
selling point. For example, the company offers a variety of Harry Potter filmcentered tourism experiences, providing organized visits to the filming locations
of Harry Potter films, such as Kings Cross Station. Therefore, this company is
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building its marketing strategy on selling exclusively film-related tourism
experiences, and its client base may be expected to consist of people who are
interested in such a particular form of the tourist experience, for example, film or
series fans (as in the case of Doctor Who) and family-oriented the tourists,
seeking entertainment for their children (as in the case of Harry Potter).
Consequently, the decision of the tourists to consume provided services is most
probably to be influenced by films. The company agreed to distribute the survey
via its database of customers; such respondents are guaranteed to have
experienced Film Tourism and be able to reflect on such experiences.
4.3 Academic literature analysis of Film Tourism and decision making
process
To provide an in-depth understanding of the role of films in tourist decisions, a
review of relevant academic literature and existing theories and concepts was
conducted. The key research studies are outlined in Table 4.1, while a more
detailed review of the literature is presented in Chapter 2 (Table 2.2) and
Chapter 3 (Table 3.1). It is worth stressing that this data can be sub-divided into
two parts: film-tourism and the tourist decision making–specific information. The
dual data analysis of this nature is necessary to draw a connection between
films and themes of the decision-making process of the tourist films may
influence, and identify where and how in these themes the influence of films
may occur.
The tourist decision-making process materials concentrated on identifying and
exploring the role of the core decision-making process themes in the overall
decision-making process, identifying the role, order and potential of those
themes from different perspectives. The film-tourism material identified the
tourist decision-making process themes that films can influence, and provided
theories in an attempt to explain the nature of such an influence. In addition,
several case studies were reviewed during the dataset analysis, which provided
statistical support to its theoretical basis.
4.4 The quantitative survey
In this thesis, two populations were identified for quantitative sampling. For the
purposes of convenience, a number of printed questionnaires have been
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randomly distributed to the population of Exeter. In addition, to insure the
acceptable response rate and for the reasons of convenience, the questionnaire
has been launched in the Internet via a number of online services, most
notable, the Exeter University Portal. Moreover, the design of the questionnaire
was identical for both identified populations. The design of the questionnaire will
be discussed next.
4.4.1 Questionnaire design
For both sampling strategies, identical questionnaires were developed. The
design of the questionnaire in combination with correct grammatical and
syntactical use of the language resulted in reliable data where the responses
were based on clear and logical questions (Robson, 2004). Moreover, the
questionnaire design incorporated the production of the valid respondent profile,
which is achieved by examining a number of standard variables, including age,
gender, level of education, household income, nationality and socio-economic
status. In addition, the questionnaire construction and design utilised the
recommendations by Oppenheim (1992) and Veal (2011), for example, putting
the respondent profile-related questions in the final part of the questionnaire, as
it would provide a higher degree of response rate and trust because after the
main set of questions respondents are more probable to have been convinced
by the genuine scientific purpose of the survey. In addition, in terms of
household income, the questionnaire surveys followed the recommendation of
Veal (2011) and asked about the gross household income, as respondent’s
income alone may not represent household income accurately. Although it is a
sensitive subject, which is often excluded from surveys, according to Veal
(2011), it is important for this research, as household income most often acts as
expense source for tourism experiences.
The survey utilised 21 “closed” questions, 7 Likert scale questions and 10
“open” questions that, in most cases, were presented in a form which allowed
the respondents to give a short, more detailed explanation about why they
chose a certain option in the closed question. The reason for this strategy was
to speed up the completion process and make the survey more time-efficient. It
can be argued that the questions that are closed and/or limited in nature reduce
the level of freedom of the respondent, restricting the respondent’s choice to
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several presented options, in a number of cases followed by the opportunity to
explain their choice. However, a number of personal questions were open in
nature and, as the survey was followed by the in-depth interviews, it was
expected that this qualitative method would compensate for the lack of “open”
questions in the quantitative survey.
Focusing on the usage of Likert scale questions, Hague (1993) and Veal (2011)
agree that these questions can be used to efficiently capture and quantify
behavioural and attitudinal tendencies of respondents. This statement is further
supported by Kozak and Rimmington (2000), who examined a number of
sources and concluded that Likert scales have a high degree of efficiency in
terms of measurement and management.
4.4.2 Questions generated by the literature
The following section describes the process of the creation of the questionnaire.
The developed survey questionnaire can be seen in Appendix 3. For the
purpose of possible comparisons with previously conducted studies and case
studies, as well as possible future research, it was decided that the
questionnaire needed to establish the profile of the respondent. To increase the
value of the data of this research, an effort was made to make results more
comparable to previous studies and theories. Therefore, the questionnaire
construction process referred back to previous studies (Fowler, 1995); in terms
of respondent profile, the results of this study may be compared to previous
research by Busby and Klug (2001) and Hyunjung and Kaye (2008) which
identified the characteristics of the Film Tourist.
As was stated above (section 4.3), the influence that films (and, respectively,
film genres) can have on the decision-making process of the tourists were
explained in detail in Chapters 2 and Chapter 3. The premise of such influence
has been developed from Table 2.1, and is outlined in Table 4.4.
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Table 4.4 Decision-making process themes that films can influence
Theme

Motivation

Information
search

Destination
image and
anticipation

The researchers who
argued that theme is part
of the tourist decisionmaking process
Moutinho (1987); Chon
(1990); Mansfeld (1992);
Bansal and Eiselt (2004);
Hsu et al. (2009)
Chon (1990); Mansfeld
(1992); Dellaert et al.
(1998); Decrop and
Snelders (2005); Hyde
(2008)

The researchers who argued
that theme may be affected by
the film
Busby and Klug (2001);
Macionis (2004); Singh and Best
(2004)
Urry (1990); Riley and Van
Doren (1992); Kim and
Richardson (2003); Macionis
(2004); Molina and Esteban
(2006); Hyunjung and Kaye
(2008); Tasci (2009)
Kim and Richardson (2003);
Frost (2004); Huang et al.
(2009); Tasci (2009)

Chon (1990); Bansal and
Eiselt (2004); Decrop and
Snelders (2005); Hsu et al.
(2009)
Emotions
Decrop and Snelders
Macionis (2004); Decrop and
(daydreaming (2005)
Snelders (2005); Kim (2012)
and nostalgia
Group/
Moutinho (1987); Bansal
Singh and Best (2004); Connell
family/
and Eiselt (2004); Decrop
(2005); Connell and Meyer
spouses/
and Snelders (2005)
(2009)
children
Source: author
As can be seen from Table 4.4, films can influence the decision-making process
elements. Moreover, the questionnaire has been designed to evaluate the
influence that film genres have on these themes. To increase the validity and
academic value of the findings, the design of the questionnaire aimed to
examine both the importance of these defined themes in the decision-making
process of the respondent and to evaluate the influence that film has on such,
with a specific focus on the role of film genre in such an influence. The reason
for this approach also lies in the possibility that, although film influence over
certain themes for the respondent is high, the influence of that specific theme in
the decision-making process itself may be low, which would compromise the
influence of the film. For example, while the respondent may be affected by the
film and develop a motivation to travel to the destination influenced by the
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Relaxation motivator, this respondent may more frequently travel and be
motivated by Knowledge/Education motivator, and not be affected by the
Relaxation motivator, despite the fact that it was increased by the film.
Furthermore, the questionnaire aimed to analyse the rate of influence of
selected themes on the decision-making process of tourism, contributing to the
previous the decision-making process theories, outlined in Chapter 2. The
questionnaire then explored the nature of the influence of the film the
respondents watched on these outlined themes and formed a basis for an
accurate conclusion about the nature of the influence of films and,
subsequently, film genres. These findings contribute both to the decisionmaking process-specific theories and film-tourism-specific theories, thus
achieving a greater validity and value of the resulting data. To further contribute
to this goal, questions were based, where possible, on previous literature (Table
4.5), although in many instances, the exploratory nature of this thesis meant
that there were no relevant past studies available.

Table 4.5 Questions based on literature
Question

Type of

Literature

question
How many times a year do you

Closed

Macionis (2004)

Closed

Macionis (2004)

Likert

Yoon and Uysal (2005), Hsu

travel away from home for leisure
purposes, including at least a one
night stay?
How would you describe your
travelling?
When choosing the tourist
destination, how important for you

et al. (2009)

are the following reasons for travel?
When choosing a holiday
destination, how often do you use
these information sources to assist
in your decision?

Likert

Fodness and Murray (1997);
Decrop and Snelders (2005)
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To what extent do you agree with

Likert

options below? (Prior-travel

Fodness and Murray (1997);
Decrop and Snelders (2005)

research)
To what extent do you agree with

Likert

Decrop and Snelders (2005)

Closed

Singh and Best (2004);

options below? (Role of emotions)
Most often, who do you travel with?

Connell (2005); Connell and
Meyer (2009)
Please choose how often you watch

Likert

films.
Name the film and the destination it

Open

portrayed.
What factors/features made you

Open

enjoy the film and its setting?
Is the setting important for the film?

Closed/
open

Please state the year of film

Closed

production.
Please select the genre of this film,

Closed

in your opinion. You may choose
multiple options. (Film genre)
Name the place where you saw the

Closed

film for the first time in your life.
(Way of exposure)
With whom did you see the film for

Closed

the first time in your life? (Way of
exposure)
State how you found out about the

Closed

film.
(Source of film information)
How many times have you seen this
film? (First time/repeat
consumer(watcher)

Closed

Chan (2007)
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Were you interested in visiting the

Closed

destination portrayed in the film
before watching that film?
Would you agree that after seeing

Likert

Chen (1998); Goulding

the film you developed:

(1999); Prentice, Andersen

Interest in the destination;

(2000); Maestro, Gallego,

Familiarity with the destination;

Requejo (2006); Caton and

Nostalgia

Santos (2007); BrunnerSperdin and Peters (2008);
Russell (2008); Mauss and
Robinson (2009)

Did you experience strong emotions

Closed/

Macionis (2004); Decrop

of positive nature while/after

open

and Snelders (2005); Kim

watching the film?

(2012)

Did you experience strong emotions

Closed/

Macionis (2004); Decrop

of negative nature while/after

open

and Snelders (2005); Kim

watching the film?
How likely is it that you would travel

(2012)
Likert

for the following reasons?

Wang, Fesenmaier (2003);
Yoon, Uysal (2005)

(Motivation change)
Would you consider the film you

Closed/

Gretzel, Yuan, Fesenmaier

have seen a source of information

open

(2000); Kim, Hwang and

about the destination it portrays for

Fesenmaier (2005)

you? (Information search process)
Have you visited the destination

Closed/

Kim, Hwang and

portrayed in the film before watching

open

Fesenmaier (2005)

that film? (Prior interest)
Did you visit the destination

Closed/

portrayed in the film after watching

open

the film?
Please state your Gender (Gender)

Closed

Busby and Klug (2001);
Yüksel and Akgül (2007)
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Please state your Age (Age)

Closed

MacKay and Fesenmaier
(1997); Busby, Klug (2001);
Eyrich, Padman and
Sweetser (2008)

What is your highest educational

Open

Busby, Klug (2001)

Closed

Busby, Klug (2001); Veal

qualification? (Education)
Please state the annual income of
your household. (Income)

(2011)

What is the occupation and industry

Open/

of work of the chief income earner in

closed

Busby, Klug (2001)

the household? (Occupation)
Do you wish to further contribute to

Closed

the research? (Further contribution)
Source: author
Moreover, themes were examined via implementation of variables in the design
of the questionnaire. Table 4.6 displays the specific roles of each question in
researching selected themes.
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1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30

X
X
X
X
X
X
X
X

Motivation

Group

Emotions

Destination
image

Information
search

Film profile

Respondent
profile

Question
number

Table 4.6 Themes by question numbers

X
X
X
X
X
X
X
X
X
X
X
X
X
X
X

X

X

X
X

X
X
X

X

X
X
X

X
X

X
X
X
X
X
Source: author

To summarise, five questions address theme of the information search, four
explore the destination image, four identify the emotion theme processes, and
two explore theme of motivation to travel. These questions are identified in
Table 4.5. It is evident that several questions address more than one theme. It
can be argued that emotions did not received substantial number of questions,
but because of the exploratory nature of this theme is very personal and
complex, it was considered that the small number of questions was sufficient for
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the statistical purposes, and this theme will be explored in greater detail during
qualitative sampling. Focusing on motivation to travel, although the number of
questions that cover this theme is small, large amounts of statistical data were
collected by implementing the Likert scale. In addition, the group theme
received a small number of questions, but it is not considered to be a challenge
for the purposes of this research, because the film influence is expected to be a
primarily a personal experience.
4.4.3 Pilot survey
As concluded by Brunt (1997) and Finn, Elliott-White and Walton (2000), the
testing of the survey is of critical importance for an accurate final result. The
draft of the survey has been tested by 20 anonymous volunteers, which
consisted of postgraduate researchers, students and lecturers at the University
of Exeter. As a result, several style and grammar problems were identified in
the design of the questionnaire, and changes were implemented to eliminate
the detected problems. At this stage, several questions were added to the
survey, and its completion instructions were made clearer; certain Likert scale
questions were merged for ease of completion and comprehension. After the
changes had been made, the questionnaire was piloted for a second time
among the different group of volunteers, consisting of 10 additional
postgraduate researchers. No further problems in style or grammar were
identified during the second pilot study, and the questionnaire progressed into
the stage of sample collection.
4.4.4 Method, sampling strategy and commentary
The goal of the survey was to produce the statistical data, which would reduce
the level of preconceptions in the researched area and represent accurate
conditions. One of the main components of the survey, critical for achieving this
goal, is sampling. This survey, according to Wheeler, Shaw and Barr (2004),
adopts non-probabilistic convenience sampling, targeting randomly selected
individuals from the general population. Moreover, socio-demographic variables
of the survey were developed to be similar to that of previous research.
The survey took two forms: the form of the completion of an on-line
questionnaire, and a self-completion postal questionnaire limited to the location
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of Exeter. Moreover, in terms of the Exeter respondents, while it must be
acknowledged that such respondents are restricted to the location of Exeter, an
effort has been made to insure the diversity of the sample by distributing the
questionnaires in six different districts of Exeter, to cover the diverse range of
different socio-demographic types. The details about selected districts can be
seen in Appendix 2.
As was stated above, the survey questionnaire was designed not to include
many open questions, because it will be followed by a number of in-depth
interviews to analyse the statistical tendencies in greater depth, and
compensate for the lack of open questions in the interview. However, as Brunt
(1997) and Veal (2011) state, the labels may be grouped together or re-coded,
when such process can be justified. Moreover, the possibility of re-coding was
acknowledged when analysing five-point Likert scales, which have been used in
questionnaire design. This can be justified by resulting in greater validity of
data, as five-point scales express two opposite options, and one neutral inbetween. Such an approach has been successfully adopted in previous studies,
according to Bennett, Savage, Silva, Warde, Gayo-Cal and Wright (2005).
Moreover, although the question about the occupation was open, but the
responses have been re-coded according to the social class classifications of
the Office of National Statistics of UK (see Appendix 4).
Furthermore, Brunt (1997) and Lavrakas (1993) report on several strategies of
questionnaire implementation, such as the Internet-based, telephone, postal,
interviewer-completed and respondent-completed. These strategies are
different in time and cost and the degree of sample control, and each offer a
number of respective advantages and disadvantages. This research adopted
two strategies simultaneously to minimize the risk of lack of responses for the
complex analysis. Selected strategies are the on-line surveys and the Exeterbased survey completion. Another reason to combine the two of these data
collection methods is explored by Millar and Dillman (2011). These researchers
concluded that combining postal and On-line survey contacts and offering an
incentive in advance are useful strategies for improving Web response rates.
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4.4.5 On-line survey
Although Fricker and Schonlau (2002) argue that on-line surveys may not offer
any advantages over other types of surveys in terms of cost, time and sample,
Bennett et al. (2005) and Hung and Law (2011) suggest that this type of survey
can be a productive research tool if designed and implemented correctly and
carefully. This suggestion is supported by Couper, Kapteyn, Schonlau and
Winter (2007), who stated that the Internet is becoming more commonly used
as a research conducting tool; and Zhang (2000), who supported the
suggestion that the Internet surveys can be a potent tool for the research. In
addition, several advantages and disadvantages for the implementation of the
internet surveys were outlined by Pan (2010). Specifically, the positive aspects
of this data collection method include its speed, cheap cost, simple
implementation and higher level of interaction. However, possible downsides
are described as the lack of representativeness of the general population,
technical uncertainties and possible low response rates. Considering these
aspects of the internet surveys, it was decided that this method can be
implemented in this research.
To ensure an acceptable number of responses for analysis, the results from
Internet survey are joined with and compared to the results from the Exeter
survey (see section 5.2). Moreover, as on-line survey data collection strategy
does not require the researcher to be involved during the collection of the data
(once it is launched), it was possible to perform such a strategy simultaneously
with the Exeter-based survey distribution in order to save time. Furthermore, in
terms of the cost, it was decided by the researcher to use this strategy via the
implementation of software available on the Internet, in this case “Qualtrics” was
used as it was available through the University of Exeter account.
It can be argued that the sample of this strategy was limited to the individuals
who have computer access and would want to participate in the survey.
However, it can be suggested that in the modern world, many individuals have
access to the Internet-supplied computer, as the Office of National Statistics
informs that in 2012, 21 million households in Great Britain (80%) had Internet
access (OSN, 2012). In addition, Schonlau, Fricker and Elliott (2001) and
Dillman, (2007) stated that the Internet is gaining popularity and is more widely
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used for studies. In terms of the wish of the respondents to participate in the
survey, the voucher-prized lottery for the completers has been implemented in
an effort to achieve greater numbers of the respondents.
4.4.6 Exeter-based survey
This research project has adopted the paid-return printed survey in the city of
Exeter. Printed questionnaires and the pre-paid envelopes for their returning
were distributed to randomly selected houses in six different districts of Exeter.
The districts were selected to ensure diversity and efficient coverage of Exeter
and different demographic groups. In addition, the convenience of access of the
selected districts has been considered by the researcher to maximize
questionnaire distribution efficiency. For additional details of the selected
districts, see Appendix 2.
Moreover, it can be argued that it could be more efficient for this research to
leave a number of printed questionnaires in several cinemas for the
respondents’ self-completion after watching the film, but several important
issues prevented this research from using such an approach. Firstly, this would
lead to a self-selected sample, which would act as the reason for lack of
representativeness, compromising the validity of research results. Secondly,
and most importantly, this would have limited the sample to the respondents
who were just exposed to the film in the cinema, therefore, it would not be
possible to analyze respondents exposed to the film at any time before the
survey and via other sources, such as television broadcast, recording or online
resource, and not capturing such data may damage the research.
4.4.7 Questionnaire survey distribution and collection
The surveys were launched on the 1st of June, 2012 (01/06/2012). The Internet
survey was launched on this date, and the Exeter-based survey was distributed
to random addresses in six districts of Exeter from the 1st to 3rd of June, 2012.
The total amount of 600 printed questionnaires was considered as appropriate
for this research. Taking into consideration the total population of Exeter
(117.773), 0.5% of total population have been the subjects of research.
Moreover, there are additional reasons why this research has used the amount
of 600 printed questionnaires. Firstly, the cost implications of this survey
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method needed to be considered, as well as time resources required for the
efficient implementation of this method. Secondly, on average, each of the
selected main Exeter districts has approximately 5500-6000 residents (see
Appendix 2), and it was considered that 100 questionnaires distributed in each
of the districts would provide sufficient coverage of the diverse Exeter
population, appropriate for the purposes of this research.
Furthermore, 600 questionnaire packages were distributed for self-completion to
the addresses of the respondents. Each package consisted of an envelope with
an information sheet (see Appendix 5) and the prize draw information sheet
(see Appendix 6), describing the purposes of the research and incentives, the
questionnaire form (see Appendix 3), and the postal envelope for the paid
return of the questionnaire.
A total amount of 101 completed questionnaires was returned within a month
from the start of the survey, which represents a 16.83% completion rate. Two
possible reasons may explain this evident low response rate. It is possible that
the offered incentives were not enough to motivate the respondents to fill in the
questionnaire. Another possible reason is that the researched area is complex
and requires a considerable degree of critical thinking about past experiences
and attitudes, and many respondents may not have wished to engage in such a
process. However, it must be stressed again that this thesis is exploratory in
nature with little numbers of previous studies to base the research methods on,
and while the effort has been made to simplify, where possible, the questions
for the respondents (for example, complex motivation-related questions were
segmented into specific motivators, asking the respondents to focus on one
specific motivator at a time), it was challenging because of the lack of previous
research. Moreover, the collected number of responses was considered
acceptable for the purposes of this research, and after the filtering of the
unusable questionnaires, 97 Exeter-based questionnaires proceeded into the
analysis stage.
It must be added that the researcher considered sending reminders to the
recipients of the questionnaires in order to increase the response rate.
However, this measure was not possible, as respondent addresses were
randomly chosen during the questionnaire delivery stage, and it was impossible
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to differentiate the respondents who returned the filled questionnaire to the
researcher and the respondents who chose not to fill it in. Moreover, the
researcher considered the option of performing a second printed questionnaire
delivery. However, taking into consideration the cost and time resourced
needed to implement it and the prediction that the on-line survey will
compensate for the low postal questionnaire response rate, the researcher
decided not to implement a second postal questionnaire survey.
The on-line survey has been constructed by using the Qualtrics Internet survey
system. The survey consisted of an information sheet, followed by the
questionnaire, and could be accessed by following the allocated link. Firstly, the
link was exclusively distributed to the Britmovietours clients, in order to isolate
this group from other Internet respondents. The reason for this lies in the fact
that, as was previously stated in part 4.2, Britmovietours offers exclusively Film
Tourism experiences to its customers. Therefore, the clients of Britmovietours
were expected to have experienced Film Tourism, which would enrich the
collected data.
This strategy resulted in 25 Britmotvietours clients responding to the
questionnaire. However, due to sensitive economical nature of this data, it was
impossible to clarify the total number of Britmotvietours clients who received the
link. After the initial stage, a link was distributed to the general population via
number of sources, such as a newspaper (North Devon Gazette) and the BBC
Radio Devon Internet website, as well as the University of Exeter online
newsletter.
The results of the first two stages of the Internet sampling were unsatisfactory,
with only 23 additional responses collected after the distribution of the link
through the channels mentioned above. Evidently, the incentives and
distribution channels needed did not provide the sufficient numbers, which
presents additional validity to the suggestion of Pan (2010) that on-line surveys
may not produce a sufficient number of respondents. To overcome this
challenge, following the recommendation of Millar and Dillman (2011) to
increase the incentive, the prize draw information sheet on the internet survey
was altered to offer greater incentives (changing the value of cinema gift cards
from £15 to £25), and respondents who completed the survey before this
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change were notified via the email, with no resulting complaints or replies.
Furthermore, additional distribution channels, such as the University of Exeter
website, Twitter and Facebook page were used. The strategy to overcome a
low response rate was partially successful; while not generating a high number
of respondents, it did provide 96 extra responses. In combination with
previously collected results, the Internet survey accounted for 144 usable
responses at the time of its termination. Moreover, the combined results of the
printed and the Internet surveys are presented in Table 4.7.
Table 4.7 Quantitative survey types and response numbers
Type of survey

Response
number

Exeter-based survey
Internet survey (Britmovietours clients)
Internet survey (original incentives respondents)
Internet survey (increased incentives
respondents)
Total response number
Source: author

97
25
23
96

Percentage
of total
response
number
40.26%
10.37%
9.54%
39.83%

241

100%

Whilst it may be argued that the implementation of additional secondary
sampling may have resulted in higher response numbers, the collected total
amount of 241 usable responses, collected through both Exeter and on-line
surveys, were considered to be an appropriate number for further analysis.
Nevertheless, it is important to acknowledge the limitation of this research, as it
implemented convenience sampling, and only respondents who were able and
willing to give their opinions on the researched subject chose to fill in the
questionnaires.
It would appear that many respondents found the topic area to be too complex
or too personal to be willing to fill in the questionnaires. This is despite the fact
that the questionnaire, as was stated above, was designed to simplify the topic
as much as possible. The respondents may be encouraged to complete the
questionnaire by increasing the incentives, but the cost limitations of this
research project did not allow it to permit such a strategy.
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Finally, focusing on the time frames of the survey data collection, it was
considered that the survey will be able to operate until the appropriate amount
of data is collected. The estimated duration of the survey was one month. The
amount of data collected within this time has governed the scope of subsequent
data analysis; the collected number of responses was low and did not allow for
statistical analysis to be conducted. Moreover, the survey collection stage has
been prolonged. Due to the time and cost limitations, no additional Exeterbased surveys were implemented, but the on-line survey has been re-launched
on the same sites where it had been originally implemented. This strategy was
successful, and resulted in the satisfactory amount of responses for analysis to
be collected within an additional month. The specifics of the used research
methods will be discussed next.
4.5 Qualitative data collection
This research project implemented the face-to-face interviews as a second
stage of the data collection process. As the process of the film influence is
highly personal, face-to-face interviews are considered to be most convenient
method to access such complex data (Veal, 2011). The interview respondents
were selected from the Exeter questionnaire survey respondents who indicated
a wish to be interviewed (a question included in the questionnaire).
The questions for the interview are based on the processes identified during the
analysis of quantitative data and discussed in Chapter 5. During the analysis,
several processes of the film genre’s influence on the elements of the decisionmaking process of the tourist were identified (see Figure 5.9 and Figure 5.10).
Therefore, themes surveyed during the interviews include:


Motivation to travel



Changes in destination image and destination interest



Emotional responses and experiences of the respondents



Desired and/or previously experienced Film Tourism visits

Moreover, the interview themes based on the quantitative analysis results are
linked with the corresponding literature (Table 4.2) and contribute to the existing
Film Tourism theories. It must be noted that, in all cases, the interviews were
designed to be semi-structured to allow a level of flexibility during the process of
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data collection. In addition, the design of the questions was partially based on
the actual questionnaires, filled in by the interviewed respondents. For this
reason, while the researched themes of the interviews are the same and the
key questions of the questionnaires are identical, additional questions of the
interviews differ depending on the actual respondent and specifics of his/her
questionnaire replies.
Specifically, the questions of emotional attachment to the destination because
of the film, and the descriptions of past Film Tourism experiences (if present)
were constructed individually for the respondents (based on their responses
from the questionnaire), because such topics are highly personal. Such an
approach is considered to be an efficient way to capture the depth and
complexity of the film genre influence on themes of the tourist decision-making
process. This strategy proved to be efficient and allowed an insight into the Film
Tourist decision-making process and the role of genres in it, and the personal
approach in question formation provided the understanding and depth of
different aspects of this process. The interview schedule can be seen in
Appendix 9, and an example of an interview is presented in Appendix 10.
After the questionnaire sampling had been completed, the incentives lottery was
conducted, and the randomly selected winners (identified via the usage of a
random number generating program) were sent emails with congratulations and
address enquiries. Emails were sent to three randomly selected respondents,
and two responses were received. The received addresses were sent a letter
with gift cards for the Picturehouse cinema in Exeter.
4.5.1 Qualitative interviews preparation and conducting
To access the interview respondents, the inviting email (see Appendix 8) was
sent to all such Exeter-based respondents (only the Exeter respondents were
approached at this stage, for reasons of time and financial convenience). This
resulted in 56 emails being sent to the respondents. However, only 4 positive
responses were received, and were followed by the interviews.
The low interview respondent response rate was considered a problem, and the
possible reason for such low number may be that the interviews were planned
to be conducted during the middle/end of the summer, a popular vacation time,
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and respondents may have been less willing to spend time on the interviews.
The countermeasure for this problem involved the introduction of additional
incentives for the interview respondents, and the relocation of the interview
collection time to the beginning of autumn. This strategy appeared to be
successful, as it resulted in an additional six responses which, in combination
with the previous four, achieved a planned number of ten interviews.
At the beginning of each interview, the respondents signed the interview
protocol sheet (see Appendix 9), confirming their understanding of terms and
conditions of this research. The interviews consisted of constant themes and
more individual question constructions and were approximately one hour long
each. At the end of each interview, the respondents have been presented with
the incentive gift card.
Moreover, the first two interviews were treated as pilot interviews, and a number
of questions were simplified and changed for the following interviews. However,
due to the complexity of the researched subject (genre influence), a number of
difficulties remained through the conducting of the interviews. For example, it
was problematic for some of the respondents to define the genres of the films
and their possible consequences on their travel behaviour, and additional
clarifying and assisting questions had to be included into the qualitative
interviews.
While every effort has been made to ensure the general nature of the sample,
after the interviews were completed, there was an apparent underrepresentation of males in the interview sampling, and with the proportion of
8:2, females are clearly dominating. However, because statistical tests (see
Chapter 5) revealed no significant differences between gender responses in the
survey, the disproportion of genders in interview responses was not considered
damaging.
4.6 Validity of the data
In terms of the validity of the data, it is important to consider two types of
validity. Firstly, external validity was secured as a specific effort was made to
make respondents represent the general population (Neuendorf, 2002).
Secondly, content validity is secured by implementing the mixed research
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method, which involves the implementation of a variety of quantitative and
qualitative samples. Quantitative sampling via the Exeter-based survey and the
online questionnaires, followed by a number of in-depth interviews with
quantitative sample respondents, is believed to efficiently secure this type of
validity.
In addition, as was stated by Robson (2004), construct validity is applicable to
both quantitative and qualitative research methods, implemented in this
research. This type of validity will be secured via the usage of independent
postgraduate researcher reviewers; the quantitative survey and in-depth
interview themes have been reviewed, taking into consideration the suggestion
of Denzin (1989) that different reviewers are needed for each research method
to secure the interviewer triangulation. It is important to add the statement made
by Flick (1998) that triangulation focus has moved from being an instrument of
data validation towards the mean of knowledge enrichment and completion.
The internal validity was secured as the factors that compromise this type of
validity can be controlled in this research. From the respondent perspective,
there was a threat that respondents would give results they believe they were
expected to give. This threat was acknowledged and an effort was made during
the design of the questionnaire to eliminate it: the pilot study identified the
suggestive nature of some questions, and the format was changed to make
them more neutral; the extensive use of the Likert scales was implemented. As
concerns the qualitative in-depth interview, it is believed that the more personal
approach of this method avoided the threat that respondents would give results
they believe they were expected to give, as the interview allowed for deeper
and more diverse investigation of topics with a large number of crossreferencing questions.
It is important to mention additional possible threats for quantitative sampling.
Bryman and Bell (2003) outlined several errors, which may have accrued in the
research and may influence the validity of the results. The first is the sampling
error; as stated by Bryman and Bell (2003), the production of a truly
representative sample is highly unlikely. The effort to minimize this error was
described above in the discussion of sample size and type. The second is the
sampling-related error, which was represented in the research by non-response
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and inaccurate sampling. This was considered during the data processing
process, and eliminated in analysis. The third type is the data collection error,
which refers to poor questionnaire design and/or wording. This error was
minimized by the implementation of a pilot study.
Additionally, the qualitative interviews have a number of possible threats to
validity, which were acknowledged and accounted for during the data collection.
Specifically, the research may be the subject of bias, inevitable when
interpreting the qualitative data. To eliminate this threat, an effort has been
made to present the interviews in their original format to retain the validity of the
data, and all interviews were conducted and recorded by the researcher, which
helped to control the possible bias. Moreover, from the researcher reflexivity
perspective, the qualitative sampling of this thesis was, to a substantial degree,
constructed by the quantitative analysis and its results, as the qualitative
interview aimed to explain the results of statistical analysis. For this reason, a
substantial number of interview questions was constructed and implemented to
capture such specific data while considering the necessity to minimize possible
bias.
Moreover, while additional transcribing assistance has been hired to save time,
the transcribed interviews have been the subject of detailed checks by the
respondent with necessary changes where appropriate, also to minimize the
possible bias. Finally, there is a probability that the respondents may not have
understood the interview questions and/or answered them accurately, thus,
damaging the validity of the results. This threat has been minimized by using a
systematic set of themes and a series of pilot interviews were conducted.
4.7 Analysis methods
Focusing in more detail on the analysis methods, the questionnaires were
analysed using SPSS (Statistical Package for the Social Sciences) system. As
Field (2009) reports, SPSS is an appropriate package to explore the possible
connections between the variables; in the case of this research, the relationship
between the film genres and the tourist decision-making process. Moreover, for
the use of this system, it is important to consider the sample size, as it is vital to
acknowledge the importance of absolute size of sample, regardless of the size
of the general population (Veal, 2011). This researcher identified the confidence
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intervals for a variety of statistic results for different sample sizes. As the
sample size of this research falls into 250 sample size group, it must be
acknowledged that at 95% confidence level the confidence interval is 2.7 (Veal,
2011). For the complete table of confidence intervals related to sample size see
Appendix 1.
Furthermore, focusing on the implementation of SPSS, this research project
uses the Pearson chi-square test of association to explore the statistical
associations between the variables. This approach determined whether film
genres are statistically associated with the elements of the tourist decisionmaking process, such as motivation or information search process. The method
of testing of statistical associations in this research is the implementation of
hypothesises; null hypotheses stating that there is no association between the
two variables, which results in two possible options:


Null hypothesis (H0) – there is no significant association between x and
y.



Alternative hypothesis (H1) – there is a significant association between x
and y.

In terms of the asymptotic significance, this research mostly relates to 5 per
cent (%) level (0.05). However, it is important to consider the result of pure
chance, recognised by Wheeler et al. (2004), who acknowledge that when
statistics show the 0.05 asymptotic significance, there is still 5 per cent (%)
probability of it being random and not-casual variation. This may result in
inaccurate rejection of null hypothesis (type I error). However, the risk of this
error is reduced when the significance level is decreased to 0.01 or less. This
reduction, on the other hand, results in the increase of the possibility of type II
error, which is accepting the null hypothesis when it is incorrect (Wheeler et al.
2004). To contribute to the validity of the findings, statistical associations were
additionally tested via the non-parametric chi-square test which, according to
Norusis (2002), will be invalid if the percentage of cells which have expected
values of less than 5 will exceed 20, or if the minimum expected frequency will
be lower than 1.
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It is important to note that this research aims to identify in what way film genres
influence the decision-making processes of the tourist. Moreover, there is no
objective to explore possible differences in the genre-affected decision-making
processes of a number of different tourist groups (in this thesis, the Exeterbased respondents and the Internet survey respondents). For this reason, this
research has not been designed to adopt cluster method during its data
analysis stage. Another reason for not using the cluster analysis is that this
research does not have a specific objective to provide any marketing
implications of genre influence in Film Tourism. In addition, the number of
respondents and respondent groups does not permit for such data analysis
method to be implemented.
As concerns the qualitative part of this research, the recorded interviews were
transcribed and analysed without the usage of any specialized software.
Because the researched topic is specific and complex, it was considered
beneficial to adopt the framework analysis approach and explore each interview
extensively in order to explore the topic in as much detail as possible.
Moreover, in terms of the approach to interview analysis, this thesis follows the
recommendation on Ritchie and Spencer (1993) adopts five stages in the
framework of analysis for qualitative interviews, shown in Table 4.8.
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Table 4.8 Five stages of data analysis in the framework approach
Stage
Description
1.Familiarisation Immersion in the raw data (or typically a pragmatic selection
from the data) by listening to tapes, reading transcripts,
studying notes and so on, in order to list key ideas and
recurrent themes.
2.Identifying a
Identifying all the key issues, concepts, and themes by which
thematic
the data can be examined and referenced. This is carried out
framework
by drawing on a priori issues and questions derived from the
aims and objectives of the study as well as issues raised by
the respondents themselves and views or experiences that
recur in the data. The end product of this stage is a detailed
index of the data, which labels the data into manageable
chunks for subsequent retrieval and exploration
3.Indexing
Applying the thematic framework or index systematically to all
the data in textual form by annotating the transcripts with
numerical codes from the index, usually supported by short
text descriptors to elaborate the index heading. Single
passages of text can often encompass a large number of
different themes, each of which has to be recorded, usually in
the margin of the transcript
4. Charting
Rearranging the data according to the appropriate part of the
thematic framework to which they relate, and forming charts.
For example, there is likely to be a chart for each key subject
area or theme with entries for several respondents. Unlike
simple cut and paste methods that group verbatim text, the
charts contain distilled summaries of views and experiences.
Thus the charting process involves a considerable amount of
abstraction and synthesis
5. Mapping and Using the charts to define concepts, map the range and
interpretation
nature of phenomena, create typologies and find associations
between themes with a view to providing explanations for the
findings. The process of mapping and interpretation is
influenced by the original research objectives as well as by
the themes that have emerged from the data themselves
Adapted from Ritchie and Spencer (1993)
Accordingly, the framework analysis proved useful for this thesis, because each
of the stages of this analysis was beneficial for the research. Firstly, during the
familiarisation stage, it was possible to review all collected interview data in a
form of transcripts. In addition, audio recordings were reviewed to capture,
where appropriate, the meaning of intonation of respondents, as the changes in
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intonation allowed to detect the level of passion and personal importance of the
themes for the respondents. During this stage, the researcher developed
deeper and more diverse general understanding of the themes, as immersing in
data allowed to evaluate different (and, in certain cases, opposite) views on the
themes by different respondents.
Secondly, as per recommendation of Ritchie and Spencer, (1993), the
researched themes of the qualitative part of this thesis have been constructed
prior to the qualitative sampling. These themes (Table 4.4) formed a thematic
framework for the interview analysis and became the core element of the next
stage of framework analysis, specifically, “Identifying a thematic framework”.
The most important benefit of this stage was the clarification of the data and
identification of the proper themes for further analysis. Moreover, the research
evolved beyond the original thematic framework designed on the basis of
literature review (Chapters 2 and 3) to include and analyse the subject of Film
Tourism deeper and further, for example, by researching into the effects of the
strength of film-portrayed image. Furthermore, such additions to the original
theoretical framework make this research more innovative as it explores into
previously neglected areas of Film Tourism.
Thirdly, the main benefit of two following stages, “Indexing” and “Charting” is the
detailed arrangement of relevant interview citations into appropriate thematic
groups: the quotes in the interview connected to each theme were identified and
extracted to synthesize a more specific dataset for each of the researched
themes. Finally, “Mapping and interpretation” stage approached the resulting of
tables and quotations and deeper detailed analysis and interpretation of the
data was conducted. The process and results of this analysis formed the core of
Chapter 6.
4.8 Summary
In summary, this research implements a mixed methods approach, executing
both quantitative and qualitative sampling, the technique which is considered to
be efficient by Silverman (1993), Punch (1998) and Valentine (2001). The
quantitative sampling provides statistical evidence, and draws data from a
number of sources to ensure greater validity and academic value of the
research. Results are formed from the analysis of quantitative survey
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samplings, and supported by the online questionnaire distribution. The results of
the analysis of these findings form a basis for qualitative in-depth interview with
respondents selected via convenience sampling, to analyse the reasons of the
identified processes.
Focusing on quantitative sampling, an effort has been made to avoid the
respondents to be different from the general population in terms of location or
activity when approached and it can be stated that the responses are as
random as possible, considering the possible limitations. The implementation of
the pilot survey resulted in alterations of the survey for better clarity; additional
responses were gathered via an online survey, the validity and practical value of
which, although now widely acknowledged, is still the subject of debates
(Zhang, 2000). Moreover, it was decided that for the safety purposes of the
results gathering, it would be acceptable to implement this method of sampling
in this research.
The quantitative survey is followed by a series of in-depth interviews, based on
this survey and expanding on its findings. This approach secures the mixed
methods approach and enhances the triangulation of the data. Furthermore, the
combination of qualitative and quantitative approaches is considered to be an
efficient research tool and desirable method by Punch (1998), Silverman (1993)
and Valentine (2001), and is considered necessary to capture the complex data
of the film genre influence on the tourists. This chapter has examined the
research methods implemented in this research to collect and analyse data.
Furthermore, the results of the quantitative analysis will be discussed in the next
chapter.
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Chapter 5 The influence of the film genres
5.1 Introduction
Chapters 2 and 3 suggest that films may affect the elements of the decisionmaking process of the tourist. Specifically, they show how films can affect travel
motivators, changes in destination image, information search, emotions,
familiarity, and group travel behaviour (Table 4.4). The purpose of this chapter
is to approach these influences from the perspectives of genres, and determine
whether the genre of the film may influence the effect the film has on the
tourist’s decision-making process. This chapter discusses the results of the
analysis of the quantitative data, and draws connections between film genres
and elements of the decision making-process that are affected by films.
This chapter addresses the descriptive components of the objectives 2, 3 and 4
(Table 1.1). To be precise, this research adopted the Pearson chi-square test of
association to identify and report the associations between genres and
elements of the decision-making process. As stated in Chapter 4 (4.7), this
method determines the associations between the elements, and is considered
an appropriate tool to address the research objectives. Moreover, by comparing
actual and expected counts during the test, it was possible to examine whether
the effect of a genre was positive (genre develops the element of the tourist
decision-making process element) or negative (genre damages the
development of the tourist decision-making process element). For the cross
tabulation analysis tables see Appendix 7.
The chapter begins with justifying the merging of two data sets (from On-line
survey and Exeter-based survey) into one general data set for further analysis.
The chapter reviews the merging of the two resulting data sets into one general
data set. The nature and the degree of difference, including demographic and
motivational differences, between the two samples are described and it is
concluded that these differences do not compromise the merging of data sets.
Moreover, a presentation of the socio-demographical characteristics of the
survey respondents (Tables 5.2; 5.3; 5.4) is presented. It must be noted that no
significant associations were found between genres and the demographic
profiles of respondents. Therefore, it may be suggested that age, income,
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occupation and other demographics do not affect the genres of films people
watch and enjoy.
Furthermore, the genres that became subjects for the Pearson chi-test of
association are outlined. As the scope of this research does not permit the
inclusion of every possible genre in the analysis, only genres that were
frequently chosen by the questionnaire respondents were selected for deeper
analysis. Such genres were identified and subjected to the Pearson chi-square
test of association, and the results are presented in Table 5.6 and discussed in
greater detail.
In addition, the chapter analyses the influence genres may have on travel
motivators, addressing the descriptive component of Objective 2. This research
approaches this objective by separating travel motivators into general
(motivators tourists are motivated by in their general travel decisions) and film
location-specific (motivators viewers develop specifically towards the location of
the film). The chapter identifies the genres that influence specific motivators
from both groups, and proceeds to reviewing the connections between two
motivator types.
This approach is then expanded to cover elements, other than travel motivators,
that are directly affected by film genres and discuss the connections between
film genres and tourists’, information search process, addressing the descriptive
component of Objective 3; and effects of genres on the image of the destination,
addressing the descriptive components of Objectives 4 (Table 1.1). In addition,
the statistical associations between genres and emotions are examined to
develop deeper understanding of genre influence and form a basis for
qualitative interviews. Finally, the chapter constructs two Figures (5.9 and 5.10)
to show the complete spectrum of positive and negative effects of genres.
Finally, the chapter concludes by indicating elements that were not influenced
by film genres and suggests that such elements of the tourist decision-making
process are not affected by film genres, and are either affected by other
components or quality of the film, or not affected by the film at all. The chapter
finishes with a summary of the findings.
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5.2 Exeter and Internet survey merge
For the purposes of the research, the Exeter and on-line survey results were
combined during the analysis. The use of this approach is supported by a
number of statistical tests before such a merging that identified no major
differences between the responses of Exeter population and Internet
respondents. Specifically, the researcher attempted to compare the Exeter and
Internet respondents to establish if such a sample could be merged to provide a
more general dataset for analysis. In addition, due to demographic differences
between the Exeter sample and respondents with Internet access, it is
necessary to identify possible differences between the Internet respondents and
the Exeter respondents, for the purposes of this research. Moreover, as the
subjects of the qualitative interview are selected from the Exeter respondents,
for the purposes of convenience and consideration of time and financial
resources of this research project, these differences are important to develop
deeper understanding of the qualitative sampling respondent profile.
To identify the differences between Exeter and on-line respondents, the
Exeter/Internet status of the respondent has been encoded as an additional
variable for the analysis, and a series of two-sample chi-square tests have been
performed to cross-tabulate this variable to others and identify if there are
associations that would illustrate the difference between Exeter and Internet
respondents. Moreover, this research project adopts the asymptotic significance
(or p-value) to determine the validity of associations between the variables. As
discussed in greater detail in section 4.7, this project operates with 0.05
asymptotic significance level. Therefore, associations with asymptotic
significance level of 0.05 or lower that are determined as valid (with acceptable
cell count) are reported in this research. Pearson chi-square values and
degrees of freedom are additionally reported to illustrate test results in greater
detail. This approach concluded that a limited number of variables are affected
by the Internet or Exeter nature of respondents, as can be seen in Table 5.1.
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Table 5.1 Survey variables/Exeter or Internet respondent status: Pearson
chi-square test value, asymptotic significance and degrees of freedom
Survey variables

Exeter/Internet respondent status
association
Travelling pattern
V: 17.388; Asymp. Sig:.000; df:2
Exciting motivator
V: 24.821; Asymp. Sig:.000; df:2
Knowledge/Education motivator
V: 13.790; Asymp. Sig:.001; df:2
Achievement motivator
V: 11.289; Asymp. Sig:.004; df:2
Escape motivator
V: 12.683; Asymp. Sig:.002; df:2
Safety/Fun motivator
V: 12.148; Asymp. Sig:.002; df:2
Tourist information search sources
V: 20.829; Asymp. Sig:.000; df:4
Novelty importance
V: 24.043; Asymp. Sig:.000; df:2
Nostalgia
V: 15.686; Asymp. Sig:.003; df:4
Age
V: 101.841; Asymp. Sig:.000; df:3
Income
V: 21.476; Asymp. Sig:.002; df:6
Occupation
V: 31.876; Asymp. Sig:.000; df:2
Source: author
The results presented in Table 5.1 illustrate all valid associations with
acceptable level of asymptotic significance that were detected during Pearson
chi-square test. As can be seen from Table 5.1, there is a number of differences
between Exeter and Internet respondents, most notably, in the demographic
characteristics, and motivation. The following part of the chapter describes
these differences in greater detail, and discusses whether, taking these
differences into consideration, the Exeter and on-line samples are eligible to be
combined into a larger dataset for the purposes of this research.
5.2.1 Demographic differences
Table 5.1 shows that the demographic differences between Exeter and Internet
respondents are their Age, Income and Occupation. The Internet respondents
have a tendency to be younger than Exeter respondents, but have a lower level
of annual income in comparison. Interesting results were also indicated in the
field of respondent occupation: there are more retired respondents among
Exeter responses, and more in-education respondents in Internet responses.
These results are partially explained by the nature of the city of Exeter and the
time when the survey took place. It can be argued that Exeter, being a
University town, is expected to indicate a large number of younger people in its
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population, however, the survey was conducted during the summer, a vacation
period, which changes the demography of University towns, and this is the most
probable reason why Exeter showed more elderly and retired respondents. In
addition, younger people may be more exposed to the Internet than older ones.
Although there are demographic differences, the researcher does not consider
them to be damaging for the research, as it is important for the purposes of the
research project to access and analyse various demographical groups.
Moreover, it is considered that demographic differences do not prevent the
merging of the Exeter and the Internet respondents. Furthermore, it can be
suggested, as stated below, that such demographic differences may be the
reason for many other identified differences of these two samples (Table 4.7).
5.2.2 Motivational variations
A number of differences have been identified when analysing the motivators of
Exeter and Internet respondents. One of the most notable tendencies is defined
by the result that Exeter respondents are generally less affected by some
motivational factors, but not to a large extent. For example, the Exciting
motivator is more popular among Internet respondents, and a similar tendency
was observed in relation to the Knowledge/Education motivator, Achievement
motivator, Escape motivator and Safety/Fun motivator.
The Exeter respondents demonstrated no stronger attachment to any specific
motivator, when perceived in comparison to Internet respondents. It would
appear that the Exeter respondents may generally be less motivated to travel
when compared to general respondents; one possible reason for this is that
Exeter respondents are generally older. However that does not mean that
Exeter respondents travel less, as no statistical associations were found
between Exeter/Internet nature of the respondent and travelling frequency; the
data shows that the Internet respondents travel as frequently as the Exeter
population, but may be more strongly motivated by specific factors to travel.
Specifically, Exeter respondents tend to enjoy travelling, and travel frequently
enough to feel satisfied, while Internet respondents more often express the view
that, although they love to travel, they do not travel as much as they would want
to. This may be one of the reasons why the Internet respondents are more
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affected by motivators - as they do not travel as frequently as the Exeter
respondents.
5.2.3 Other differences
There are some differences in the methods of information search between the
two groups. While not relevant or damaging for this research and the merging, it
is important to outline such differences. Results suggest that Exeter
respondents use films less often than Internet respondents, when researching a
tourism destination. Other differences include the suggestion that Exeter
respondents tend to use brochures and travel agents more often than Internet
respondents. Also, Twitter is a more popular method of getting information
about destinations among Internet respondents.
Focusing on nostalgia and novelty, it was established that Internet respondents
have a higher tendency to experience nostalgia after watching the film and,
while planning a possible holiday trip, novelty and discovery are more valued by
the Internet respondents than by Exeter respondents. Additionally, there are a
number of differences that are notable, but not important for the purposes of this
research. For this reason, they are not illustrated in tables, but summarised
briefly below. Focusing on film exposure tendencies, few differences were
identified in the area of respondent profile. Exposure to the film level is higher
for the Internet survey respondents, they tend to use computers and laptops to
access films, both online and via the usage of recorded DVDs, significantly
more often than Exeter respondents.
As can be seen from the discussion above, the differences between the two
groups lie in demography, motivation and other factors of the decision-making
process, but it must be stated that they are not perceived to be damaging for
the research when merging the two groups, because the identified differences
are not contradicting in nature. Specifically, the Exeter respondents do not
contradict with the responses of the Internet respondents, but rather express
that the Exeter population may not be as strongly affected by certain factors.
For example, Exciting motivator may affect Exeter respondents, but not as
strongly as it may affect the Internet respondents.
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Therefore, the findings are perceived to contribute to each other. Indeed, no
evidence has been found that Exeter respondents have tendencies not present
in Internet respondents or vice versa, and no fundamental differences were
found in their decision-making process. Moreover, the absence of clearly
defined strong differences makes the merging of two groups a productive step
for the analysis, as the merging of the two groups will result in a more general
and diverse dataset, useful for this research project.
Such merging proved to be efficient, and a number of important results were
identified during the analysis of the merged dataset. These results, discussed in
more detail further in this chapter, formed the basis for the second, qualitative
part of the data collection, specifically, qualitative face-to-face interviews. The
respondent profiles will be discussed next.
5.3 Respondent profiles
Before presenting the statistical analysis of gathered statistical data, it is
important to discuss the profile of the respondents of the survey conducted for
this thesis. As discussed in Chapter 4, the surveys have been collected via post
and Internet services. In particular, 97 (40.2%) responses were collected via
post survey, and 144 (59.8%) via Internet survey, resulting in total number of
241 responses. This part of the chapter further discusses the demographic
characteristics of the respondents, such as age, gender, occupation and
income. In addition, it is important to note that none of these characteristics
were statistically associated with their genre preferences. Therefore, while it is
important to report demographic characteristics, they appear to have no direct
influence over the genres the respondents favour and the effect such genres
have on the decision-making process of the tourists. These findings contribute
to the previous research, for example, by Richards (1996), MacKay and
Fesenmaier (1997) and Busby and Klug (2001). Specifically, it is vital to note
that, although these researchers suggest that demographic characteristics of
the tourists may affect their behaviour as Film Tourists, it would appear that
such demographical characteristics have no influence on the genre preference
of the tourist. Consequently, genre influence may not depend on the
demographical profile of tourist, and all genres may affect all demographic
groups.
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Moreover, from the perspective of gender, the disproportion between male and
female respondents must be noted, as 69 (28%) males and 169 (70.7%)
females responded to the survey and 3 respondents (1.3%) decided not to give
their gender. While such an uneven distribution had not been anticipated, it is
crucial to note that no associations were found between gender and the genre
respondents chose as favourite or have recently watched. For this reason, the
uneven spread of genders in the analysis is not considered a damaging factor
for the results. Focusing on the age of the respondents, the age groups have
been recoded for the convenience of the analysis, and the respondents have
been allocated into four resulting groups. The distribution of the respondents
into the recoded age groups is presented in Table 5.2.
Table 5.2 Age of the respondents
Age of the respondents
Age groups Respondent number Per cent
Under 24
68
28.2
24-44
91
37.8
44-64
58
24.1
Over 64
21
8.7
Not stated
3
1.2
Total
241
100.0
Source: author
As can be seen from Table 5.2, the “24-44” years old age group has the largest
number of respondents, followed by “under 24 years old” and “44-64 years old”
age groups. 3 respondents decided not to report their age, and “Over 64” age
group has the lowest number of respondents. These results are considered
acceptable for the purposes of this research, as can be compared to the profiles
of Film Tourists, discussed in Chapter 3.
The level of the household income of the respondents has also been recoded
into larger groups for convenience of the analysis. The results are presented in
Table 5.3.
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Table 5.3 Household income of the respondents
Household income of the respondents
Income groups
Respondent number Per cent
Less than £9,999 per year
36
14.9
£10,000-29,999 per year
65
27.0
£30,000-59,999 per year
93
38.6
Above £60,000 per year
44
18.3
Not stated
3
1.2
Total
241
100.0
Source: author
As can be seen from Table 5.3, all income groups are represented in this
research, but it must be noted that £30.000-59.999 per year has the largest
number of respondents, which supports the suggestion that Film Tourists may
be expected to have above average level of income. Focusing on the
occupation characteristics of the respondents, most of the respondents (n=174;
72.2%) are in occupation. The numbers of respondents in other employment
groups are presented in Table 5.4.
Table 5.4 Employment groups of the respondents
Employment groups of the respondents
Employment groups
Respondent number Per cent
In occupation
174
72.2
Retired
32
13.3
In education
23
9.5
Unemployed
3
1.2
At home/ with children
2
.8
Not stated
7
2.9
Total
241
100.0
Source: author
It must be noted that, while the majority of the respondents are in employment,
the “Retired” and “In education” groups are also represented. However,
“Unemployed” and “At home/ with children” groups have very low number of
respondents, and were excluded from further analysis.
Concluding the discussion about the demographic characteristics of the
respondents, it must be stressed again that, while an effort has been made to
detect the association between demographic data and genres, and some
demographic variables were recoded for more efficient analysis, no
associations were detected between the genres and the demographic
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characteristics of the respondents. These results suggest that genre preference
is not affected by the demographic profile of the viewer, contributing to the
previous research by Richards (1996), MacKay and Fesenmaier (1997) and
Busby and Klug (2001). Specifically, it may be suggested that demographical
profile of tourists may not allow predicting the influence genres may have on the
decision-making process of the tourist. Moreover, this research proceeds to
isolating genres as an influencing factor, whilst the next section of the chapter
discusses the researched genres in greater detail.
5.4 Researched genres
While the effort has been made to include the highest possible number of
different genres, the respondents selected certain genres with more frequency
when they were completing the questionnaire. This result was expected to a
degree, as certain genres may generally be more popular than others, for
example, films of the “romance” genre may be more frequently filmed and
watched, and generally more enjoyed by the viewers than films of the
“documentary” genre. Moreover, as discussed in Chapter 3, films are often
representing several genres simultaneously. To address this issue it was
considered necessary to analyse each genre separately in order to achieve a
deeper insight into the influence of such genres. It must be noted that, due to
pioneering nature of this thesis and the lack of previous research on genre
influence, it is challenging to synthesize this part of the analysis with literature
review.
Moreover, an effort has been made to analyse how efficient the respondents
are in identifying the genres of the films. Specifically, the respondents were
asked to describe the film they have chosen to use as a basis for their answers
using one or several genres. These descriptions were then compared to the
official film descriptions from the Internet Movie Data Base (imdb.com). The
results suggest that, in most cases, the respondents managed to identify the
genres of the films they have chosen, however, sometimes the respondents
only managed to correctly identify one of the several genres of the film. Only 3
respondents were wrong about the genres of the films they have watched.
Furthermore, in all analysed cases, the official film genre descriptions from the
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Internet Movie Data Base (imdb.com as accessed on15/05/2012) were used in
this research.
As was stated above, films most often have a combination of genres, for
example, “Vicky Cristina Barcelona” has “comedy”, “drama” and the “romance”
genres. The second film, “We Need to Talk About Kevin”, has a different
combination of genres: “drama” and “thriller”. Therefore, in the context of these
two films, the “drama” genre was present in 100% of cases, while all the other
genres were present in 50% of the analysed films. A similar approach was used
on a much grander scale to analyse all detected genres in all films that were the
subjects of this research, which resulted in no single genre to be present in
100% of the films. However, most and least frequently present genres were
identified via the implementation of this approach, which made further analysis
possible. Genres listed in Table 5.5 are represented in percentages, which
illustrate the frequency of the presence of these genres in the total number of
films, given by the respondents.
Table 5.5 Frequencies of genre presence
Genre
Drama
Comedy
Romance
Thriller
Adventure
Fantasy
Action
Crime
Musical
Biopic
Family
Science Fiction
Mystery
Horror
Animation
Historical
Urban
Documentary
Erotic

Frequency of genre being present in stated films
53.1%
42.5%
41.2%
21.9%
21.5%
20.6%
17.5%
15.4%
11.4%
5.7%
5.7%
2.6%
1.5%
1.3%
0.4%
0.3%
0%
0%
0%
Source: author
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As can be clearly seen from Table 5.5, certain genres are more frequently
present in the films selected by the respondents than other genres. From the
results it appears that, because such genres are not often present in the
favourite or the recently watched films of the respondents, this might mean that
such genres are less likely to be present in the films that affect the tourist
decision-making process. Indeed, if viewers do not tend to include these genres
in the spectrum of films they watch and/or like, such genres cannot have a
substantial effect on their tourism-related decisions. For example, the
“documentary” genre may not stimulate travel behaviour and decisions as
efficiently and as frequently as the “comedy” genre, and is less likely to be the
genre of the film which the respondents consider favourite or have seen
recently.
Therefore, the influence of the genres which are infrequently present in the
selected films on the decision-making process of the tourist is weak.
Consequently, “biopic”, “family”, “science fiction”, “mystery”, “horror”,
“animation”, “historical”, “urban”, “documentary” and “erotic” genres were
excluded from further analysis. All of these genres are present in less than 10%
of the analysed films, which allows concluding that these genres are not likely to
affect the decision-making process for the majority of the potential tourists. In
addition, low frequency of these genres makes them subject to error and not
suitable for deeper analysis.
Moreover, it must be stated that the “musical” genre, although rarely present in
stated films, is most often present in combination with other genres such as, for
example, “romance”. Although it was a genre of a relatively low number of films,
chosen by respondents, it was included in the analysis in order to establish
whether the musical component has an influence on the elements of the
decision-making process (Roskill, 1997; Lefebvre, 2006), which are not present
in other genres. It is important to clarify that the musical component is present in
most of the films in a variety of forms, because music is a powerful tool in filmmaking, used to address different goals in the process of narrating the story
(Cohen, 2001). However, this research does not aim to examine the influence of
musical component in depth, and in the context of this project, the “musical”
genre is a label for films that were described by such a genre in other sources,
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such as film creators and critics, and where musical performance is one of the
main tools to convey the plot. The typical example of such film is “The Sound of
Music”.
The analysis of this study was performed by using the Pearson chi-square test.
The questionnaire responses were recoded for appropriate usage. Specifically,
Likert scale questions were recoded to reduce the number of variables and
increase validity. Specifically, Likert scale questions in this research required
respondents to indicate their level of agreement with presented statements, and
respondents were given a choice between 5 options (Strongly Agree; Agree;
Neither Agree Nor Disagree; Disagree; Strongly Disagree) (See Appendix 3).
However, in some questions, there was an uneven distribution of numbers
between two similar groups (for example, Strongly Agree and Agree), which
compromised the validity of the analysis. Therefore, for the purposes of
statistics and analysis, it was considered possible to merge the numbers of two
groups with similar meaning (Strongly Agree and Agree; Disagree and Strongly
Disagree). This strategy proved useful, as SPSS analysis identified several
associations that were previously neglected because of the uneven distribution
of numbers in similar groups.
Furthermore, the analysed associations were examined to ensure that they
have acceptable number of minimum cell count and in more than 95% of cases
occur not by random chance. Furthermore, the associations appropriate for
deeper analysis were filtered to leave only those associations which are
relevant to this project. For example, associations were found between the way
respondents first saw the film (for example, in cinema, at home on television or
via laptop) and the way how they found out about the film (for example, through
magazine, newspaper, television commercial etc.) (See Appendix 3). While this
association is interesting in its own right, it does not contribute to the aim of this
thesis and does not add to the discussion about the way film genres influence
the decision-making processes of the tourist. Furthermore, this association
cannot represent an implication for further research in the area of Film Tourism,
because the connection between film commercial and film consumption falls
more into film industry and film marketing areas. For this reason, associations
that were found statistically valid during the analysis, but could not contribute to
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the discussions of this thesis or implicate further research in tourism, were
excluded from further analysis.
The associations that were found contributing and important for this thesis were
explored in more detail: by comparing the expected and observed count, the
nature of associations was established. The results are presented in Table 5.6.
The genre variables are associated with the tourist decision-making process
elements, and the Pearson chi-square test value, asymptotic significance and
degrees of freedom are presented.

6.492;
.039; df:2

11.131;
.004; df:2

Musical

12.582;
.002; df:2

11.763;
.003; df:2

9.349;
.009; df:2

5.246;
.022; df:1

Thriller

10.924;
.004; df:2

6.096;
.047; df:2

Adventur
e

6.845;
.033; df:2

9.767;
.008; df:2

Fantasy

10.915; 8.455;
12.451;
.004; df:2 .015; df:2 .002; df:2

Action

10.313;
.035; df:4

Relaxation
motivator

6.018;
.049; df:2

Source: author

As shown in Table 5.5, in the context of the sample collected within this

research project, “drama”, “comedy” and “romance” genres were found to be
Knowledge/
education motivator

Wish to visit site
of favourite films

Safety/Fun
motivator

Wish to visit during
organised trip

Excitement
motivator

Destination image

Achievement
motivator

Emotions

6.854;
.032; df:2

6.673;
.010; df:1

Familiarity

10.707;
.013; df:3

7.603;
Escape motivator
.022; df:1

Drama

Interest in
destination

Comedy

13.345; 10.904;
.010; df:4 .028; df:4

Romanc
e
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Table 5.6 Genre and the tourist decision-making process elements:

Pearson chi-square test value, significance and degrees of freedom
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most often present in films respondents chose when they completed the
questionnaires. For this reason, these popular genres were expected to have
stronger and more evident influence on the elements of the tourist decisionmaking. However, this prognosis has been rejected by the associations that
were outlined during the tests. As can be seen from Table 5.6, only the
expectations about the “comedy” genre were supported statistically, and it is
notable that this genre has associations with the highest number of the tourist
decision-making factors, while “drama” and the “romance” genres are
associated with 1 (“drama”) and 2 (“romance”) factors.
The “drama” genre, therefore, is subject of an interesting phenomenon: while it
is the most frequently present genre in the films respondents chose, it has the
lowest number of factors it may influence. The reason for this phenomenon may
lie in the fact that the “drama” genre is most often present in combination with
other genres, such as “comedy” and “romance” and, therefore, has a low level
of individual influence. However, this explanation requires additional research.
Moreover, the only genre which was analysed and appeared to have less
influence than the “drama” genre is the “crime” genre, which was established to
have no notable associations, despite being present in 15.4% of the analysed
films (Table 5.5).
Focusing on the factors of the tourist decision-making process, it is notable that
the Exciting motivator is associated with the highest number of the genres. This
suggests that potential tourists who are strongly affected by the Exciting
motivator are more likely to be affected by film genres in their decisions. The
connections between the genres and motivational factors will be discussed in
greater detail next.
5.5 Genres and motivation
When focusing on the motivational factors, two approaches were implemented
in the survey to test two different motivation factor types of the potential tourist.
Firstly, the survey evaluated which motivators affect potential tourists in their
general tourism-related decisions, which can be applied to any random
destination, and represent general decision preferences and processes of a
particular tourist. Such motivators are labelled as general. Secondly, this
research identified and explored motivators, which would stimulate the wish of
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the potential tourist to visit a specific destination, portrayed in their favourite film,
or the film they have seen recently. Such motivators are labelled as special.
The reason for this approach lies in the hypothesis that the genres may
influence general and film-specific tourism decisions differently. For example,
while people who prefer the “drama” genre may not be influenced by the
Escape motivator in their general decisions, it may be the case when they make
a decision about a specific destination portrayed in the film they have selected.
Moreover, there is an important additional factor, specifically, the role of films in
the tourist decisions of different types of the tourist. As stated in Chapter 3,
Macionis (2004) outlined several types of the Film Tourists: the Specific Film
Tourist, the General Film Tourist and the Serendipitous Film Tourist. It can be
suggested that General Film Tourists and the Serendipitous Film Tourist s are
expected to adhere to their general motivators more when making a decision to
travel to the destination they have seen in the film. However, Specific Film
Tourists may be influenced by special motivators more, as they are more likely
to make a specific notion about the role of film in their decision.
5.5.1 Genre and motivator associations
Furthermore, the effort has been made during the analysis to explore the
connections between special motivators, applicable only to a specific
destination portrayed in the film, and general motivators. It is important to
examine whether special and general tourist motivators are affected by the
same genres. A series of chi-square tests have been conducted, and the
statistical associations are presented in Table 5.6.
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Table 5.7 General and special decision motivators and genre associations
Genre

Motivators genre has statistical associations with
General decision motivators
Special decision motivators
Escape
Relaxation

Drama
Comedy
Romance
Thriller
Excitement
Adventure Excitement; Achievement
Excitement; Achievement
Fantasy
Excitement; Escape;
Safety/Fun
Action
Excitement
Musical
Safety/Fun
Source: author

The results illustrate an interesting tendency, as it is established that genres
rarely influence the same motivators in general and special groups. Indeed,
most often, genres can influence either general or special motivators, with the
“adventure” genre being the only notable exception; the respondents who chose
this genre are motivated by the same motivators in both general tourist
decisions, and decisions specific to the actual destination they have seen in the
film, with motivators being Excitement and Achievement. However, a slight
variation is detected within the Achievement motivator, specifically, in their
general decisions to travel, respondents travel to be able to tell other people
they know where they have been, but they would travel to the specific
destination portrayed in films to visit the places people they know have not been
to.
Consequently, where genres influence general motivators, it signals that
respondents who prefer films of a certain genre are influenced by certain
motivators in their general decisions that may not involve travelling to the
destination they have seen in the film. Therefore, it is more likely for such
respondents to be General Film Tourists or Serendipitous Film Tourists
(Macionis, 2004), and the genre they prefer can be used to evaluate their
general tourist decision-making patterns. Similarly, where genres affect special
motivators, it indicates that respondents who prefer films of a certain genre are
influenced by certain motivators in the specific context of the destination of their
favourite or most recently watched film.
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To summarise, these results suggest that the influence of films is related to the
role films play in the decision-making process of the tourist which,
consecutively, is determined by the nature of the Film Tourist. If the potential
tourist falls into General Film Tourist or Serendipitous Film Tourist category, it
can be suggested that if they have preference to a certain genre, for example,
“drama”, and may generally be more influenced by Escape motivator (Table
5.7). Likewise, if the potential tourist falls into the Specific Film Tourist category,
it would appear that if they have a preference to a certain genre, for example,
“comedy”, they may be more likely to go to the destination they saw in the film
of such a genre motivated by Relaxation motivator. These findings contribute to
the previous research by Busby and Klug (2001), Singh and Best (2004) and
Macionis (2004) and suggest that the role of genres is complex and is
influenced, to an extent, by the motivational characteristics of the tourist, and
that genres can be used to predict patterns of the potential tourist behaviour
more efficiently if the type of the Film Tourist can be determined.
5.5.2 General motivators and special motivators connection
The argument is being taken further, as the influence of the genres can be more
deeply explored by associating general and special motivators. The hypothesis
for such analysis is the suggestion that even if certain genres do not influence
specific motivators (Table 5.7), they may affect general motivators, meaning
that respondents may go to the film portrayed destination motivated by the
same factors they would be in their general tourist decisions.
Specifically, tourists may not consider the film as an important factor in their
travel-related decisions. However, they may develop a wish to travel to the film
portrayed location in specific circumstances, for example, if the specific film they
have watched portrayed a destination as exceptionally desirable. In this
situation, two possible processes may occur. Firstly, the viewers may become
Specific Film Tourists and specifically wish to travel to the film location
(Macionis, 2004). Secondly, the viewers may wish to travel to the film location
motivated by the same motivators they are motivated by in their general
tourism-related decisions because the film portrayed the location as a
destination where their general motivational demands can be met. In such a
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situation, general motivators form the special motivators to travel to the specific
film location.
As was shown in Table 5.7, the general travel motivators of respondents may
differ from motivators when they wish to travel to specific film-portrayed
destination. However, it is possible to suggest that if the respondent generally
travels to the destination motivated by a certain motivator, it would make
him/her to travel to the specific film portrayed destination for the same reason;
the motivation to travel to a specific film-portrayed location may be the same as
for any other general travel. This research examined associations between
general and special motivators and identified which general motivators can
provoke the development of the same special motivators. The results are
presented in Table 5.8.
Table 5.8 General motivators developing into special motivators
General motivators
Excitement
Knowledge/Education
Relaxation
Achievement
Family
Escape
Safety/Fun
Away from Home/Seeing

General motivators
develop special motivators
Develops; Value:82.277;
Asymp. Sig: .000; df:4
Does not develop
Develops; Value:109.738;
Asymp. Sig:.000; df:4
Develops; Value: 70.561;
Asymp. Sig:.000; df:4
Develops; Value: 83.023
Asymp. Sig:.000; df:4
Does not develop
Develops; Value: 78.849;
Asymp. Sig:.000; df:4
Does not develop
Source: author

Special motivator
Excitement
Knowledge/Education
Relaxation
Achievement
Family
Escape
Safety/Fun
Away from Home/Seeing

As can be seen from Table 5.8, this suggestion was partially confirmed, as
most, but not all general motivators are statistically associated with their special
counterparts. To be precise, results suggest that such assumption is applicable
only to the Excitement, Relaxation, Achievement and Family motivators. For
example, respondents who generally travel motivated by the Exciting motivator,
the development of this general motivator is statistically associated (with 99.9%
probability level) with the development of special Exciting motivator, and such
respondents may more likely wish to travel to a specific film-portrayed location
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motivated by the Exciting motivator. However, the situation with
Knowledge/Education, Escape and “Away from Home/Seeing” motivating
factors is different. It appears that, even if respondents are generally motivated
by such factors in their tourism-related decisions, it does not necessarily have
any effect on their decisions when focused on a specific destination they have
seen in the film, and they may travel there to meet different motivational needs.
The reasons for this phenomenon demand further exploration, but a hypothesis
can be formed to try to explain it. The Exciting motivator is the easiest to draw
the possible explanation for, as it is present in both general and specific
motivator groups, therefore, may be expected to be influential for all types of
Film Tourist. The Relaxation motivator, when being the main reason for
travelling, is rarely affected by additional factors, to a certain extent, due to the
lack of vocational activity of such tourists, who seek rest and would not
welcome stimulation. In such cases, it would indeed not be likely for them to
travel for different reasons other than Relaxation. The Achievement motivator is,
to a certain degree, explained by the fact that part of this motivator involves
telling other people about the places you have been to, and a visit to the film
destination may provide an additional credit to such activity. The family
motivator may be explained when film location is simultaneously a location for a
family gathering.
With regard to less influential genres, Knowledge/Education is the factor
particularly valued by cultural tourists, who consider many factors in their
decisions, and would rarely perceive the fact that the destination was portrayed
in the film as a dominant factor in their decisions if other possible locations can
satisfy their need for Knowledge/Education to a greater degree, and this
suggestion corresponds with previous research by Busby and Klug (2001) that
Film tourist may possess high education level and, consequently, value the
ability of the destination to meet their Knowledge/Education motives to travel.
Moreover, the Escape motivator suggests that the escape factor is available in
a selected number of locations, and may be altered if the destination has been
portrayed in the film. Indeed, if the destination becomes famous due to
exposure in the movie, it may lose an Escape quality due to the increased
number of visitors, even if the film promoted Escape-inducing images. The
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Away from Home/Seeing motivator was not selected by respondents
extensively enough to make a valid comment concerning it.
However, it must be stated that outlined hypothesis are theoretical in nature,
and deeper insight is needed to increase the degree of their certainty.
Moreover, from the discussion above it can be acknowledged that the role of
genres is complex, and the spectrum of influences they have on the tourist
decision-making process is diverse and results from a combination of factors,
such as, for example, the tourist type. Specifically, as shown in Table 5.7,
Special Film Tourist may be influenced by genres differently than Serendipitous
Film Tourist or General Film Tourist. In order to understand genre influence in
greater depth, genres need to be analysed in greater detail next.
5.6 Direct film genre associations
The following part of the chapter describes the influences of genres in greater
detail, focusing firstly on genres with the highest presence frequency. The
description adopts theories from Chapters 2 and 3, and determines which of the
elements of the decision-making process films influence are affected by such
genres (Table 4.4).
Moreover, while a number of statistically significant associations have been
found between genres and the elements of the decision making process, it is
important to note that genres are the dominant influencing factor in these
associations. The reason for this is that the genre of the film is a constant
variable, not altered by tourist characteristics. To be precise, the genre of the
film can influence and alter the elements of the decision-making process, for
example, increase interest in destination, develop a motivation to travel, or
cause other effects. However, the reverse process is not applicable: the
decision-making process has no effect on the genre of the film that respondent
watches. It is important to note that, to an extent, both decision-making process
and the choice of the genre may be affected by the personality of the tourist.
Nevertheless, when tourist is watching the film, the genre of it is constant, and
does not change depending on the type of tourist or his/her decision-making
process. Therefore, it must be acknowledged that while films influence the
decision-making process elements, tourist characteristics have no control over
film genre, which suggests that film genre is a stronger influencing factor due to

175

its unchangeable nature, and is the dominant element in the outlined
associations, provoking change in the tourist profile and decisions.
The statistical associations are first described in detail, and then summarised in
the diagrams, and significant associations are marked identified. Moreover, the
differences between expected and observed results, which were indicated
during the statistical analysis, are outlined. Where the observed result exceeded
the expected one, the association was labelled positive, and is marked in the
diagrams with a solid black arrow line. Subsequently, where observed result
was lower than the exceeded one, the association was labelled as negative,
and is indicated with a dotted black arrow line. The cross-tabulation tables for
each association can be found in Appendix 7. The statistical associations of
each of the analysed genres will be discussed in greater detail next with
reference to the research literature where appropriate.
5.6.1 The “drama” genre association
The only notable association of the “drama” genre which corresponded to the
objectives of this thesis is the association between this genre and the Escape
motivator (Macionis, 2004), as illustrated in Table 5.6. Focusing on the
motivational perspective, it appears that respondents, who selected films with
the “drama” genre, are more likely to be influenced by the Escape motivator to
travel, and wish to be able to escape from everyday life on holiday. As shown in
Table 5.7, in this case the Escape motivator has a general nature; therefore, it
appears that respondents, who favour the “drama” genre films, are likely to be
influenced by the Escape motivator in their general tourist decisions. Examples
of this include, as selected from quantitative sampling, films such as “Get
Carter”, “Slumdog Millionaire”, “Desperately Seeking Susan”, “Lord of The
Rings-Return of The King”, among others. However, the diversity of the films
indicates that the “drama” genre is vague, and almost never is the core genre of
the film, but rather a supporting genre. For example, “Lord of The Rings-Return
of The King”, although labelled as “action”, “adventure” and “drama”, is to a
greater extent an “adventure” film with definite elements of “action” and “drama”,
rather than a “drama” film with elements of “action” and “adventure”.
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This quality of the “drama” genre - being an element to an extent present in
many films, but comparatively rarely being a defining genre, may be a reason
why while being the most frequent genre it has a small number of associations
with the elements of the tourist decision-making process. Moreover, statistical
results indicate that, despite the highest frequency of presence of this genre, no
additional noticeable associations were detected between the “drama” genre
and other elements of the decision-making process, as shown in Table 5.6.
Figure 5.1 maps the sole positive association of the “drama” genre with a solid
black line.
Figure 5.1 The “drama” genre association

Drama

Escape
Source: author

5.6.2 The “comedy” genre associations
The “comedy” genre, as shown in Table 5.6, has the highest number of
associations with the elements of tourist decision-making, specifically, 5 valid
associations were found during the tests. However, it is important to note that
an additional association was found between the “comedy” genre and the ability
of the viewer to correctly identify the specific location where the film has been
filmed. Specifically, during the survey respondents were asked to state the film
and the location where they think it has been filmed. The locations of the films
were checked by the researcher during the analysis to identify whether
respondents were correct in their location identification, and this factor was
approached as a variable during chi-square test. Moreover, in the majority of
films, the respondents did manage to correctly identify at least one location
where the filming took place, even if only generally (for example, stating that
“The Lord of The Rings” has been filmed in New Zealand). Nevertheless, in a
small number of films, respondents were wrong when stating where, in their
opinion, the film has been filmed. Interestingly, in most such cases, the
“comedy” genre is used to describe such films. Therefore, it would appear that
the “comedy” genre may be the most confusing genre, preventing the viewers
from correctly identifying the location where the film was filmed.
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Focusing on the development of the interest in destination, it can be suggested
that the “comedy” genre does not stimulate the development of such interest, as
less respondents than expected indicated such development after the exposure
to the film of this genre. However, a different tendency is established in the
relationship between the “comedy” genre and the development of the familiarity
with the destination: respondents generally agree that they become more
familiar with the destination after seeing a “comedy” film. This is a contributing
factor to the decision-making process because Tasci (2009) concluded that the
development of familiarity may decrease social distance, develop the image of
destination and increase the probability of subsequent tourist behaviour, which
includes (but is not limited to) visitation.
While such results were established, the possible reason for these processes
cannot be stated with certainty, and additional research is required in this area.
However, it can be suggested that in the case of the “comedy” genre, it may be
its characteristics of easiness and triviality that are the reasons why it does not
contribute to the development of the interest in destination, but still familiarize
with it. However, such a statement is purely hypothetical, and there are
examples of comedies that portray the destination to a sufficient extent, for
example, “Home Alone 2” (New York), or the more recent “The Proposal”
(Alaska).
Focusing on the emotional responses, the “comedy” genre is less likely to
develop a negative emotional response in respondents. Therefore, films of this
genre may not be expected to have a negative effect on the emotional profile of
the tourist, which could affect the process of their decision-making, contributing
to the research by Kim (2012).This result was to a sufficient degree expected,
as comedies are designed and produced in a way that would not involve such
films to cause negative emotions, as it is one of the core principles of this genre
to attempt to create positive emotions.
The main contribution of the analysis of this genre lies in the establishment of
the specific motivators to travel, as reasons have been identified for the tourists
to travel to the destination portrayed in the film of this genre. After exposure to
the destination via a “comedy” film, respondents are unlikely to travel to the
portrayed destination to make a specific trip to the film site. The examples of
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such films are “Mamma Mia!”, “Little Miss Sunshine” and “The Devil Wears
Prada”. To an extent, these results may be due to the fact that the film may not
show a destination in sufficient detail for the respondents to be able to associate
it with the film. Moreover, respondents are more likely to visit the destination
they have seen in the “comedy” film in order to do nothing and relax. This
suggests that the “comedy” genre has a weaker influence on the Specific Film
Tourist, and is more applicable to the Serendipitous and General Film Tourists
(Macionis, 2004), having higher effect on the tourists who are more affected by
the Relaxation motivator. In addition, when adopting the classification by Kozak
(2002), Relaxation seeking tourists are more influenced by this genre. Figure
5.2 summarises the discussion, indicating positive associations of the “comedy”
genre with solid lines, and negative associations with dotted lines. This
approach will be used to map the associations throughout this chapter.
Figure 5.2 The “comedy” genre associations
Interest in
destination
Familiarity
Negative
Emotions

Comedy

Visit locations of
favourite films
Relaxation

Source: author
5.6.3 The “romance” genre associations
The positive influence of this genre is present in relation to the interest in the
portrayed destination, and the changes in the perception of the image of this
destination. This suggests that the “romance”, therefore, may influence the
process of information search and contribute to the tourist decision-making
process, as suggested by Decrop and Snelders (2005) (2.2.6).
This argument is taken further, as the “romantic” genre not only does increase
the interest in destination, but also improves its image. The improved image
contributes to the tourist decision-making process, as stated by Hsu et al.
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(2009) who suggested that the tourists perceive destination image as one of the
most important factors in their decision-making process. It can increase their
loyalty or develop motivators (Singh and Best, 2004; Macionis, 2004).
Furthermore, it is possible to view two stated influences in combination, and
conclude that this genre causes an increase in the interest and positive
perception of the portrayed destination. This may stimulate other elements of
the decision-making process (for example, information search) and affect tourist
decisions to a significant extent. The examples of films with such effect are
“Desperately Seeking Susan”, “Pride and Prejudice” and “The Rum Diary”.
Figure 5.3 The “romance” genre associations
Interest in
destination
Romance
Destination
image

Source: author
5.6.4 The “thriller” genre associations
This genre has associations with three elements of the tourist decision-making
factors: emotions, Exciting motivator and a wish to make an additional trip to the
film portrayed destination while on organised trip. From the emotional
perspective, it is evident that those exposed to the film with this genre have a
higher probability of developing the negative emotions, which may influence
their decisions. This is of significance for this research, as the importance of
emotions has been acknowledged as a powerful factor that shapes the tourist
decision process. Indeed, as stated by Decrop and Snelders, (2005), people
sometimes make their vacation decisions according to momentary moods or
emotions.
However, this argument is being taken further, as a peculiar phenomenon has
been found during the analysis. Based on the results of previous association, it
was logical to draw the hypothesis that the “thriller” genre has a damaging
influence on the decision-making process, as it develops negative emotions.
However, further analysis proved that it is not always the case. Specifically,
such expectations were not met in the case of the special Exciting motivator.
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Indeed, it is more likely that respondents would travel to the destination they
have seen in the “thriller” film to experience excitement, even if they would not
be affected by this motivator in their general decisions.
To the extent, this result has been expected, as the “thriller” genre films, by
definition and nature, are designed and produced to cause the feeling of thrill,
and respondents could travel to the destination searching to relive and reexperience this feeling if they enjoyed it. The critical statement of this result lies
in the fact that negative emotions of tension and suspense that the “thriller”
genre creates, while being perceived as negative, may be desirable by
respondents who wish to experience that sort of leisure, and consequently,
travel to the destination. This suggests an interesting hypothesis that while
certain genres, most notably, the “thriller” genre, may influence emotions in a
negative way, this does not necessarily lead to a negative influence on other
elements of the decision-making process, and may indeed prove to have a
positive effect. Moreover, this suggestion contributes to the previous research
by Escher and Zimmerman (2001) and Olsberg/SPI (2007) as it detects the
result of manipulations between plot and location which may result in emotional
meanings for viewers. The examples of such unusual films are; “Slumdog
Millionaire”, “The Tourist” and “In Bruges”.
In addition, while the “thriller” genre has no clear positive association with the
wish to make an additional visit during the organised trip, an interesting result
lies in the tendency where respondents who saw films of this genre are less
unlikely to make such an organised trip. This result may not be as specific and
strong as a “more likely to make an additional trip” result, but the effect the
“thriller” genre has on probability of additional visit needs to be acknowledged.
Figure 5.4 The “thriller” genre associations
Positive
Emotions
Thriller

Excitement
Visit during
organised trip

Source: author
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5.6.5 The “adventure” genre associations
The “adventure” genre affects both general and special motivators. To be
precise, both General Film Tourists and Specific Film Tourists (Macionis, 2004)
who watch the “adventure” genre films are motivated to travel in order to seek
excitement. This result was to a degree expected, as “adventure” films tend to
supply excitement, and respondents would travel for this reason to satisfy
desire for excitement to a greater degree. The most notable example of such
films is “The Lord of The Rings”, but there are other representatives, such as
“Into the Wild”, “The Beach” and two recent James Bond films, specifically,
“Casino Royale” and “Quantum of Solace”. Moreover, results of Achievement
motivator are more complex, and need to be described in greater detail.
As was stated by Yoon and Uysal (2005), the Achievement motivator consists
of several sub-factors, such as “Going places where friends have not been” and
“Talking about the trip” (Table 2.4). Both of these sub-factors were found to be
associated with the “adventure” genre, but the nature of their influence is
different. Specifically, respondents who watch “adventure” films generally travel
to experience the Achievement motivator by talking about their trip afterwards.
Indeed, Crompton (1979) referred to this motivator as “Prestige”, and the feeling
of achievement can be acquired by implementing such activities. The examples
of such films are; “The Lord of The Rings”, “Alice in Wonderland (Tim Burton’s
version), “Indiana Jones and the Last Crusade”, Harry Potter films or the less
famous “Lawrence of Arabia”.
However, although respondents travel to the destinations generally motivated
by Achievement factors, when referring to a specific destination they have seen
in the film, their decision process and motivational factors change to a degree.
While they still want to travel because of the Achievement motives, they would
more likely do so if people they know have not been to the film location. It may
be that the fact that their friends have not been to the destination, which is
known to be portrayed by the film, in combination with the general motive of
talking about their trips, enhances Achievement motivator for such respondents.
Films with such influence include films such as “The Lord of The Rings” and
“Harry Potter”, but also have such examples as “Australia” and “The
Extraordinary Adventures of Adele Blanc-Sec”. It may be suggested that while
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both General Film Tourists and Specific Film Tourists may develop the
Achievement motivator after watching the “adventure” genre film, General Film
Tourists may want to travel to be able to talk about their trip afterwards, but
Specific Film Tourists may want to travel to visit places people they know have
not been to. This suggestion contributes to the research by Macionis (2004), as
it may be suggested that the same motivator affects different types of Film
Tourists (General and Specific) differently, further exploring the spectrum of
possible Film Tourist behaviour.
Finally, it must be added that a statistically significant association has been
found between the “adventure” genre and the wish to make an additional trip
visit while on an organized trip. Combined with other motivational factors
described above, this result was expected, to an extent: while the respondent
may not travel specifically to see the film location, if given the opportunity to do
so during the trip, they are more likely to make such a visit to satisfy their
Achievement and Excitement motives. Films of such effect include “Little Miss
Sunshine” and “Out of Africa”.
Figure 5.5 The “adventure” genre associations

Achievement

Adventure

Excitement
Visit during
organised
trip

Source: author
5.6.6 The “fantasy” genre associations
Although the “fantasy” genre does not have a high number of associations, it is
connected to the respondent profile by having an association with the role of
emotions in their decision-making process. To be exact, those respondents who
watch “fantasy” films pay much attention to their emotions when making
decisions about the destination. However, this does not mean that the “fantasy”
genre affects their decisions, but suggests that those respondents who watch
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the “fantasy” films would need to be more emotionally involved with the
destination to travel there.
From the perspective of other associations, the “fantasy” genre is an interesting
phenomenon in the study of genre because, although it is expected to be
stimulating in nature, it is only associated with general motivators, specifically,
the Exciting motivator, Escape motivator and Safety/Fun motivator, and all of
these associations are negative. These results are unexpected, and further
research is needed to identify the reason for them. Most unusual is the fact that
such motivators were expected to have positive associations with this genre.
“Fantasy” films are designed to excite, and provide an escape factor into the
imaginary non-existent reality where normal laws are not applicable, and the
fact that respondents who watch these films appear not to be motivated by
these factors is unexpected. The example of such films is “Troll Hunter”.
One possible reason for this phenomenon may lie in the fact that while films, via
the usage of specific technological solutions and implications, do create an
image of fantasy land and extraordinary, exciting events, the locations where
such solutions were implicated for the filming, when visited by the tourists, lack
the ability to reproduce the effects seen in the films, and may leave respondents
disappointed or uninterested. This suggestion is drawn from the previous
research by Couldry (1998) about the phenomenon of hyperreality. Specifically,
in the case of fantasy films, it would appear that film locations are the examples
of “hyperreality” and, in accordance with Kim and Richardson (2003), the
specific content of the movie affected the viewers’ image of a destination
portrayed in the film in a negative direction. The other possible reason may lie in
the fact that the “fantasy” genre, as was the case with the “drama” genre, is
rarely the primary genre of the film, and its role in the tourist decision-making
process is limited and contributes to the effects of other genres.
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Figure 5.6 The “fantasy” genre associations
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Escape
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Source: author

5.6.7 The “action” genre associations
The “action” genre does not associate with a large number of the decisionmaking process elements. Nevertheless, two significant associations have been
found with this genre: an association with the general Exciting motivator
(Macionis, 2004) and an association with the wish to visit historical places. The
most notable possible conclusion is that the “action” genre has a comparatively
low degree of influence over the decisions of tourists. Moreover, respondents
who watch films of this genre tend to generally travel to experience Excitement.
However, that does not necessarily lead them to travel to a destination they
have seen in the film for such a reason, and while they may wish to experience
Excitement, their primary reasons for the visit may be different. The examples of
the films with such an effect include “Bullitt”, “Fast and Furious (part 5)” and,
notably, “The Lord of The Rings”.
From the perspective of the cultural tourist, the analysis suggests that tourists
who travel to the locations respondents who watch films the “action” genre may
not consider visiting historical places to be an important part of their tourism
experiences. This suggests that the “action” genre may have a low effect on
cultural tourists. Moreover, as visiting historical places is a part of
Knowledge/Education motivator (Yoon and Uysal, 2005), is possible that such
films do not affect the tourists who are motivated by this factor. Films with such
non-existent influence are, for example, “The Karate Kid” and the “Fast Five”.
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Figure 5.7 The “action” genre associations
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Action
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Source: author
5.6.8 The “musical” genre associations
The “musical” genre, although rarely present in films, and rarely acting
individually, was found to have an influence on the elements of the decisionmaking process, as it was established by the analysis that the respondents
were not interested in the destination before watching the film of such a genre.
This is an interesting phenomenon, which suggests that the tourists do not
watch the “musical” genre films with an intention to increase their knowledge
about the destination, which may be the case with films associated with certain
destinations, such as “In Bruges”, “The Lord of The Rings” or “Australia”,
strongly associated with specific destinations. This may be because “musical”
films have a specific element which is most often the reason for respondents to
watch such films (musical and vocal performances), and the locations where the
film was made are not factors of equal importance.
From the motivational perspective, this genre is associated with a special
Safety/Fun motivator, and the wish to see the location of favourite films.
Focusing on special Safety/Fun motivator, the reason for the respondents to
visit location portrayed in “musical” film may more likely be to feel safe and
secure. This can be the result of the “musical” films often conveying positive
images through song and dance performances, although there are examples of
more stimulating and exciting musicals, such as “The Phantom of the Opera”.
However, in the context of this research, it can be suggested that musicals
create an image of the destination where respondents could fulfil the desire to
feel safe and secure, and the examples of such films include “Captain Corelli's
Mandolin” and “Mamma Mia!”.
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Moreover, respondents exposed to the destination via the “musical” genre may
more likely wish to visit the destination to see the location of their favourite films.
A well-known example of such a phenomenon is “The Sound of Music”, and the
effect it has on the location it portrays, Salzburg, was the subject of research by
Voase (2002). This thesis adds validity to the suggestion of this researcher,
discussed in section 3.8, as it confirms that Salzburg is represented as a safe
and desirable location in this film. Moreover, it may be suggested that similar
effect is evident in films such as the “The Full Monty”, “Mamma Mia!” and
“Cabaret”. This suggests that the “musical” genre can affect General and
Specific Film Tourists (Macionis, 2004) to a greater degree.
Figure 5.8 The “musical” genre associations

Visit the location of
favourite films
Musical
Safety/Fun

Source: author
5.6.9 Combined positive genre associations
The elements of the decision-making process that have statistically significant
associations with the genres have been identified, and the individual associated
characteristics of every genre. However, it must be stressed that the influence
of genres is a highly complicated and diverse process. The reason for this lies
in the fact that films are rarely represented by a single genre, and more often
include several different ones. Moreover, for the purposes of this research, it
was considered necessary to summarise the effects genres have on the
decision-making process. This was achieved by combining the diagrams,
presented at the end of every genre association description, into a wider and
more general association diagram (see Figure 5.9) which maps all positive
statistical associations of genres with solid black lines. For the Pearson chisquare test value, asymptotic significance and degrees of freedom refer to
Table 5.6.
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Figure 5.9 Combined positive associations of the genres
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Source: author
From Figure 5.9 it can be seen that certain elements of the decision-making
process are more influenced by genres than others. More specifically, from the
motivational perspective, the Exciting motivator is suggested to be the most
affected by the film genres, as it has positive associations with the largest
number of genres, specifically, “thriller”, “action” and “adventure” (Table 5.6).
Other motivational factors were only influenced by one genre each, and include
Escape motivator, influenced by “drama”, Relaxation motivator, influenced by
“comedy”, Achievement motivator, influenced by “adventure”, and Safety/Fun
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motivator, influenced by “musical”. These findings build on the suggestions of
Macionis (2004) (see section 3.8) and suggest that Film Tourism types may be
affected by specific genres differently because specific motivations of each Film
Tourism type may be different (see Table 3.1).
An interesting tendency was established between the elements of information
search process and the “romance” genre. It was recognized to be the only
genre which, while not associating with any motivators, has an association with
the information search process, and is capable of causing interest in a
destination and improving the image of the destination. These findings
correspond and add validity to the suggestions of previous researchers, for
example, Riley and Van Doren (1992) and Kim and Richardson (2003).
However, it must be stressed that survey data suggests the “romance” genre to
be the only genre that may influence interest in destination. Therefore, films of
this genre may be expected to increase interest in destination and improve
destination image more efficiently than films of other genres. The reason for this
phenomenon requires additional research. Moreover, emotions, another potent
and powerful factor in the decision-making process of the tourist, proved to be
the subject of positive association with the “comedy” genre.
5.6.10 Combined negative genre associations
The negative associations demand the same approach and procedure, as the
findings conclude that several elements of the decision-making process are
subjects of the negative associations by the genres. Figure 5.10 illustrates the
combination of the negative statistical associations, mapping them with dotted
black lines. For Pearson chi-square test value, asymptotic significance and
degrees of freedom refer to Table 5.6.
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Figure 5.10 Combined negative associations of the genres
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As can be seen in Figure 5.10, from the motivational perspective, two genres,
specifically, “comedy” and “fantasy”, were found to be negatively associated
with the development of motivators. The “comedy” genre, in addition, has a
negative association with the wish to visit the locations of favourite films.
Furthermore, “comedy” is negatively associated with the development of the
familiarity and the interest in the destination, which may be the result of the nonserious and relaxed nature of the films of this genre. These results correspond
with the research by Kim and Richardson (2003) who suggested that the effect
of films on tourist behaviour may have a negative nature.
Furthermore, the “fantasy” genre associations are limited to the motivators only:
this genre demonstrates a wider spectrum of associations with motivators, but
all these motivators are general. It can be suggested that the negative effects
the “fantasy” genre has on the decision-making process is limited to the
motivator factors, as the tourists who value Excitement, Escape and Safety/Fun
motivators are less likely to be affected by the “fantasy” genre .
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The “thriller” genre has a negative association with the emotional response of
the tourist. The reason for this phenomenon needs to be further tested, but it
can be suggested that “thriller” films are designed to stimulate the moods of the
audiences, forming a high level of anticipation, and feelings such as uncertainty,
surprise, anxiety and/or terror. For this reason, the general emotional tension,
created by the film of this genre, although positive in the context of the film, may
have a negative influence for the image of the destination. The visit during the
guided tours is also not supported by this genre, but it was decided that, for the
purposes of this research, this tendency will not be further explored, as a
relatively small number of respondents selected that method of visiting a
destination as their most frequently used method.
Finally, the “action” genre is negatively associated with the motive to travel to
the destination to visit the historical places. The reasons for this tendency will
not be further explored in this research, but it can be suggested that visits to
historical places are more distinctive for the cultural tourist, and “action” films
may not influence this tourist type to a sufficient extent. However, this
hypothesis, represents an implication for further research, as it needs additional
proof.
5.7 Factors film genres have no associations with
The chapter has identified the elements of the tourist decision-making process
that film genres have direct associations with. However, for the purposes of this
research, it is important to define the factors that film genres appear to have no
associations with. Moreover, it is important to note that the number of factors
with no statistical associations is relatively small. Firstly, as reported at the
beginning of this chapter, genres have no statistical associations with any
demographic characteristics of the viewers. Secondly, genres have no statistical
associations with the place where the film has been watched. Specifically, films
of any genre may be watched in the cinema, during the trip, or at home, with no
apparent preferences to watch a specific genre in a specific place. Thirdly,
genres have no statistical associations with the companion(s) with whom the
respondent watched the film for the first time. While it may be suggested that
“romantic” films may be expected to be watched with spouse and/ or partner, or
“horror” films may be expected to be watched in a group of friends, such
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suggestions did not receive statistical evidence during chi-square tests. Finally
and most importantly, genres have no association with the actual visit (but not
the wish to visit) to the destination either before or after exposure to the film.
The result that genres have no effect on the actual visit to the film location
before watching the film was, to a great degree, expected; indeed, a film not
watched cannot affect the tourist to visit the location where it was filmed. In
such cases, the fact that the viewer has visited the destination of the film before
watching the film is more likely to be coincidental. However, the tourist may
choose to watch the film of the previously visited location in order to experience
nostalgia.
Focusing on the visit after watching the film, although associations with genres
could be expected here they were not detected during the analysis. In order to
explain why such association did not accrue, an open question was added into
in the survey, which provided the respondents with an opportunity to give the
reasons for this phenomenon. Where respondents chose to give detailed
reasons for not visiting the destination after watching the film, most popular
reasons were the lack of financial resources or time to do so and, in some
cases, the fact that such a visit has already taken place before watching the
film. It can be concluded that genres alone are not a strong enough factor to
influence travel decisions for most respondents, and act more as a contributing
factor, affecting decisions in combination with other elements of the film, which,
in turn, affect decision in combination with other factors, such as financial
resources, availability for travel, health issues, and the amount of vacation time.
5.8 Summary
In summary, a number of statistical associations between genres and the
elements of the decision-making have been identified. From the motivational
perspective, it is important to note that the Exciting motivator is most likely to be
affected by film genres, as it is associated with three genres, while all other
genres only associate with a maximum number of one motivator.
From the perspective of the information search, “romance” and the “comedy”
genres were found to be associated with aspects of this element of the
decision-making process of the tourists. Specifically, “romance” is the only
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genre which has positive associations with the interest in the destination and
the destination image, while “comedy” is negatively associated with the interest
in the destination and the development of the familiarity with it. Moreover, from
the emotional perspective, “comedy” has an effect of positive emotion
development, while “thriller” has a negative influence on that factor of the tourist
decision-making process, although this may not necessarily be a damaging
factor.
Focusing attention on the direct negative influence of the genres, two genres
are found to have possible negative effects on the decision-making. Specifically,
the “fantasy” is negatively associated with three motivators; Escape, Safety/Fun
and Excitement, and viewers who watched the film of the “fantasy” genre may
be less expected to travel motivated by such factors. Moreover, the “comedy”
genre is the only genre capable of negatively affecting the elements of the
information search process, as it may decrease the interest in the destination
and the level of familiarity with it. It is also worth pointing out again that the
emotions of the viewers are only negatively influenced by “thriller”, but that may
not necessarily be a damaging influence on the decision-making process.
Moreover, the most unusual process is found with the “fantasy” genre, as it was
found to be negatively associated with the Excitement, Escape and Safety/Fun
motivators, but the results from the observation of tourism tendencies indicate
the opposite effect, for example, the visits to UK after the screening of “Harry
Potter” films, or visits to New Zealand after the screening of “The Lord of The
Rings” films. However, these films are not purely in the genre of “fantasy”, but
also “action”, “adventure” and others, but it must be acknowledged that they do
have a considerable extent of the “fantasy” element in them. This phenomenon
represents an implication for further studies, as specific motivators to visit
portrayed destinations may originate in other factors of the film but not genres.
Moreover, the decision to travel is more likely to take the form of a special visit
to the film location, or a visit during an organised trip, which proves that
Serendipitous Film Tourists are not likely to be influenced by genres, while
General and Specific Film Tourists have more potential to be the subjects of
such influence (Macionis, 2004). However, it must be stated that the effects of
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genres are not the sole factors of the film influence, and most often affect
decisions of the tourists in combination with other factors.
As can be seen from this chapter, the influence of genres may be diverse and
complicated, it may affect several elements of the decision-making process of
the tourist, such as emotions, information search and motivators to travel.
However, due to complexity and highly personal nature of such influences, it is
necessary to examine them further and attempt to explain the process of genre
influence in greater depth. The following Chapter 6 adopts the qualitative
approach and attempts to further develop this discussion by exploring the
possible reasons for the effects genres have on the tourist decisions, outlined in
this chapter.
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Chapter 6 Film genres and the tourist decision-making process
6.1 Introduction
Chapter 5 identified that certain film genres are statistically associated with the
elements of the tourist decision-making process, and that such associations can
be both positive and negative. Specifically, travel motivators, interest in
destination, emotions, familiarity and wish to visit the destination were found to
be affected by genres. The purpose of this chapter is to explore the processes
of film genres affecting the elements of the tourist decision-making. These are
highlighted in Chapter 5 (Table 6.1). This chapter discusses the results of a
series of in-depth interviews with randomly selected survey respondents.
Table 6.1 Film Tourism decision-making process elements affected by
genres
Film Tourism decisionmaking process element
Emotion
Motivators

Destination image
Interest in destination
Familiarity
Wish to visit film location

Genre positively affecting
the element
Comedy
Action; Adventure;
Comedy; Drama; Thriller;
Musical
Romance
Romance
N/A
Adventure; Musical
Source: author

Genre negatively
affecting the element
Thriller
Fantasy

N/A
Comedy
Comedy
Comedy

However, during the interviews, it appears that respondents have difficulty in
isolating genres as an influencing factor when discussing their tourism-related
decision-making process. Indeed, as was stated in Chapter 4, the influence of
genres proved difficult to target and access during the interviews, as
respondents rarely perceived them to be an influencing factor on their
decisions. It could be assumed that genres may not influence the decisionmaking process of the tourist. However, the evidence in Chapter 5 rejects such
an assumption, and it would appear that the influence of genres on the
decision-making process is simply not recognised by the viewers. In addition, it
is worth stressing that, as this research is a somewhat pioneering work in the
area of exploration of genre influences, there is a lack of previous empirical
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studies which could serve as a model for the interviews. For this reason, it was
difficult to efficiently capture such complex data. To do this more efficiently, the
researcher has investigated all the films, mentioned and discussed by the
respondent in the interviews, and allocated each film to the genres it represents.
The films and their genres, in the order they appear in this chapter, are
summarised in Table 6.2
Table 6.2 Interview films and their genre(s)
Film title
“The Proposal”
“The Darjeeling Limited”
“The Lord of the Rings”
“Little Miss Sunshine”
“Zombieland”
“The Motorcycle Diaries”
“The Day After Tomorrow”
“Bullitt”
“Slumdog Millionaire”
“Liberal Arts”
“The Best Exotic Marigold Hotel”
“The Tourist”
“National Treasure”
“Rabbit-Proof Fence”
“The Lives of Others”
“Map of the Human Heart”
“Angels and Demons”
“Australia”
“In Bruges”
“Saving Private Ryan”
“Confessions of a Shopaholic”
“The Devil Wears Prada”
“War Horse”
“Let Me In”
“Mamma Mia!”
“Skyfall”
“The Karate Kid”
“A Royal Affair”
“The Mummy”
“Into the Wild”
“Crocodile Dundee”
“The Hangover”

Film genre(s)
Comedy; Drama; Romance
Adventure; Comedy; Drama
Action; Adventure; Fantasy
Adventure; Comedy; Drama
Comedy; Horror
Biography; Drama
Action; Adventure; Sci-Fi
Action; Mystery; Thriller
Drama; Romance; Thriller
Comedy; Drama
Comedy; Drama
Action; Romance; Thriller
Action; Adventure; Mystery
Adventure; Drama; History
Drama; Thriller
Adventure; Drama; Romance
Mystery; Thriller
Adventure; Drama; History
Comedy; Crime; Drama
Action; Drama; War
Comedy; Romance
Comedy; Drama; Romance
Drama; War
Drama; Horror; Mystery
Comedy; Musical; Romance
Action; Adventure; Thriller
Action; Drama; Family
Drama; History; Romance
Action; Adventure; Fantasy
Adventure; Biography; Drama
Adventure; Comedy
Comedy
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“Tinker Tailor Soldier Spy”
Drama; Mystery; Thriller
Film title
Film genre(s)
“Sound of Music”
Biography; Drama; Family
“The Lives of Others”
Drama; Thriller
“The Girl with the Dragon Tattoo”
Crime; Drama; Mystery
“The Pianist”
Biography; Drama; History
“Lost in Translation”
Drama
Source: author, based on the Internet Movie Database, accessed on
15/05/2012
As can be seen from Table 6.2, the films, mentioned by respondents, with two
exceptions (“The Hangover” and “Lost in Translation”), are represented by a
number of genres. Such a genre mix may be the reason why the respondents
experienced difficulties in isolating them from other factors of the film. It was
challenging for the respondents, for example, to state that specific genres are
more likely to make them interested in a destination rather than other genres
(despite the fact that such a connection has been identified in Chapter 5), and
they expanded more on the other factors, apart from genres, that may develop
such an interest. It would appear that respondents do not consider genres to
have influence over their decisions, and it is important to explore what factors
they do consider to affect them. This chapter explores such factors.
In terms of the association between emotions and genres, it seems that this
association is a notable exception, as respondents discussed in more detail the
relationship between these two elements. The main contribution of this chapter,
therefore, is the exploration of the way in which films influence the emotional
response of the viewer. The interviews suggest that emotion is the only element
of the decision-making process, which the respondents knowingly connect with
genres. Therefore, the emotion element is critical in understanding the effects
film genres may have on the decision-making process of the tourist, and the
importance of such understanding has been stressed previously by, among
others, Shani et al. (2009) and Beeton (2010).
Moreover, the chapter is set up to explore the relationship between genres and
emotions, as the interviews suggest that such a relationship is present.
However, to develop an understanding of this process, it is important to identify
first the profiles of interviewees. The chapter begins with presenting these
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profiles, and a brief discussion about the influence they may have on how the
films affect the tourist decision-making process.
The chapter then proceeds to explain why films can influence the tourist
decision-making process. This is an important contribution to the existing base
of knowledge because, as stated by Connell and Meyer (2009:196), there is
little understanding in tourism research about how Film Tourists “perceive,
interact and relate to the destination”. The understanding of how genres affect
the tourists through affecting emotions is critical to understand how films
influence the tourist decision-making process.
The interviews suggest that films interact with a tourist’s decision-making
process by constructing associations with a destination. More precisely,
because of the film, viewers begin to associate a destination with specific visual
themes, atmosphere or emotions, and the combination of such associations
may affect the decision of viewers to travel to the destination they have seen in
the film. The chapter proceeds by discussing different associations films can
create, stresses the connection between genres and “Emotion Association”, and
then discusses how the combination of such associations form a film-created
destination image.
In addition, it can be suggested that a number of conditions need to be met in
order for the film to influence the tourist decision-making process. Specifically,
the film needs: to have a strong effect on the viewer, to be liked by the viewer,
and to be trusted by the viewer in order to affect his/her tourism-related
decisions. The chapter examines these factors, and illustrates how they affect
the elements of the tourist decision-making process. Specific attention is given
to the empathy with the film, as this factor is strongly connected to emotions,
consequently, is more influenced by genres, and this influence is recognized by
respondents. The chapter concludes with a summary of the findings.
6.2 Respondent profiles
The results described in this chapter are based on the qualitative analysis of 10
in-depth interviews of randomly selected respondents. The demographic
characteristics and travel behaviour patterns of each respondent are presented
in Table 6.3.
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Table 6.3 Demographic characteristics and the tourist types of interview

Age group

Annual income of
the household
(per year)

Occupation

Male

45-54 Not given

£40,000
-59,999

Energy
assessor

B2

Female

55-64 MSC

£20,000
-29,999

C3

Female

55-64 BA Hons

D4

Female

45-54 CFCIPD

£40,000
-59,999
£40,000
-59,999

E5

Female

45-54 BA + IGCE

F6

Female

18-24 High school
certificate

£40,000
-59,999
£20,000
-29,999

G7

Female

18-24 High school
certificate

£20,000
-29,999

H8

Female

18-24 MSC

£10,000
-19,999

Type of the
tourist

Gender

A1

Highest
educational
qualification

Respondent code

respondents

Cultural
tourist with
annual ski
trip, travels
with wife
Retired
Experienced,
but currently
disabled
tourist (recent
development)
Builder
Experienced
tourist
Training
General
consultant
tourist, travels
with friend
and lets them
decide where
to travel
Computer
Cultural
programmer tourist
Student
Festivalvisiting the
tourist, travels
in Europe
Student
Travelled to
re-enact the
scenes from
the films to
experience
the “glamour”
of it
Ph.D.
Experienced
Student
domestic
cultural
tourist,
inexperienced
international
tourist

Female

35-44 MSC

£20,000
-29,999

Postdoctorate
researcher

J10

Male

25-34 Ph.D.

£20,000
-29,999

Postdoctorate
researcher

Type of the tourist

Age group

I9

Occupation

Gender

Annual income of the
household (per year)

Respondent code

Highest educational
qualification
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Experienced
tourist, travels
frequently
along coasts,
has a yacht
Dark tourist,
interested in
slums of
different
cultures

Source: author
It must be stated that in this research, the respondents are biased. Only
respondents who were able and willing to give their comments on the
researched topic were interviewed, and the sample is limited to the respondents
who are interested in the topic of Film Tourism. However, despite this, the
interviews managed to cover respondents of different age groups and
occupations. Moreover, the range of highest educational qualification of
respondents illustrates a wide range of education levels, from high school level
of education to Ph.D. In terms of annual income, the diversity is considered to
be within an acceptable range and representative of the general population. In
addition, it must be stated that no strong links were found between the profile of
each respondent and their Film Tourism behaviour.
The factor that is worth drawing special attention to is the gender of
respondents. As Table 6.3 illustrates, the number of females interviewed is
significantly higher than males, with an uneven proportion of 8 to 2. It is
challenging to explain the reason for this ratio, but it may be suggested that
females may be more interested in the topic of Film Tourism than males. Such a
suggestion is based on the fact that females may be more influenced by the
films than males, as females could detect more processes caused by the film
than males (Table 6.4).
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Moreover, the difference in male and female numbers is not considered a
damaging factor for this research. In most cases, the processes discussed in
this chapter are supported by the evidence from a number of respondents, and
conclusions are based on combinations of comments that support and
contribute to each other. These processes are summarised in Table 6.4
Table 6.4 Processes affected by the film
Processes
caused by the
film
Films create
associations with
destination
Films create
“Visual
Associations”
with location
Films create
“Atmosphere
Association” with
location
Films create
“Emotion
Association” with
location
Films create
empathy with the
destination
Films create an
interest in the
destination
Films affect the
image of the
destination
Films affect
familiarity with
the destination
Films affect the
wish to visit the
destination

A1

B2

X

X

C3 D4 E5 F6 G7 H8 I9 J10 Discussed
in the
chapter
X
X X X
X
X X
Section
6.3
X

X

X

X

X

Section
6.3.1

X

X

X

X

Section
6.3.2

X

X

X

X

Section
6.3.3

X

X

X

X

X

Section
6.4

X

X

X

X

X

X

X

X

X

X

X

X

X

X

X

X

X

X

X

X

X

X

X

X

Section
6.5.2
X

X

Section
6.5.3
Section
6.6

X

X

Section
6.7

Source: author
As can be seen from Table 6.4, there are a number of Film Tourism-related
processes that were common for the respondents. An important observation
needs to be made at this stage, when respondent B2 is examined in greater
detail. This respondent, unlike all other respondents, confirmed only one Film
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Tourism-related process, specifically, the suggestion that films may provoke a
return visit. This finding suggested that while films may influence the decisionmaking process of potential tourists, there are viewers who may not be affected
by films in their tourism decisions. Furthermore, the process of films influencing
tourist decisions and the role of genres in this influence are examined in greater
detail below and correlations are given, where possible, to the previous
research. However, it must be stressed again that, due to somewhat pioneering
nature of this thesis, certain examined processes, for example, the influence of
empathy with the film and the effects of the strength of the film-created
destination image, remained unexplored to date and have very few links with
academic literature.
6.3 Films create associations with destination
As was stated earlier in this chapter, to understand how genres affect the Film
Tourist decision-making process, by affecting emotions, it is important to
understand how films affect the potential tourist. The interviews suggest that
films create associations with destinations that may affect the decision of the
viewer to travel there. Moreover, these associations are different in nature. To
demonstrate the differences between the associations, this research adopted
the pull and push factor framework by Crompton (1979), further developed by
Yoon and Uysal (2005) and Hsu et al. (2009). In the context of this research
project, the hierarchy of destination selection (Figure 2.8) is adopted to illustrate
the nature of film-induced associations.
Through the film, destinations become associated with a number of factors that
can be both push and pull in nature. It appears that the associations follow a
similar pattern, and depending on the factor they associate with a destination,
they are pull or push in nature. On the basis of this framework, it can be
suggested that films generate two types of associations. By adopting and
developing the diagram by Hsu et al. (2009) for the purposes of this research,
an association classification diagram has been produced, as shown in Figure
6.1.
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Figure 6.1 Film-created association types

Film-induced
associations

External (pull)
associations

Tangible
association

Intangible
association

Visual
association

Atmosphere
association

Internal
(push)
associations

Emotion
association

Adapted from Hsu et al. (2009)
Figure 6.1 illustrates that the interview data established three types of
associations that films create with destination: “Visual Association” and
“Atmosphere Association” from the External associations group, and “Emotion
Association”, which is an Internal association. The next stage of the chapter
focuses in more detail on each of these association types, and provides
theoretical and evidential basis for them.
6.3.1 Films create “Visual Associations” with location
As stated by Lefebvre (2006:28), cinema “offers a visual spectacle”. While films
are not restricted to cinema only, as they can be watched via television at home,
or via personal laptop at any other location, it can be suggested that films can
offer a visual spectacle even when not watched in the cinema. Furthermore,
visual images, when watched by viewers, create associations with visual
qualities of the destination. Correspondingly, it would appear that films create
association with pull-factors, contributing to the research by Busby and Klug
(2001), Reeves (2003) and Macionis (2004). The importance of visual images in
the process of the tourist decision-making is shown in Table 6.5.
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Table 6.5 Films create “Visual Associations” with location: evidence
comments
Respondent
code
A1
D4
G7

H8
I9

J10

Evidence comments
So, the primary consideration (for the travelling to the destination
form the film), the destination portrait is very important.
I am visual in terms of, when I see a beautiful setting, I think that
it would be nice to see that.
I like to be able to associate, I like it, when I see something that I
have watched, and I think, that I have visited there, I like that, so
I would like to visit it.
I have seen “The Proposal”. And Alaska, they make Alaska look
pretty, and I would… yes, I'd love to go there.
“Darjeeling Express”. I mean, that’s the scenery, that is stunning
and you want to go up to the hill stations and you want to do that
because it’s just beautiful.
I would've loved to travel there and see the environment and the
scenery itself, not because of “The Lord of The Rings”, don't
really care if I go to a film set, but it's the scenery which I do find
attractive, and in terms of the combination of very high
mountains and forest and lakes.
Source: author

The comments presented in Table 6.5 suggest that visual elements of the film
influence the tourist decisions. Respondent D4 confirms that some respondents
value visual images of the film and such images may create a desire to visit the
destination. Similarly, respondent A1, although not stating an actual destination,
confirms that visual presentation of the destination is very important for the
travelling decision, referring to it as a primary consideration for travel.
These comments confirm the statement by Game (1991) and Decrop and
Snelders (2004) that potential tourists may wish to compare visual themes
formed during the consumption of the film with real physical places, and may
travel to make such a comparison. This statement receives additional
confirmation in the comment of respondent G7, who confirms that comparing
images seen in films with actual locations is an enjoyable and desired process.
Moreover, the interviews suggest that the beauty of the visual images is an
important factor, and support this with actual examples, where the wish to visit
the destination has been increased because the film portrayed it beautifully.
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Respondent H8 described the “The Proposal” and confirmed that watching it
increased the wish to go to Alaska because the film “made it look pretty”, and
respondent I9 confirmed that “The Darjeeling Limited” (referred to by the
respondent I9 as “Darjeeling Express”), beautifully shows the location of India
and creates a wish to go there. Respondent J10 also reported that “The Lord of
The Rings” portrayed location (New Zealand) as “attractive”, and expressed the
wish to travel there. Respondent J10 also reported that scenery of the location
overpowers other attractions that the location has, in this example, the “The
Lord of The Rings” set, contributing to the research by Singh and Best (2004).
It is evident that all three respondents value visual beauty of the destination,
and stress that visual images of the film need to be beautiful to affect the wish
to travel to the destination. This is an important observation, because the
beauty of the film images affects whether the viewers will like the film, and it is
vital for film to be liked in order to be able to influence the decision-making
process of the tourist, as will be discussed in greater detail in section 6.4.
In addition, respondent H8 presented a comment (Table 6.4) that explores the
area of visual images:
“They drive around a lot (in “Little Miss Sunshine” and “Zombieland”), see lots of
different kinds of places”.
H8
The comment allows the suggestion that visual images in the film may not be
limited to a specific location or locations. Respondent H8 refers to two films that
are remarkable because they have the process of travelling incorporated as the
element of the story. Specifically, heroes of the films travel on the vehicle during
the film (“Volkswagen T2 Microbus” in “Little Miss Sunshine” and “Cadillac
Escalade” and “Hummer H2” in “Zombieland”), and visual images of the film
change during the film. Such films, according to respondent H8, “expose
viewers to lots of different kinds of places”, so the visual element in them is not
limited to one location. The possible influence of such films has been
additionally explored by respondent J10 in the following comment:
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“Motorcycle Diaries”, you know, things like that, I think those sorts of movies
have certainly inspired that type of travel that I like to do. And I mean, I’ve done
a lot of driving holidays”.
J10
Respondent I9 stated that the film “inspired that type of travel that he likes to
do”, in this case, “driving holiday”. “The Motorcycle Diaries” has the motorcycle
road trip in the basis of the plot, and describes the trip that Che Guevara went
on in his youth. Respondent I9 could associate with the activity of driving, and
was inspired to perform a driving holiday after watching the film. It can be
suggested, therefore, that films with travel incorporated into the plot may not
only present many different visual themes, but may also inspire some viewers to
take driving holidays.
Finally, on the issue of “Visual associations”, Kim and Richardson (2003)
suggest that mental images can stimulate a decision to travel to a destination.
The interviews have provided actual examples where the respondents have
visited the locations they have seen in the film, and described those
experiences. The examples where films acted as a cause to visit the location
are presented below:
“I went and took some pictures in the places that were the scenes of the film
(“Pretty Woman”), my favourite places, like going down Rodeo Drive, or
standing near the star that she goes through, outside of the hotel”.
G7
“We went to the public library from “The Day After Tomorrow”.
H8
“I went to Prague when I was about eighteen and I really wanted to find a
stairway, which was used in a film set”.
J10
The example of respondent G7 refers to the past Film Tourism experience,
when the respondent visited the places where “Pretty Woman” has been filmed.
The important observation in this comment is that the respondent favoured
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specific visual themes from the film. This evidence appears to suggest that
visual themes need not only to be beautiful, but also to be liked by the viewer to
affect his/her travelling decisions. This observation stresses the importance of
empathy with the film in the tourist decisions, which will be further explored in
section 6.4.
Respondent H8 mentions the public library from “The Day After Tomorrow”.
This is an example where the actual location has been visited by the tourist
because he/she has seen it in the film. Respondent J10 reports of a similar wish
to locate a specific staircase featured in the film during a visit to Prague,
although for this respondent, the wish to visit the place from the film remained
unfulfilled. These two comments prove that film viewers visit locations they have
seen in the films, and confirm the process suggested by Reevers (2003).
This evidence appears to suggest that when film exposes potential tourists to a
destination, they may find the location to be beautiful, and like the film because
of that. Consequently, because viewers liked the film, the film is more likely to
develop a wish to visit the destination to observe the images they have seen in
the film, and compare them. This finding contributes to the research about why
Film Tourists travel, conducted by Butler (1990), Evans (1997), Riley et al.
(1998), Busby and Klug (2001), Reevers (2003) and Macionis, (2004). Singh
and Best (2004) also identify visual themes of “The Lord of The Rings” as a
decisive element of the decision-making process for the tourists who travelled to
“The Lord of The Rings” filming locations, which provides additional case-study
evidence to this finding. The genres have no effect on this association, as the
main factor in this association is visual quality of destination in the film, and it
does not depend on genre.
However, “Visual Association” solely may not be enough to affect the wish to
travel to the destination. Parry (2008) suggests that the tourists are more likely
to travel to the film location not only to compare the visual images, but also to
feel the atmosphere of the film. Therefore, the influence of the “Atmosphere
Association” and its effect on the decisions of potential Film Tourists will be
discussed next.
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6.3.2 Films create “Atmosphere Associations” with location
This part of the chapter explores the second association type of the “External
Associations”- the “Atmosphere Association”. It must be noted that the
“Atmosphere Association” is different from the “Visual Association”, because it
belongs to the “Intangible Associations” group (see Figure 6.1). Specifically,
while “Visual Associations” operate with actual visual themes, “Atmosphere
Association” operates with the intangible phenomena of feeling, culture and
sensual characteristics of the destination. Moreover, “Visual Association” is
inter-connected with “Atmosphere Association”, as Debord (1983) suggests that
cultural and social elements are constantly interconnected with visual images.
McCrone et al. (1995) add that film develops a landscape (visual themes) into
cultural landscape, and through films this landscape can be manipulated, and
the “Atmosphere Association” is created.
It must be stated that this “Atmosphere Association” is more complex when
compared to the previous “Visual Association”, as it is to a greater degree
affected by external factors. Bordwell and Thompson (1993) suggest that the
filming process can be used to fill the filmed destination with meaning and
symbolism. Weir (2002) adds that through this process, the landscape of the
destination can evolve into the “cultural property”. In addition, as the filming
process is a controlled process, the nature of such symbolism and meaning
may partially depend on the director, filming crew and actors, specifically, on
their ability to design and convey the intangible atmosphere.
Furthermore, as will be seen from the examples, respondents struggle to define
the intangible qualities of the destination, conveyed through the film, and refer
to them as the “feeling of the destination”, and it is worth noting that such
difficulty in definition was expected, because the atmosphere of a destination is
a complex factor to define and describe in great detail. The examples of the
“Atmosphere Association” are presented in Table 6.6:
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Table 6.6 Films create “Atmosphere Associations” with location: evidence
comments
Respondent
code
C3
D4
F6

G7

Evidence comments
Like “Bullitt”, you really get the feeling of San Francisco from
that film.
And we got it (feeling of squalor) in with the film, the “Slumdog
Millionaire”, where we had the feeling of India…
R: What kind of destination do you think New York is, because
of this film (“Liberal Arts”)?
F6: Busy. A bit of… That you can go there, and get robbed, as
well. …Busy, but still… Noisy. A bit friendly, but maybe that is
because of the music.
I think it (“The Best Exotic Marigold Hotel”) really gets across
the hustle and bustle, the chaos, the craziness, the incredible
people, how friendly they are.
Source: author

These comments represent a diverse basis for discussion. Respondent C3
supports the statement of the “feeling” of the destination conveyed through the
film and provides an example of “Bullitt” conveying the atmosphere of San
Francisco. Similarly, respondent D4 mentions “Slumdog Millionaire”, which
shows India as a squalor destination. Furthermore, respondent G7 also
mentions that the atmosphere of India is conveyed through “The Best Exotic
Marigold Hotel”. These three examples contribute to the suggestion of Roskill
(1997) about the “landscapes of presence”, and confirm that films can express
mood and atmosphere of the location.
The comments of respondent D4 and respondent G7 demand additional insight,
as they both refer to the same location: India. However, as can be seen from
the comments, the location atmosphere conveyed through two films is different:
“Slumdog Millionaire” portrays a darker image of India, whilst “The Best Exotic
Marigold Hotel” portrays a more chaotic but pleasing atmosphere of India, with
specific focus (as mentioned by respondent G7) on the friendliness of the local
population. This difference in atmospheric portrayal is an important element of
film influence, as it supports the suggestion of McCrone et al. (1995) that
landscape can be manipulated, and therefore, the atmosphere of location can
be different when conveyed through different films. In this process, the influence
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of genre may have an effect because, as will be explored further below, certain
genres can be associated with particular atmosphere types through emotional
attachment. For example, the “romance” genre is more likely to create the
emotions of a romantic nature during the consumption of the film and,
consequently, convey the atmosphere of the conveyed location as a more
romantic one. Furthermore, particular locations are associated with certain
atmospheric qualities, as respondent E5 describes the destination of Paris:
“It is an atmospheric thing, I think. For some romantic movies, for example,
Paris is important, and if it was not Paris, that just would not happen”.
E5
Respondent E5 comments on Paris, stating that this location is associated with
romance (through general, not film, association), and for this reason, certain
romantic films can only be filmed in this location, and would not be possible to
be produced in other places, that are not as strongly associated with the feeling
of romance. This is an example of the reverse influence: in this case, the
atmosphere is not created by the film, but acts as a part of the existing location
image (as perceived by the respondent), and the film is using this quality of the
location to construct the atmosphere. This finding contributes to the research by
Bruce (1996), who identified a similar process in the destination of Scotland.
Moreover, two important suggestions must be drawn from the comment of
respondent E5. Firstly, respondent E5 uses the term “atmosphere”, taking the
discussion deeper from the “feeling of location” used by other respondents to
express the association they developed with a location. Secondly, and most
importantly, this comment is a basis for the suggestion that films of certain
genres would create the “Atmospheric Association” more efficiently if the genre
of the film corresponds to the atmospheric characteristics of the destination.
The example of Paris, given by the respondent E5, is perceived by many
tourists to be a romantic destination (Freytag, 2008) and therefore, romantic
films can more efficiently create “Atmosphere Association” with this destination.
In addition, an important notion must be stated when analysing the comment by
respondent F6. In the film the respondent refers to, “Liberal Arts”, the main
character performed an activity of walking through the city of New York while
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listening to classical music as an element of the plot. It is possible to suggest
that the respondent’s opinion of the destination is improved by that element of
the film, as the respondent refers to the destination as being “friendly”, despite
previously describing the criminal situation, portrayed in the film, and confirms
that one possible reason for this is the effect that the film created while showing
the images of the destination, accompanied by the classical music pieces.
Such an observation contributes to previous research by Lefebvre (2006: 12),
who argues that the combination of landscape and music in the film has the
power to “express what is otherwise inexpressible”, in this case, the quality of
“friendliness” of the location. Moreover, as Roskill (1997) adds, music can
induce moods and emotions, which is an important association element and will
be discussed in greater detail in the next part of the chapter (section 6.4.2).
On the basis of comment of the respondent F6, it can be suggested that films
can alter the perception of destination of respondents not only via visual
themes, but also by connecting destination images with audio pieces,
contributing to the research by Cohen (2001), who stated that the music can
cause a substantial viewer response. In the context of this research, the
example of this tendency is the film “Liberal Arts”, which adopted the
cinematographic technique of visual image and audio piece synchronisation,
which resulted in alteration of the viewer’s perception of destination.
Finally, it must be noted that the “Atmosphere Association”, created by some
films, may directly affect the motivator to travel. Respondent J10 provides an
example of such a process:
I think “Slumdog Millionaire” was more the… a desire to go there and
experience different people and different cultures, places.
J10
Respondent J10 describes the connection between the atmosphere, portrayed
through the film (people and cultures) and the motivator to travel. While Roesch
(2009) argues that respondents (Film Tourists) are often not able to precisely
identify their motivations, respondent J10 confirms that “Slumdog Millionaire”
formed a wish to travel to explore the culture and people of India, a desire which
can be described as a part of the Knowledge/Education motivator (Yoon and
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Uysal, 2005). The Knowledge/Education motivator was not found to be
statistically connected to any genre, but the ability of the “Atmosphere
Association” to create motivators to travel needs to be acknowledged.
In summary, “Atmospheric association” is a complex association, dependent not
only on visual qualities of the destination, but also on intangible symbolic
elements of it, the ability of the film director and crew to construct and deliver
atmosphere through the film, and the existing image of the portrayed destination
in the mind of the film consumer. The combination of such diverse factors
makes it a challenging factor to understand, but it can be suggested that genres
have a degree of influence on this association type through emotional
attachment. The next part of the chapter is designed to illustrate the role of
emotions and genre influence on emotions in greater detail.
6.3.3 Films create “Emotion Associations” with location
“Emotion Association” is a complex phenomenon affected by a diverse range of
factors and, as was stated in the beginning of this chapter, it appears that
respondents recognise the influence of genres over this association type.
Specifically, films associate location with emotions and, in some cases, with
actual motivators to travel. The reason for this lies in the fact that emotions are
strongly connected to travel motivators because, as suggested by Gnoth, Zins,
Lengmueller and Boshoff (2000), emotional attachment can fuel the
motivational needs of the tourists. Therefore, in the following discussion,
emotions and motivators are examined in one framework.
Connell (2012) suggests the central facet in film is the experience of emotion.
As the viewer develops emotional attachment to the characters and/or stories,
such attachments may be sufficient to promote interest in the exposed location,
which may result in an actual visit. This suggestion is supported by Tooke and
Baker (1996), who concluded that film is more likely to influence the tourist
decisions if it creates strong associations between emotions and places. Escher
and Zimmerman (2001) and Olsberg/SPI (2007) contribute to the discussion by
suggesting that interrelation of plots and locations may induce the formation of
emotional connections between the viewer and the spectacle.
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Moreover, Connell (2012) adds that, from a marketing perspective, films are not
considered to be biased formal marketing. Because of this, viewers are more
likely to respond emotionally to the images portrayed, and become more
interested in the location. The quotes presented in Table 6.7 confirm such
suggestions, as they demonstrate how the “Emotion Association” is developed:
Table 6.7 Films create “Emotion Association” with location: evidence
comments
Respondent
code
A1
G7
H8

I9

J10

Evidence comments
I do get quite emotionally engaged with the movie.
I think, it (“The Tourist”) has lots of romance and comedy…it
makes Venice seem very exciting.
…mystery (associated with Old Trinity Church in “National
Treasure”) does add that kind of excitement to where you are
when you're there.
“Rabbit-Proof Fence”, could be “The Lives of Others” or, could
be, “Map of the Human Heart”. You know, these are stories of
emotion…
I found it (“Little Miss Sunshine”) really warm in a really
depressing way 'cos you can empathise with the situations and
the characters.
Source: author

Respondent A1 provides the confirmation that films may stimulate the viewers
to develop the emotional connections with the destination. Respondent I9
develops this argument, and provides the examples of films, that she refers to
as “stories of emotion”. Specifically, “Rabbit-Proof Fence”, “The Lives of Others”
and “Map of the Human Heart” are described as films involving stories of
emotion. In addition, respondent I9 noted in the interview that when watching
the film, she focuses attention on the stories of people, and emotions films
evoke are caused by the feeling of attachment to characters. This process
provides evidential support for Connell’s (2012) suggestion above.
Moreover, in the presented examples, emotion becomes associated with
destination through the characters and stories of people. However, the
emotional attachment may not necessarily be directed at the characters, but
also at the location. Respondent G7 provides an example of such emotional
development:
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“I think, the film (“Angels and Demons”) like that makes it (Rome) seem even
more exciting. I remember seeing it, and thinking how intriguing the place
looked”.
G7
Respondent G7 commented that “Angels and Demons” developed emotions of
excitement, as it made the destination (Rome) to appear as “intriguing”. In this
example, emotions of excitement are not associated with specific characters,
but with actual destination. Therefore, films can create “Emotion Association”
with destination both by creating attachment with characters, and by directly
connecting destination with specific emotions, for example, excitement.
Moreover, the connection between emotions and motivators, mentioned above
in this part, may result from this process (Macionis, 2004). As film connects the
destination to the emotion of excitement, viewers are more likely to travel to the
destination if they are affected by the Exciting motivator. The connection
between emotions and motivators will be discussed in more detail later in this
section.
Respondent J10 makes an important contribution to the discussion as he
introduces the phenomenon of “positive sadness”. Specifically, the respondent
confirms that the empathy to the characters and the story resulted in the feeling
of depressive emotions. However, respondent J10 then admits that such
emotions result in an overall positive “warm” feeling. This comment suggests,
therefore, that emotions associated with destination through the film may not
necessarily be positive, but may also be sad in nature. Nonetheless, despite the
sadness such emotions provoke, they may be enjoyed by the viewer.
It must be noted that emotional responses are highly subjective, and while
some respondents may enjoy depressive emotions, like respondent J10, and
get a “warm” feeling from them, other respondents may not enjoy them. This
stresses the complexity of the emotion development process of the viewer, as it
can be concluded that, while a film may be designed to provoke a specific
emotional response from the viewer (as will be further discussed in section 6.4),
different respondents will experience the emotions films create differently. For
this reason, the effect films may have on the emotional response and decisions
of potential tourists is very difficult to predict.
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It was stated at the beginning of this chapter that genres were found to have an
effect on emotions. The discussion below explores this process by examining
the examples, which include two specific films: “National Treasure” and “The
Tourist”. As outlined in Table 6.7, respondent H8 has performed a visit to the
Old Trinity Church after watching the “National Treasure”. Respondent H8
confirms that film made the visit to the destination a more exciting experience,
and adds that the reason for this is the mystery quality of the film. In this
process, the influence of genre can be clearly identified, because the “mystery”
quality is present in “mystery” genres.
Moreover, “National Treasure” has “action”, “adventure” and “mystery” genres
(Internet Movie Database, accessed on 05.05.2013). Respondent H8 stresses
that it was the mystery in the film that made the destination visit more exciting,
and increased the influence of the Exciting motivator to travel. However, the
effects of the “mystery” genre influence could not be examined during
quantitative analysis (Table 5.2), as it was not frequent enough to be tested.
Because of this, influence of the “mystery” genre to provoke excitement
emotions, while expressed by respondent H8, is not confirmed statistically.
Despite this, it is important to note that “National Treasure”, as stated above,
has “action” and the “adventure” genres, both of which develop Exciting
motivator (see Figure 5.10). Therefore, it can be suggested that, while the
respondent confirms that mystery of the film made the destination appear
exciting, it could be that “action” and the “adventure” genres contributed to this
process.
A similar process can be observed in the comment of the respondent G7, which
focuses on the film “The Tourist” and the way it portrays Venice. It is important
to note that respondent G7 identified two genres of the film that made Venice
“seem exciting”. In this process, the role and effect of the genres is clearly
stated, as the mix of “romance” and the “comedy” genres is considered by the
respondent to add an Exciting element to the destination. However, as with the
previous example, none of these genres have statistical connection to emotions
or Exciting motivator, so the effects of these genres, while suggested by
respondent G7, have no statistical basis.
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An effort has been made to identify the reason why opinions of respondent do
not correspond to statistical evidence of Chapter 5. Firstly, the important
observation is that respondent G7 failed to identify the genres of the film.
Specifically “The Tourist” has “action”, “romance” and the “thriller” genres. The
respondent mentioned “comedy” as the genre of the film, but it would appear
that film does not have this genre (Internet Movie Database, accessed on
05.05.2013). This stresses the fact that genres are difficult to recognize and can
be misinterpreted by the viewers, which may be one of the reasons why
statistical evidence and opinions of respondents are different. One possible
reason why respondent G7 had difficulties recognizing the genres may lie in the
fact that “The Tourist” has multiple genres and themes, making the identification
of the individual genre an increasingly difficult task.
Moreover, both “action” and the “thriller” genres develop Exciting motivator (see
Figure 5.10), so it could be that “The Tourist” made the destination seem more
exciting not because of the “romance” genres, suggested by respondent G7, but
because of “action” and the “thriller” genres. It would appear that the respondent
may have difficulty in identifying which genre affects him/her. This is the second
possible reason for the differences in statistical data of Chapter 5 and opinions
of respondents, and it stresses the fact that analysing genre influence of films
(as films rarely have only one genre) is an increasingly challenging task.
The conclusion that can be drawn from these two examples is that the
respondents confirm that genres are connected to emotions, adding validity to
the previous research by Kim (2012). Moreover, the respondents connect
specific genres to specific emotions, for example, “mystery” genre to
“excitement” emotion and, consequently, may develop the Exciting motivator to
travel after watching the film of “mystery” genre. However, respondents may fail
to identify the genre of the film correctly, or may misinterpret which genre of the
film is affecting them.
In both of the discussed examples, the respondents managed to confirm that
the film provoked excitement emotions, but the genres they have identified as a
cause of this are different from what was statistically expected. While the films
were expected to provoke emotions of excitement, such emotions were
expected to be developed because of “action”, “adventure” and the “thriller”
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genres, but not because of “mystery” and the “romance” genres, which
respondents have identified as the reasons for feeling excited.
Therefore, the general suggestion for future research that can be drawn from
these conclusions is that when approaching film genre related research,
attention must be given to the methodological planning. As respondents may
misinterpret and/or misidentify genres and effects they may have, it is very
difficult to capture the qualitative data.
6.3.4 The development of associations
Associations start to develop when visual images in the film can be identified as
a specific destination. Therefore, “Visual Association” is a crucial element for
the film to create other associations with the destination, and if the film does not
portray visual themes of the destination, then other “Atmosphere Association”
and “Emotion Association” cannot be developed, as there is no connection
between film and specific destination. Such a situation can happen if the film
has been filmed entirely in a studio, and has no link to any recognizable
destination. For example, “Cube” does not show any landscapes, and all
scenes of the film are made in specially created isolated sets with no
suggestions about a possible destination. Such films, whilst capable of
portraying the atmosphere and creating emotional responses, cannot connect
them to any destination, and therefore, fail to create associations.
However, when film shows visual themes that can be identified with the
destination, associations can be created. It can be suggested, furthermore, that
different association types are formed simultaneously in the interconnected
processes, a phenomenon Brégent-Heald (2007: 67) refers to as the
“interconnected web”. Visual themes are linked with atmospheric, emotional and
motivator themes. The connections of association are summarised in Figure 6.2.
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Figure 6.2 Association development interrelations
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Source: author
“Visual Association”, as stated above in this part of the chapter, is the core
element of the process of association formation, necessary for other
associations to be formed. Moreover, in certain conditions such as, for example,
extraordinarily visual qualities of the destination, the influence of “Visual
Association” may be strong enough to affect a wish to travel. Such a wish may
then affect the decision-making process of the tourist. As stated earlier,
respondents are more likely to wish to visit the places they have seen in the film
if they perceive them as beautiful.
Moreover, Cosgrove (1989) states that landscapes are understood by viewers
through social and cultural life, and are filled with symbolism, and Lefebvre
(2006) adds that meaning of a landscape is formed by the cultural knowledge of
viewers. It is possible to suggest, therefore, that “Visual Association” may be
formed simultaneously with “Atmosphere Association”, which conveys the mood
and atmospheric aspects of destination, but depends on the ability of the filming
crew to convey the atmosphere correctly and efficiently. As this process often
involves insight into the cultural characteristics of a destination, this association
may affect cultural tourists more, particularly those who are motivated by
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Knowledge/Education motivator, and seek cultural exploration (as exampled by
respondent J10).
The “Emotion Association” may also be formed simultaneously with “Visual
Association”. As stated by Morgan (2006), emotions can be connected to visual
themes of a location, transforming it into the “emotional territory”. Moreover, as
was discussed above (section 6.3.3), emotions can increase the corresponding
motivators to travel (for example, emotions of excitement increase Exciting
motivator). Moreover, three discussed association types not only affect
motivators to travel, but also form the core of film-created destination image.
This process will be discussed in greater detail in section 6.5 of this chapter.
So far, this chapter has established that films create different associations with
destination, and “Emotion Association” has been confirmed by the respondents
to be affected by genres. It has also been found that, while respondents can
detect the influence of the genres in their perceptions of the destination, they
may have difficulties in identifying what genres cause this influence. However,
the finding that emotions are affected by genres established in Chapter 5 has
been confirmed. It would appear that the influence genres have on emotions, is
not limited to “Emotion Association” alone, and is more complex and diverse. As
was stated in the beginning of the chapter, it is important for the film to be liked
in order to influence the tourist decisions. Genres are the critical element which
affect whether the film will be liked by the respondent or not. The process of
genres affecting the empathy towards the film is discussed in the next part of
this chapter.
6.4 Empathy with the film
The research undertaken indicates that, for the majority of potential Film
Tourists, it is important for the film to be liked by them in order to influence their
tourism-related decisions. Respondent H8 demonstrates the importance of
liking the film for the tourist decisions:
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“I don't like that film (“Australia”). So it made me not want to go… I didn't like the
acting. The storyline was drab. It was far too predictable; you knew what was
gonna happen and, therefore, you had no emotional attachment to it because
the acting was so stale anyway. It just ruined it”.
H8
In this example, the respondent reports that because the film was not liked,
such a film did not affect a wish to travel to the destination it portrays.
Respondent H8 also identified the reasons why the film was not liked: the bad
quality of the acting and the plot, and the lack of the emotional attachment.
These factors will be discussed in greater detail later in this chapter. However,
respondent G7 reports that empathy with the film may not have any effect on
the wish to travel to the destination film portrayed:
“…just from watching the film, you know what the place is like, and you want to
visit there, and feel attachment to it, no matter, if you like the film, or not”.
G7
These opposing opinions are interesting as respondent G7 demonstrates a
comparatively less frequent process when the film has an effect on the tourist
decisions while the respondent does not necessarily like such a film. It would
appear that, for some respondents, it is not important to like the film to wish to
travel to the place it portrayed. Moreover, as will be seen from further evidence,
the perception of respondent G7 is not common, and for the majority of Film
Tourists, a high level of empathy with the film is important and may increase the
effect of the film on the tourist decisions.
The qualities of a likeable film are very difficult to define and evaluate, because
such qualities are highly individual and depend greatly on the profiles of the
viewers: different people like different films. In addition, from the perspective of
the film production industry, it would appear that there is no definite
understanding about the features that make the viewers like the film. As stated
before, Connell (2012: 1019) reports that there may be no “winning formula” to
generate Film Tourism. Similarly, it would appear that there may not be a
“winning formula” to produce a likeable film, and the qualities of films that are
liked by the viewers are very complex. However, this study attempts to explore
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such qualities, and this research suggests that one of these qualities is whether
viewers experienced the emotions that they may have been expecting to
experience from watching the film.
6.4.1 The empathy with the film and the film genres
The expectations of emotions are strongly affected by genres, because genres
are associated with specific emotions, as was stressed in section 6.3.3. For
example, the “romance” genre is expected to provoke emotions of a romantic
nature, while “horror” is expected to cause emotions of fear. In most cases,
films have more than one genre, and the emotions films may create are
complex. Indeed, the romantic elements in the film can create either happy or
sad emotions, or both, and such emotions have different levels of depth for the
viewer. The mixture of such emotions is, in the majority of cases, the
experience viewers evaluate when watching the film. Moreover, in most cases,
respondents know if they wish to see the films of certain genres or qualities, and
are capable of choosing the film which will accommodate such wishes, as
described by respondent J10:
I like dark films and I like gritty films…
J10
In this case, respondent J10, although not stating the specific genre, confirmed
that he values films that make him experience dark and gritty emotions, and is
more likely to watch such films. Respondent J10 gives an example of such a
film, “City of God”, which portrayed the violent neighbourhood of Rio de Janeiro,
and respondent J10 reported he enjoyed the perception of the violence and the
worth of human life portrayed in this film, and the dark, romanticised violence.
However, in some cases, the genre of the film serves as a warning for the
respondents that a film can cause a specific emotion, and if a respondent does
not wish to experience such an emotion, they would avoid such films.
Respondent I9 demonstrates such a process:
“I don’t like horror. I really can’t, you know, I just don’t like it. I don’t like to be
frightened so I avoid watching horror”.
I9
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As can be seen in this example, respondent I9 consciously does not watch the
films that have “horror” genre in their description; consequently, films of the
“horror” genre cannot influence this respondent’s tourism-related decisionmaking process, because the respondent avoids such films. Moreover, the
respondent may also avoid watching films not only because of the specific
genre of the film, but also because of other qualities of the film, as
demonstrated by respondent G7:
“R: Have you seen the movie called “In Bruges”?
G7: No, I have heard, there is some violence in it”.
G7
Respondent G7 avoided watching “In Bruges” not because she does not like the
genre of the film (and emotions it is designed to provoke), but because this film
has some violence in it, and respondent G7 confirms that she does not tolerate
violence in films. This is an example where a respondent does not like a specific
element of the film, in this case, violence. Consequently, respondent G7 would
not watch the film, the genres of which are associated with violence. For
example, horror “slasher” films or crime films, generally associated with higher
levels of violence, may be avoided by respondent G7, and therefore will not
affect her travelling decisions. However, the tolerance of specific elements of
the film is highly subjective and diverse for different respondents, as suggested
in the comment of respondent B2 about the same film (“In Bruges”):
“And, about violence (in “In Bruges”), I think it is more of artistic violence there,
it was not violence for the sake of violence, and it fit into the story”.
B2
Respondent B2 notes that if the element of violence in the film is carefully
incorporated into the story, it may be more tolerable for the viewers. This
respondent introduces the term of “artistic violence”, which is perceived as an
element of the story and enjoyed by the viewer. Moreover, some genres were
found to be able to affect the responsiveness of the viewer to the level of
violence. The discussion about genres, violence and emotional response to it is
taken further by the long comment of the respondent J10 about war films.
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“One of the problems with war films is that it not just normalises you to the use
of violence – desensitises you …“Saving Private Ryan” was brutal and it
represents the horrors of war, but you become numb to it within the first three
seconds and it doesn’t represent the emotions of it because it numbs you to
emotional facets of war”.
J10
In the films of the “war” genre the violence is incorporated so closely into the
story that, as respondent J10 reports, such films “normalise you to the use of
violence”. This comment contributes to the previous discussion, as it would
appear that stories of war, present in “war” genre films, make the viewer less
responsive to the high level of violence in such films.
This section of the chapter has so far discussed the proposition that genres are
used as labels for the films, and affect the decisions of potential viewers to
watch the film. For example, if the potential viewer does not like to experience
an emotion that he/she associates with specific genre (for example, “horror”
genre and emotion of fear, as suggested by respondent I9), the respondent will
avoid films of this genre. In this process, film genres can stimulate (as for
respondent J10) or prevent (as for respondent I9) watching the film. In addition,
specific genres, for example, “war” genre, may change the emotional responses
of the viewer about the level of violence in the film. However, in this process,
films do not affect the empathy with the film.
Furthermore, the genres allocated to the film may also misinform the potential
viewer about such a film. As stated above, before watching the film, potential
viewers form expectations about emotions they want to experience by watching
the film. For this reason, people who wish to experience emotions of fear and/or
anxiety would choose to watch “horror” or “thriller” films, or people who would
want to experience romantic emotions would choose to watch the “romance”
genre films; the genres assist potential viewers in their decisions. However, in
some cases, genres may provide incorrect information about the film, and
viewers may be disappointed and/or upset that their expectations (based on the
genre) were not met. Respondent I9 describes such a situation:
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“I was upset by it (“Slumdog Millionaire”). Because the movie had been
advertised or promoted as feel good, wonderful, happy, joyful movie. And the
cover of the DVD is happy, and right from the beginning there’s someone being
electrocuted, there’s a kid falling into shit, there’s a people being beaten up, a
kid has his eyes…is blinded and becomes a beggar. There’s a girl who’s sold
into sexual slavery and it’s just one horrible, miserable, awful thing after another
and I didn’t like the movie at all because it upset me so much. And I didn’t think
it was a feel good movie. It just made me feel so horrible… if I had been
prepared for a dark movie, I could have sat down quite happily and watched it
but I had been prepared for a feel good movie”.
I9
The comment from respondent I9 demonstrates the high level of dissatisfaction
experienced with the film because she was not prepared for the emotions it
provoked. As can be seen from the comment, the respondent was expecting a
“feel good” film, and these expectations are based on how the film was
promoted. However, the film failed to meet such expectations, and instead
provoked negative emotions, which respondent I9 was not prepared for.
Consequently, the film was not liked by the respondent and is, therefore, less
likely to affect her wish to travel to India. Moreover, respondent I9 notes that, if
such negative emotions had been expected, the negative consequences would
have been lower. This stresses the fact that the allocation of genre to the film
(by the film-making industry) must be done very carefully to avoid the situation
where the film genre may represent the nature of the film incorrectly.
To sum up, a diverse range of connections between genres and empathy with
the film has been identified in this part of the chapter. Genres inform potential
viewers about the nature of emotions a film is designed to cause, and are used
by potential viewers to decide if the film will be watched. Moreover, in cases
where such a decision is positive, genres are used by the viewers to form the
expectations from the film. To be precise, respondents choose to watch the film
to experience a specific emotion, and if the film does not provide such an
experience, or provides an experience which was not desired by the viewer, the
empathy with the film decreases. As a consequence, the film is less likely to
affect the tourism-related decisions of the viewer.
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However, expectations from the film formed by genres are not the only factor
which affects the empathy with the film. As was stated in section 6.3.1, visual
qualities of the film are important, and viewers are more likely to like beautiful
films. Moreover, the interviews suggest that story and quality of acting are
important factors that affect the level of empathy with the film. Therefore,
although genres are used to form expectations from the film and influence the
empathy with it, the level of empathy depends on the mix of factors with genres
being one of them. To explain this process, these additional factors, specifically,
story and quality of acting, will be discussed in the next part of this chapter.
6.4.2 The empathy with the film and other factors
As stated above, genres and visual qualities of the film are not the only factors
that determine whether the viewers will like the film. The quality of the story of
the film (plot) and acting are also important influencing factors in this process.
This part of the chapter is set up to discuss the importance of these factors,
because they can contribute to or damage the influence of genres, described in
the previous part. Table 6.8 outlines the comments of respondents about the
qualities of a likeable film.
Table 6.8 Empathy to the film: evidence comments
Respondent
code
A1
C3

H8
H8

I9

Evidence comment
…the destination portrait is very important. Then, maybe, the
actor and the director are important.
I am interested in places, and actors. Sometimes, the storyline
is important as well, but I am not sure… It has got to be a
combination.
If the story's rubbish, then it just takes everything away from it.
I didn't like the acting. The storyline was drab. It was far too
predictable; you knew what was gonna happen and, therefore,
you had no emotional attachment to it because the acting was
so stale anyway.
I don’t have any genre that I particularly like … I like good films.
I like films that tell a good story…
Source: author

The comments in Table 6.8 suggest the importance of the visual portrait of the
destination, story and quality of acting. Respondent A1, for example, stresses
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the importance of destination representation in the films, and notes that actors
and director are also vital elements that affect empathy with the film.
Respondent C3 takes the argument further by introducing the element of “story”,
and noting that it is the combination of these factors that affects how much film
is enjoyed. These findings support the research by Riley and Van Doren (1992)
and Riley et al. (1998) who stated that the combinations and interactions of
landscape, iconic features, narratives and characters affect the extent to which
films can influence the decisions of potential tourists, and Frost (2010), who
stated that the combination of visual themes and story can create empathy with
the film and result in the increase of the wish to visit the destination.
In addition, the comment of respondent I9 demonstrates the relationship
between the story and the genres. It would appear that, for this respondent,
“good story” element is more important to enjoy the film than specific genre, and
the respondent can enjoy film of any genre, if the “good story” condition is met
by the film. The importance of the story is further stressed by the first comment
of respondent H8, as it would appear that, for this respondent, if the quality of
the story is low, the satisfaction from the film and empathy with it will also be
low, even if other elements of the film, for example, visual portrayal, are good.
The importance of the “story” element is further described by respondent H8,
who compares two films that portray the same destination (New York):
“Confessions of a Shopaholic” and “The Devil Wears Prada”:
“It's (“Confessions of a Shopaholic”) not funny; it's trying to be. That’s not
helpful; it's never helpful to not be funny when you're trying to be. It’s not clever
or original. It just doesn't give you anything back from watching it; whereas
“Devil Wears Prada” has…it's clever. It's interesting”.
H8
The comment suggests that poor quality of the story in “Confessions of a
Shopaholic” decreased the satisfaction from the film. This respondent stresses
that the film failed to present the high level of humour (expected by respondent
because of the “comedy” genre of the film), and that made the respondent like
the film less. This observation contributes to the previous discussion that genres
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form expectation from the films. In addition, “The Devil Wears Prada” is
described as “interesting” because of its story.
Respondent H8 expands on this topic further in her second comment (Table
6.8), as she states that if both quality of acting and quality of the story are low, a
film cannot create emotional attachments to the destination. Therefore, story
and acting appear to be important factors for the “Emotion Association” to be
developed by the film, and if the quality of these factors is low, they can damage
the development of this association type.
Moreover, the importance of the crew is stressed by Smith (2003), who stated
that empathy towards the film is originated not only from an interesting plot
and/or characters, but can be constructed via implementation of special effects,
soundtracks and narrative. However, Robinson (2002) notes that producers of
the film probably remain unaware of any potential tourism implications of their
production, but as suggested by Wexman Wright (1986), it may not always be
the case, and Hitchcock is given as an example of a producer who filmed
destinations partially with tourism implications in mind. Connell (2012) reports
that one of the best examples of this process may be the psychological thriller
“Vertigo” (1958), in which Hitchcock creates an emotional response by exposing
the viewer to the iconic the tourist locations of San Francisco.
In addition, poor choice of story design and/or filming crew may result in the
respondent not wanting to watch the film. This research identified the problem
of “Americanisation”, which is discussed by respondent A1:
“The “War Horse”? That is just a kid’s movie, it’s the American Hollywood thing
like Spielberg… It’s just so American how they do things, so the “War Horse” is
never going to happen for me”.
H8
Respondent A1 does not want to see “War Horse” because it was filmed by an
American crew and in “Hollywood” manner. The film was not filmed in the USA,
but this did not affect the respondent’s decision to avoid it. Moreover, it must be
noted that respondent A1 is an experienced traveller, and demonstrates the
traits of a cultural tourist with a high cultural and educational profile, and it may
be that the negative effects of “Americanisation” are more likely to affect cultural
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tourists. This suggestion receives additional confirmation from the comment of
respondent E5:
“I like to see films in the original language. The same thing is with “Let me in”; I
have seen of the original one, I think, it was Swedish, and I have not seen the
American one”.
E5
Respondent E5 describes the second form of negative influence of
“Americanisation” as she comments on the tendency in the film industry to refilm non-English original films in English for English-speaking audiences.
Respondent E5 states that such a tendency is unwelcomed by cultural tourists,
who prefer original films to remakes, and would not want to watch the remake of
the film. Moreover, it is worth noting that the age of the respondent may also
influence if they will be negatively affected by “Americanisation”. This
suggestion is supported by Busby and Klug (2001), who stated that cultural
tourists tend to be older individuals, as respondent A1 and E5 are both from an
older age group (45-54 years old; Table 6.3).
Furthermore, music may also affect the satisfaction from the film. As discussed
previously in section 6.3.2, music can induce moods and emotions. Respondent
H8 adds that music may increase the level of enjoyment from watching the film:
“You enjoy it (“Mamma Mia!”) because of the music…And the substance of the
musical, unfortunately, takes… it's not focused on the scenery, it's just not”.
H8
As stated earlier, Roskill (1997) suggests that music can induce moods and
emotions, and Cohen (2001) adds that music can be a strong cause for
emotional experience of film, and can result in a significant viewer response.
This argument is supported by respondent H8, who enjoyed “Mamma Mia!”
because of the music. Moreover, this film has the “musical” genre (plus
“comedy” and “romance”), and the influence of music is expected to be stronger
in such films. Music can also shape film images in the films that do not have
musical as genre, as demonstrated in section 6.3.2 by respondent F6. However,
respondent H8 reported that musicals, in her opinion, are substantially not
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focused on scenery. Therefore, for this respondent, it would appear that the
“musical” films may not evoke strong “Visual Associations”. Moreover, the music
can also be potentially damaging, as respondent H8 describes:
“I personally didn't grow an emotional attachment to that film (“War Horse”) the
way it's intended. But I felt that that was because the score overplayed it. I think
that ruined it 'cos that can happen sometimes; you can take it a bit too far in
terms of the music”.
H8
As stated above, music can cause a significant emotional response from the
viewer. However, such a response may not always be positive, as the second
comment of respondent H8 suggests. Respondent states that the music in “War
Horse” is “overplayed”, as the film relied too heavily on the usage of a music
factor in the production. It can be suggested, therefore, that music usage should
be carefully managed during the making of the film for it to create a positive
emotional response.
Finally, respondent I9 suggests that empathy with the film also depends on the
personal profile of the respondent, as can be seen in the following comment:
I don’t really like it (“Out of Africa”) as much as I did. I’ve, you know, I’ve
evolved in my thinking. I’ve become more critical of it.
I9
It would appear that the empathy with the film changes as viewers evolve in
their thinking and become more critical. Moreover, as the viewer watches more
films, consequently becoming a more experienced and critical film watcher,
his/her empathy with the previously watched films can be re-evaluated. This
suggestion stresses the fact that, while the factors that make the viewer more
empathised with the film can be identified (and include genres), the effect they
have on the viewer depends on the experience and personal profile of the
viewer.
The chapter has so far discussed the roles and processes of genres in
influencing Film Tourist decisions and attempted to highlight that the genres are
associated with specific emotions, developing associations with the film.
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However, in this process, genres may be misidentified by the viewers, and/or
genre effects may be misinterpreted, but it would appear that some viewers
confirm the effect of the genres on the associations that films create with the a
destination. Correspondingly, genres are used by the viewers in their decisions
to watch the films. If such decision is negative, films are not watched and,
consequently, have no effect on the tourism-related decisions of the respondent.
If the decision to watch the film is positive, genres are used to form the
expectations from the film. If such expectations are met by the film, the
satisfaction from the film increases and, subsequently, the effect of the film on
the decisions of the potential Film Tourist increases. Similarly, if the
expectations from the film, constructed by genres, are not met, satisfaction from
the film decreases, and such a film is less likely to affect the tourist decisions.
Furthermore, as was stated at the outset of this chapter, the connection
between film genres and emotions (and corresponding motivators) is the only
connection consciously detected and confirmed by the respondents. However,
Chapter 5 suggests that there are other elements of the tourist decision-making
process, for example, destination image and interest in the destination that can
be affected by genres. Respondents did not confirm that these elements are
affected by genres. Specifically, while the respondents could identify and
describe the connection between the film and the destination image, they had
difficulty in isolating the role of the genre in such a connection. Despite that, it is
important to explore these elements to understand what factors the respondent
did confirm to influence them and develop the understanding of the Film Tourist
decision-making process, and also to attempt to explain why genres were not
confirmed to affect these elements.
Moreover, to explore the elements of destination image and interest in the
destination, it is important to analyse how films can form the image of the
destination. This research suggests that film constructs destination image by
creating the associations with destination, a process described previously in 6.3.
The following part of the chapter explores the process of destination image
formation and its effects on the decision-making process of the potential Film
Tourist.
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6.5 The image of the destination construction and evaluation
Connell (2012) reports that several researchers have attempted to analyse the
role of films in altering destination image. Specifically, Kim and Richardson
(2003), Frost (2004), Shani et al. (2009) and Tasci (2009) attempted to explore
the relationship between destination image of the viewer and destination image
created by film. The research by Kim and Richardson (2003) suggested that
destination image is shaped by the film. This current study explores this process;
as associations with the destination (see section 6.3) are formed, the image of
the destination is constructed. In addition, research by Shani et al. (2009)
confirmed that film-created destination image can shape the image of the
destination that the viewer had before watching the film, and this process may
form the wish to travel to the destination, a notion also confirmed by this current
study which is discussed in this section.
When discussing the process of a film forming the destination image, it is
important to note the role of associations in the framework of image
components. As suggested by Gunn (1972), films fall under the description of
organic image constructor. Moreover, Gartner (1993) stated that there are three
types of image components: a perceptual/cognitive image component, an
affective component and conative or action component. This research has
adapted Gartner’s framework to analyse the role of different association types in
the process of destination image construction and it would appear that different
association types can be perceived as different components.
Specifically, “Visual associations” may be classified as the perceptual/cognitive
image component; the “Atmosphere Association” may be classified as both the
perceptual/cognitive image component and/or the affective component; and the
“Emotion Association” may be classified as the affective component.
Furthermore, Balogue and McCleary (1999) suggest that image of the
destination is formed mainly by cognitive and affective components, therefore, it
can be suggested that films mainly affect the destination image by creating the
“Atmosphere Associations” and the “Emotion Associations” with it. Adopting this
framework suggests, moreover, that associations films create with the
destination are destination image components and form the destination image.
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These suggestions can be developed further by adopting the four components
of the destination image framework developed by Balogue and McCleary (1999),
introducing associations to the responding components (Figure 6.3).
Figure 6.3 Association and image component connection
Functional characteristics

Visual
Association;
Atmosphere
Association

Significance
of the
“Emotion
Association”

Visual
Association;
Atmosphere
Association

Holistic

Attributes

(Imaginary)

Significance
of the
“Visual
Association”

Atmosphere
Association;
Emotion
Association

Atmosphere
Association;
Emotion
Association

Psychological characteristics

Adopted from Balogue and McCleary (1999)
As the characteristics of the components change (changes are identified with
the arrows) from functional towards psychological, the significance of “Visual
Association” gradually decreases, and significance of “Emotion Association”
increases. This process has been expected, because the emotional response to
the film is, undoubtedly, a psychological process. The most important
suggestion of this framework is that different association types, because of their
nature, correspond to the image components, and through this connection form
a film-created destination image. In part, the effect the associations have on the
destination image can be illustrated by the comment of respondent J10:
“Slumdog Millionaire” certainly represented poverty but gave a very hopeful
ethos of happy ending about it, towards the end”.
J10
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The relationship between associations and destination image can be seen in
this comment. Respondent J10 suggests that, from the perspective of the
“Atmosphere” and “Visual Associations”, “Slumdog Millionaire” represented
poverty, but the “Emotion Association” introduced a hopeful ethos to the
destination, and altered the destination image, making it more positive.
Associations created by the film help to construct the film-created image of the
destination. Moreover, respondent G7 confirms that certain genres can be less
effective in creating a destination image than other genres. The example of this
phenomenon is presented in the following comment:
“Skyfall”, it is in London, but a lot of the action films do not necessarily portray
destination very well…you do not actually get the feel of what the place is like.
G7
Respondent G7 identified the connection between the genres of the film and the
image of destination, and confirms that films of certain genres may represent
destinations more weakly than films of other genres. In describing this process,
respondent G7 focuses specifically on the “action” genre films. In the case of
“Skyfall”, respondent G7 reports that the location in the film, London, is
identifiable, but the film, because of the “action” genre, does not portray it very
well. Moreover, during the interview, respondent G7 confirmed that the “action”
genre films are poor “Visual Association” constructors, because such films are,
according to the respondent, “too dynamic”, and do not allow to observe the
location.
In addition, the “action” genre films often do not allow the viewer to get the
feeling of the location, and it may be suggested that such films may be poor
“Atmosphere Association” constructors. However, such a suggestion is
debatable, and may be expected to depend highly on the viewer’s
responsiveness to visual and atmospheric stimuli in the film. Nonetheless this
example contributes to the argument that genres of the films have an effect on
the quality of film-created destination image. It can also be suggested that the
“action” genre films may be damaging for the association construction process.
Furthermore, the destination image, constructed by the film, may not affect the
decision-making process of the Film Tourist. For such a process to happen, the
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film-constructed destination image needs to be found credible by the viewer. To
be precise, the viewer must believe that the representation of the destination
(and its qualities) in the film can be trusted as an accurate information about the
destination. To decide if the film can be trusted, the destination image
constructed by film is compared to the existing destination image of the viewer.
This process will be discussed in greater detail I section 6.5.1.
6.5.1 The film-created image and the film’s credibility
Butler (2011) reports that the image of the destination created by film is fictional
in nature, and the appeal of an actual location conveyed through the film may
be greater than the actual location. Moreover, film-created destination image
may contradict with the image of the destination the viewer had before watching
the film. In such a situation, the viewer may evaluate the film as not credible
information source about the destination, because the film does not provide the
correct information about the destination. Table 6.9 illustrates some examples
of this process.
Table 6.9 Film credibility: evidence comments
Respondent
code
D4
E5

J10

Evidence comment
I would say, “The Best Exotic Marigold Hotel” sugar-coats India
a lot!
And films (“The Best Exotic Marigold Hotel” and “Slumdog
Millionaire”) are a bit sugar coating, I think, they showed you the
exciting bits, but tend to hide the less beautiful ones…
I think it (“Slumdog Millionaire”) paints a picture of what life is
like in the slums. Then again, it's… like all these things, it's a
representation, it's not the truth.
Source: author

Firstly, it is important to note that the second comment of respondent J10
confirms the suggestion of Butler (2011) presented above. The important notion
in this comment is that the respondent consciously acknowledges that films may
not present the location accurately, as respondent J10 states that films do not
represent the truth about the destination, but rather show an interpretation of
the truth. Moreover, if the film is not trusted as an information source about the
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destination, it may increase the factor of hesitation, described in Chapter 2, and
damage the decision-making process of the tourist.
Secondly, some films, for example, “The Best Exotic Marigold Hotel” and
“Slumdog Millionaire” are described to portray the destination better than the
destination actually is, a process described by respondents D4 and E5 as
“sugar-coating”. Respondent E5 comments on the ability of the films to select
and demonstrate more positive images of the location to the viewers, and to
conceal the negative images. As was stated in section 6.3.1, it is important for
the film to convey beautiful images to be liked by the viewer, but it appears that
if only the beautiful images are demonstrated in the film, the film may not
represent the destination accurately, and this misrepresentation can damage
the credibility of the film.
Finally, the comment of respondent J10 about “The Karate Kid” illustrates that
the films may not deliver accurate cultural qualities of the destination:
“Karate Kid” changed my opinion of China. I think it created a sense that it's
quite militarised culture in terms of martial arts, when that maybe overstated in
the film and may not be a big thing in reality”.
J10
“The Karate Kid” delivered an image of China as a militarised culture, and
respondent J10 notes that such representation may not be accurate in reality.
This is an example of film misrepresenting the culture of the location. When
compared with previous examples, it must be noted that in this process, the film
does not “sugar-coat” China, but exaggerates the aspect of martial arts in the
culture of this destination. Moreover, while the effect of “sugar-coating” may be
negative, as viewers feel they are not being shown the truth about the
destination, the effect of “exaggeration” of specific elements of culture may not
be necessarily damaging.
In a situation where the viewers did not know about the destination before
watching the film and, subsequently, had no image of such a destination, the
film may act as a destination image constructor, and create the image of the
destination which may be later enriched and/or changed by the new data (for
example, Internet, books, pictures). However, in the majority of cases, the

235

viewers have an image of the destination (not necessarily accurate and/or
detailed) before watching the film, and they compare the image of the
destination, constructed by the film, with the image of the destination they had
before watching the film.
In this process, the viewers may detect that films misrepresent the destination,
consequently, not perceive the films as credible and not use such films in
tourism-related decisions. However, if the viewers detect no misrepresentation
in the film, they may conclude that the film is a credible source of information
about the destination. In such a situation, film-created destination image can
have a number of effects on the decision-making process of the tourist.
Specifically, film-created destination image can create an interest in the
destination. This process will be discussed in greater detail next.
6.5.2 The film-created image and the interest in the destination
This next part of the chapter explores those factors the respondents identified
as making the destination more interesting for them. Some examples of this
process are presented in Table 6.10.
Table 6.10 Interest in destination: evidence comments
Respondent
code
E5

G7

H8

H8

Evidence comment
“A Royal Affair” in English, it was a Danish film, and it was about
a particular period in Danish history, and I thought, that was very
interesting…I went and read about it afterwards…It did not make
me want to go to Denmark, because I have already been to
Denmark.
The thing with “Slumdog Millionaire” is that it shows such a
massive contrast, for me, in places like that, and, probably,
because of the way I have been brought up, those places
interested me as well.
Adding this fictional history to a place (talks about Egypt and
“The Mummy”) and then that additional fictional history really
draws out my interest in really looking in more detail into the
actual history and finding that line.
“Into the Wild” certainly takes you across America in a very
different kind of way, pointing out different things which you
probably wouldn't have thought about before.
Source: author
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These comments present a diverse field for discussion, as they suggest that
interest in the destination can be stimulated by the film, corresponding with the
suggestion of Iwashita (2008). Possible reasons for the film to have this effect
are described in the second comment of respondent H8. Respondent H8
comments on the ability of the film to draw the attention of the viewer to the
elements of the destination the viewers would not notice without the film.
Respondent H8 refers to this process by stating that viewers “probably wouldn't
have thought about” some aspects of the destination before watching the film. It
would appear that films can make the respondents more responsive to the
destination qualities by pointing them out for the viewer and provoking the
viewers to notice and think about such qualities. Moreover, some aspects of the
film, for example, historical element or contrast, can create an interest in the
destination.
Focusing on the historical element in the film, respondent E5 commented on the
history element of the film that made the film interesting, and confirmed that
watching “A Royal Affair” resulted in additional research about this destination.
However, in the case of respondent E5, the increased interest in the
destination, and research into its history, did not affect the decision to travel
there. One possible reason for this, according to respondent E5, is because the
destination has already been visited by the respondent by the time of watching
the film. However, it can be suggested that films may create an interest in
previously visited destinations, and this process may create a wish to revisit
such destinations. In addition, in a situation where previous visits to the
destination did not occur, the interest about the destination, provoked by the
film, may have stronger influence on a potential tourist.
The discussion about the role of the historical element in the film in creating an
interest in the destination is contributed to by the first comment of respondent
H8. Respondent H8 comments on the differences between the fictional history,
created for the film, and the actual history, and notes that finding differences
between these two elements may create an interest in the destination, and
inspire further investigation, not necessarily about the location as a potential
holiday destination but purely out of interest. Consequently, viewers may
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become more interested in the destination, and may wish to visit it to compare
fictional historical elements with the real ones.
From the perspective of the genre influence, it would appear that films of the
“historical” genre may provoke an interest in the destination to develop, and this
suggestion corresponds with the view of Frost (2004) that historical elements in
the film may increase the interest in the destination it portrays. The “historical”
genre could not be analysed in Chapter 5 due to its low frequency in the films of
respondents (Table 5.5), but the process of historical elements in the film to
interest viewers, demonstrated by respondents E5 and H8, needs to be
acknowledged.
Focusing on the element of contrast in the films, the comment of respondent G7
suggests that such an element can increase the interest in the destination.
“Slumdog Millionaire” is reported to show a massive contrast of India, for
example, portraying poverty and wealth almost concurrently, and this quality
increased interest in the destination. Respondent G7 mentions that the reason
for the “contrast” element of the film to increase her interest in destination lies in
her personal profile, specifically, her upbringing. This suggests that the personal
profile and history of the viewer may affect whether the film creates an interest
in the portrayed destination.
Furthermore, the example of the respondent E5 shows that films can develop
an interest in the destination:
“I went to see “War Horse” recently, and I took the time off to find out, where
the particular scene in the film was filmed, and I shall go and see that place”.
E5
As reported by respondent E5, “War Horse” made the respondent to research
the location where it was filmed, and respondent E5 confirms that she will visit
this destination in the future. This example demonstrates how interest in the
destination increases the wish to travel to that destination. Respondent E5 adds
that her interest was focused on a specific scene in the film, and she became
interested in a specific destination, not all destinations, portrayed through the
film. This process suggests that the interest in destination is a selective process,
as respondents may become interested in specific locations of the destination.
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In addition, it can be suggested that films deliver information about the
destination not only via the visual images of destination and its aspects, such as
scenery, locations or culture, but also via the presentation of locations in the
titles after the film, as can be seen in the comment of respondent E5:
“Every time the film is finished, I see it through the titles, to see the places
where it was filmed, I am quite interested in that”.
E5
It must be noted that not all film viewers choose to examine the titles of the film.
However, as was suggested earlier (6.4.2), respondent E5 has the
characteristics of the cultural tourist, and for this reason she may be more
interested in examining the titles of the films and identifying film locations than
the general tourist. Moreover, it can be suggested that film titles provide an
instrument to the viewers to research the location where the film was made
immediately after watching the film, if their interest in destination has been
developed during watching.
During the interview, respondent E5 adds that this process can occur during the
visits to the cinema, and become a part of the overall cinema experience. This
results in the information about the location (in titles) being better remembered.
Consequently, better remembered information is more likely to influence the
decisions of the tourists, as the tourists can refer to it more efficiently when
making decisions. It is also notable that this process does not depend on the
genre or location of the film, as respondent E5 confirms that she examines the
titles at the end of every watched film. It can be suggested that such a
behavioural trait depends on the personality and cultural level of the viewer.
However, such deep title analysis is not generally typical for the film viewers,
and should not be perceived as a general trait, but represents an interesting
abnormality.
In summary, it would appear that the factors of the film that the respondents
consider to affect their interest in the destination do not include genres.
Respondents identified that the films need to have the element which interests
respondents, such as, in examples of respondents H8 and E5, history. It may
be suggested that for respondents who are interested in this subject, films of an
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“historical” genre may have a stronger effect on the interest in the destination.
The reason for this process may lie in the fact that both respondent E5 and H8
are cultural tourists, more interested in historical aspects of the film.
The cultural tourist characteristics of respondent E5 were discussed earlier, and
respondent H8 can be identified as a cultural tourist because of the influence of
her father. This respondent, although comparatively young, confirmed that she
had a large number of cultural holidays, consequently, that she is an
experienced cultural tourist, because her father is an historian, and the family
has performed many visits to historical places to satisfy her father’s interest in
history and culture. For this reason, she also stated that she is particularly
interested in the history of the destinations she visits. This supports the
suggestion of Richards (1996) that cultural tourists can be younger individuals.
The suggestion which can be drawn from these comments is that film genres
need to have elements that the viewers find interesting in order for them to
develop an interest in destination. In most cases, genres may not affect such an
interest, because interests of the viewers are highly subjective, but in specific
cases of “historical” genre and cultural tourists, there may be an influence on
the interest in the destination.
The other elements of the film, which may increase the interest in the
destination are the contrast in the film (as stated by respondent G7), and the
ability of the film to draw attention to the specific aspects of the destination (as
stated by respondent H8). It must be noted that genres have no effect on such
elements: film of any genre can portray contrast or focus on previously unknown
qualities of the destination.
Moreover, the interest in the destination is not the only process which results
from the viewers comparing the image of destination they had before watching
the film with the image of the destination created by the film. If the film is
accepted by the viewers as credible, it can also change or reinforce the image
of the destination of the viewer. The next part of the chapter discusses such
processes in greater detail.

240

6.5.3 The film-created destination image and the pre-film destination
image
It would appear that when the viewers compare the image of the destination
created by the film with the image of the destination they had before watching
the film, the interest in the destination is not the only result of such a process.
Films can alter or reinforce the existing image of the destination (Iwashita, 2008).
An example when destination image is altered by the film is illustrated by the
comment of respondent I9:
“The Best Exotic Marigold Hotel” changed my view of India… “Crocodile
Dundee” certainly influenced my thinking, again, my vision of what Australia is,
particularly the outback of Australia”.
I9
Two films were reported by the respondent I9 to alter the image of the
destination the respondent had before watching the film. Although the
respondent I9 did not specify the changes the film provoked in the image of the
destination, she confirmed that “The Best Exotic Marigold Hotel” changed her
view of India. Moreover, it would appear that films can change the vision of the
viewers about the specific locations of the destination. Respondent E5 informs
that “Crocodile Dundee” influenced her thinking about “what Australia is”. This
suggests that in the process of film altering the image of the destination, certain
aspects of the destination may be affected more than others.
Films may not alter, but reinforce the image of the destination. This process is
described by the respondent J10, who focuses specifically on the ability of films
to reinforce stereotypes of the destination:
I think it (“The Hangover”) reinforced the stereotype of sights of reckless
consumption, irresponsibility, fun, sex, money, fame, violence”.
J10
Respondent J10 informs that “The Hangover” operates with the stereotypes
about the destination of Las Vegas, and reinforces these stereotypes. It may be
suggested that such reinforcement may not necessarily have a positive effect.
Respondent J10 mentions both positive (fun, sex, money, fame) and negative
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(reckless consumption, irresponsibility, violence) stereotypes to be reinforced by
the film. It would appear that the effect film has on the image of the destination
when reinforcing the stereotypes can be both positive and/or negative, and
depends on the nature of the stereotypes. These results contribute to the
previous research by Iwashita (2008) and confirm that films may reinforce the
existing stereotypes of the destinations.
Furthermore, stereotypes are not the only factors of the destination film can
reinforce. Respondent J10 also comments on the ability of the films to reinforce
political positions of the destinations:
“Film (“Tinker Tailor Soldier Spy”) represents and reinforces particular politics,
political positions…”
J10
Respondent J10 informs that if the destination is associated with a specific
political position, films may reinforce such an association, and strengthen the
existing image of destination by reinforcing its political image. It must be noted
that the story of “Tinker Tailor Soldier Spy” happened during the period of the
Cold War (1973), and the film operates with and reinforces the political positions
of that historical period. Therefore, film may not necessarily reinforce the current
political positions of the destination it portrays, but reinforce the historical
qualities of the destination within a specific spatio-temporal setting. However, by
reinforcing historical image of the destination, a film may affect its general
image, altering the perception of this destination by the viewer.
Furthermore, respondents report that film-created destination image influence is
not limited to the processes outlined above. As suggested by Tasci (2009), films
act as a source of visual information where films can increase familiarity. As
stated at the beginning of the chapter, the relationship between film genres and
familiarity has been examined through statistical analysis in Chapter 5, although
the interviews appear not to confirm the findings of this analysis. Consequently,
it is important to explore this position to understand which film-related factors
can develop familiarity, and why respondents could not identify the connection
between familiarity and genres. These issues will be discussed next.
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6.6 Films and familiarity
It is important to examine how films can create a feeling of familiarity with the
destination. As suggested in Chapter 3, if the film develops familiarity with the
destination, this process can affect the tourist decision-making process
elements outlined earlier, specifically, destination image formation (Milman and
Pizam, 1995) and interest in the destination (Fodness and Murray, 1999).
Moreover, as stated earlier, Tasci (2009) concluded that lack of familiarity can
have negative effects on the tourists’ perception of the destination. Specifically,
lack of familiarity may result in prejudices, stereotypes, and high social distance.
Furthermore, films act as a source of visual information, through which they
increase familiarity, reducing such negative effects.
Chapter 5 researched the connection between genres and familiarity, but this
connection has not been confirmed by the respondents during the interviews.
One possible reason for this is suggested by Tasci (2009), who argued that the
visual information is the main familiarity developing factor. Consequently, it
would appear that familiarity is primarily developed by the “Visual Association”
which, as was discussed in section 6.3.1, is not affected by the genres.
However, the effects of familiarity and the factors that affect it appear to be
more diverse, as Table 6.11 outlines.
Table 6.11 Films and familiarity: evidence comments
Respondent
code
A1

C3

F6

H8

Evidence comments
…when you go to Paris…you really are at peace, because you
have seen it in the movie, you will feel comfortable in that city,
because of the movies.
It (film) shows you all visual things, and obviously, there is also
culture, interactions in the film, what is going on, it definitely has
a lasting effect. You do feel familiar.
…I am more familiar with it now. New York is always portrayed
to be something big, noisy, or, as it is shown in the movies I do
not usually watch, as the criminal city.
As a result, you feel more familiar, 'cos you're looking out for
things that you wouldn't necessarily have looked out for before.
Source: author
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Respondent C3 contributes to the suggestion of Tasci (2009) and states that
familiarity resulted from the combination of visual images and cultural aspects of
the destination. This takes the argument of Tasci (2009) further, as it would
appear the “Atmosphere Association” has an effect on familiarity. As stated
earlier in section 6.3.2, certain genres can be associated with certain
atmosphere types through emotional attachment. For this reason, familiarity
may be affected by such genres, but such a connection is challenging to detect
and was not confirmed by the respondents.
Respondent F6 provides an example of familiarity development by “Liberal Arts”
and the familiarising effect it has on the destination of New York. It can be
suggested from the interview that the respondent uses the description such as
“big, noisy” to describe the atmosphere of New York, and this suggestion
contributes to the previous discussion, as it would appear that “Atmosphere
Association” contributed to the familiarity respondent F6 developed for New
York. In addition, respondent F6 mentioned that she became familiar with the
“criminal” quality of New York through the films she does not usually watch. This
suggests that while the respondent may avoid certain types of film (a process
which was discussed in greater detail in section 6.4.1), respondents are
nonetheless aware how such films represent the destinations. It would appear
that it may not be necessary for the tourists to watch the film to know what
aspects of the destination it will familiarise them with.
The ability of the film to point out the aspects of the destination the tourist would
not notice without watching the film, discussed in the section 6.5.2 is noted by
respondent H8. It would appear that if the film manages to draw the attention of
the viewer to the aspects of the destination the viewer would ignore without
watching the film, the familiarity with the destination increases.
Furthermore, a possible positive result of familiarity development has been
identified by respondent A1. Respondent A1 reported that familiarity with the
destination, created by the film, made him feel more comfortable when visiting
Paris. This finding confirms the suggestion of Fodness and Murray (1999) and
suggests that familiarity with the destination, developed while watching films,
may lower the tourist hesitation level and make the tourist feel more comfortable
during the visit to the destination.

244

Lastly, an important suggestion must be made concerning the connection
between the familiarity and the credibility of the film (discussed in 6.5.1). As
stated in Chapter 2, Kim and Richardson (2003) indicate that films may not
make the viewers feel more familiar with the destination, and suggest a possible
reason for this phenomenon. Specifically, fictional representation of a
destination may not foster psychological closeness with destination. This
research project takes the argument further and suggests that if the film is not
considered as a credible information source about the destination, it may be the
reason it does not develop familiarity.
The chapter has so far discussed two factors that allow the film to influence the
decision-making process of the tourist. Specifically, the research has suggested
that film needs to be considered as a credible information source, and needs to
be liked by the viewer to affect his/her tourism-related decisions. The influence
of the genres can be traced through these processes, and was discussed in
detail earlier. Moreover, the third process which allows the film to influence the
decision-making process of the tourist is the ability of the film-created
destination image to affect the wish to travel to the destination. The next part of
the chapter discusses this process in greater depth.
6.7 The films and the desire to visit a destination
As outlined at the beginning of this chapter, Chapter 5 has established that the
wish to visit a location is affected by the film genres. Specifically, Chapter 5
suggests that films of certain genres (Table 6.1) can make the viewer desire to
visit the destination more than films of other genres. However, such an
influence was not confirmed during the interviews; the respondents did not
identify film genres as the factors that may influence the wish to travel to the
destination. Nevertheless, it is possible to make a connection between the
image of the destination in the film and the intensity of the wish to visit this
destination. As the destination image is constructed by associations, it would
appear that associations affect the wish to travel, and as the “Atmosphere
Association” and “Emotion Association” are influenced by genres, the wish to
travel to the destination is affected by them, although such connection was not
recognised by the respondents, probably because of the complexity of such a
process.
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Moreover, it would appear that film needs to create strong associations with the
destination, which would consequently construct a powerful destination image,
which, in turn, may be able to affect the wish to travel to the destination.
However, the strength of associations that film creates with the destination is
difficult to predict, because it involves a complex psychological process which
depends, amongst other factors, on such individual matters as personal
emotional responsiveness and sense of beauty. Elements of the destination that
some viewers may perceive as powerful motivating (to travel) factors may be
ignored by other viewers.
Consequently, if the image of the destination is not powerful enough, such a film
is less likely to make the viewers wish to travel. In such a situation, film creates
associations with destination, but this process does not create a wish to travel
to the destination. The first possible reason for this is described by respondent
G7:
“Oh yes, I love “The Sound of Music”. But, I have not been to Salzburg, I would
like to visit it, but not because of the film. I mean, I do not think of “The Sound of
Music” as something I could associate Salzburg with, I think about time (talks
about the historical period) I could associate with it…”
G7
G7’s comment demonstrates that the image of the film is not strong if the
respondent perceives it as out-dated. Respondent G7 confirms that she loves
“The Sound of Music”, but the age of this film (“The Sound of Music” was filmed
in 1965) damages the effect on the respondent. Specifically, the image of
Salzburg portrayed in the “Sound of Music” appears to be out-dated in the
opinion of the respondent, as the film portrays the destination at the time when
the film was filmed (1965), and the visual qualities of modern Salzburg are
expected to be different from the “Visual Associations” that are created by the
film. Moreover, the “out-dated” image of the film did not prevent the respondent
G7 from enjoying the film, and only prevented her from perceiving it as an
accurate information source about the destination.
In such a case, the credibility of film-delivered images is compromised by the
age of the film, and the respondent perceives the images as out-dated. It must
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be noted that this process is different from the film misinforming the respondent
(see section 6.5.1), because in the current process, the film correctly represents
the destination image, but such a representation may be perceived as out-dated
and no longer credible.
In addition, respondent G7 confirmed a wish to visit Salzburg, but stated that
this desire was unrelated to the film. This finding contradicts the data previously
stated in this chapter, as other respondents (D4, E5) report in the interviews
that “The Sound of Music” had a positive influence on their decisions. The
possible reason for this is difference may lie in the fact that G7 is a young
respondent, with low cultural profile, personal travel history and film watching
history. Respondents D4 and E5, however, are older and more experienced
tourists, and may not perceive film as an out-dated image displayer. This
process may be connected to the feeling of nostalgia, however, because no
connections between nostalgia and film genres were identified (in both
qualitative and quantitative analysis), such a suggestion was not tested further.
Contributing to the previous discussion, respondent I9 discusses the importance
of “Visual Association” for a wish to travel to the destination to be developed.
The next comment illustrates this issue:
“The Lives of Others”… the scenery and everything, that’s really dull and the
film is amazing but it’s a very bleak, dull vision of East Germany so it wouldn’t
inspire you to want to go there…”
I9
Respondent I9 describes that “The Lives of Others” is a good film, and
characterizes it as “amazing”, but this film is reported to create a very weak
“Visual Association”, as respondent I9 describes that East Germany in this film
is portrayed as very bleak and dull, and identifies this as the reason why this
film does not inspire travelling to that destination. This finding allows suggesting
that the strength and effect of “Visual Association” in the film-created destination
image is an important factor that affects the wish to travel to the destination.
The presented examples illustrated the situation where the image of the
destination is not strong enough to affect the wish to travel to the destination.
Possible reasons for this, as suggested by respondents G7 and I9, include the
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age of the film (old films may not be considered to be representative) and
strength of associations (visual images may not be inspiring to travel). As the
film in such a situation does not affect the wish to travel to the destination, the
effect of the film on the tourist decision-making process is lower. Moreover, the
image of the destination can be strong and affect the wish to visit the portrayed
destination, but such effect can be both positive and negative. This process will
be discussed in greater detail in the next part of the chapter.
6.7.1 The effects of a strong film-created destination image
As stated earlier, if the image of the destination that film creates is strong
enough to influence the desire to travel to the destination, the influence on the
wish to travel can be both negative and positive. However, it must be
acknowledged that the positive or negative nature of destination image is
challenging to predict, because it is highly individualistic. As discussed above, it
may depend on a number of factors, for example, the quality of the story, as it
can make negative images more acceptable (see section 6.4.1). In addition,
from the tourist type perspective, the tourists who enjoy “dark” tourism may be
more accepting to the grim images (of holocaust, for example) and would wish
to travel to such a place, while the general tourists may find such images
uninspiring for travel.
Furthermore, the research has identified two possible results of a negative
influence: firstly, the wish to visit the destination may be unaffected, as in the
process of a weak destination image; secondly, the respondents’ wish to travel
to the destination may decrease, which is an example of the negative effects of
the film suggested by Kim and Richardson (2003). The examples of such
results are outlined in Table 6.12.
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Table 6.12 Negative film-created destination image effects: evidence
comments
Respondent Evidence comments
code
“The Vulture” is about Argentina. However, I will not go there
A1
because of the crime. The film painted a really dark picture, which
I liked…so it was very good, but the level of crime there is a bit
too much.
…if anything, it (“Slumdog Millionaire”) put me off going there… It
D4
did not enhance desire for me to go and see things, with people
begging for money around it, so I do not particularly want to go,
after having experienced that.
I do not think there was any one of those films where I thought I
D4
want to go to that country, because many of the films have shown
the darker side of life... Even “The Girl with the Dragon Tattoo”,
although that did have really beautiful shots of Sweden. But that
does not mean I do not want to go to the country, I am just saying
that film did not make me want to go more.
If I ever did go to India, then I would be probably thinking about
H8
those films (“Slumdog Millionaire” and “The Best Exotic Marigold
Hotel”) whilst I was there but it wouldn't influence where I was
going because of the chaotic nature of the place that is depicted
in them.
Source: author
The comments in Table 6.12 present the evidence for both possible results of
the negative film-created destination image influence. Focusing on the result of
films not affecting the viewers’ decision to travel, this process is illustrated by
the comment of respondent H8. Respondent H8 stresses the role of
“Atmosphere Association” in the image of India, created by the film, and
confirms that the chaotic nature of the destination, portrayed by the film, does
not inspire her to travel to that destination.
An interesting observation must be made about this process because, as stated
in previous parts of this chapter, the chaotic nature of India portrayed in
“Slumdog Millionaire” was considered an attracting element of the destination
by respondent G6. However, it would appear that such quality of the destination
does not affect the wish to visit the destination of respondent H8. This stresses
the importance of viewer personality and profile in film-related tourist decisions,
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and strengthens the notion that the reasons of Film Tourism are a complicated
phenomenon to predict and monitor.
This discussion is further contributed by the second comment of respondent D4
focusing on the similar effect of “The Girl with the Dragon Tattoo”. It would
appear that, for respondent D4, the “Atmosphere Association” is more important
than the “Visual Association”. According to respondent D4, “The Girl with the
Dragon Tattoo” created strong “Visual Association” by portraying “really
beautiful shots of Sweden”. However, the “Atmosphere Association” created by
the film was “dark”, and it overpowered the “Visual Association”. Because of
this, the film did not affect a wish to travel. Moreover, respondent D4 adds that
she wanted to go to the destination before watching the film, but the film did not
increase such a wish.
In the two previously discussed examples, the negative destination image did
not affect the wish to travel to the destination, and subsequently, had no
damaging effect on the decision-making process of the tourist. However, it
would appear that the negative destination image can also decrease the wish to
travel to the destination, damaging the decision-making process of the tourist.
An example of such a process is given in the first comment of respondent D4
(Table 6.12).
Respondent D4 reports that the image of beggary, presented in “Slumdog
Millionaire” decreased her wish to go to India. It would appear that the “Visual
Association”, portraying people begging for money, had a negative effect on this
respondent. However, as was stated earlier, respondent J10 does not perceive
the poverty of India, shown in “Slumdog Millionaire” to be a damaging factor in
the process of the tourist decision-making. This difference in perception of the
same film by two different respondents stresses the fact that the effect filmcreated destination image has on the viewer is highly individualistic.
Respondent A1 also described a situation where the film, specifically, “The
Vulture”, portrayed the destination of Argentina with a very dark image.
Respondent A1 confirmed that such a representation of the destination made
him like the film, but commented that the high level of crime, shown in the film,
decreased his wish to travel to Argentina. The difference with the previous
example lies in the fact that the decrease of the wish to travel of the respondent
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A1 is not affected by “Visual Association”, but a specific more tangible quality of
the destination, specifically, the high level of crime.
From these findings, it would appear that films that portray destinations as
criminal, poor and/or dangerous, may decrease the positive influence of the film
on the tourist decisions. However, this tendency demands further exploration
because, as was stated in previous parts of the chapter; “In Bruges” is expected
to create associations with the grim image of Bruges, as it is rated “R” by MPAA
(Motion Picture Association of America) for strong bloody violence, pervasive
language and some drug use. Despite this, the film had a positive effect on the
decision-making process of respondent B2, as discussed in section 6.4.1,
because the grim image is carefully and efficiently incorporated into the story of
the film. However, it can be suggested that further research is needed into the
effects that the films of grim and dark destination image have on the decisionmaking process of Film Tourists, as different viewers would respond differently
to the degree and nature of dark images in the film.
The discussion in this part of the chapter so far has examined the negative
effects the strong film-created destination image can have on the wish to visit
the destination portrayed in the films. From the perspective of the Film Tourist,
while it is important to acknowledge such processes, they do not result in Film
Tourism, as they do not make the viewers want to go to the destination. It would
appear that the image of the destination needs to be strong and positive for Film
Tourism to occur. Moreover, positive destination images can have two results,
depending on their strength and whether the respondent wanted to travel to the
destination before watching the film in which it was portrayed.
If the film-created image of the destination is positive and strong, and the viewer
did not have a wish to visit the destination before watching the film, the film may
create a wish to travel to the destination. This is a big effect on the decisionmaking process of the tourist, as in this process the film introduces new desires
to travel, which were not previously considered. Such a process will be
discussed in more detail next, and the examples of it are outlined in Table 6.13.
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Table 6.13 Strong film-created destination image creates a wish to travel:
evidence comments
Respondent
code
C3
D4
E5

G7

J10

Evidence comments
“Out of Africa” made me want to go to Africa immediately after I
have seen it.
I saw the film called “Out of Africa”…I think it would be nice to
go there and have a look at the landscapes and animals.
Yes, I have seen “Out of Africa”. But, because of the film, I
would want to go there, but it is not on the top of the list of
places I want to visit.
I have never been to Alaska, but it (“The Proposal”) made me
want to go, because it looks so stunning…I never had the
desire to go to Alaska before.
“The Pianist”, watching “The Pianist”, I had to go to Warsaw
and to the museums and the Jewish ghetto.
Source: author

The first three comments (by respondents C3, D4 and E5) in this table mention
the same film (“Out of Africa”), but it is notable that while film did create the
initial wish to visit the destination it portrayed, there are differences in the
specifics of this process for three respondents. Specifically, respondent C3
commented that the wish to travel to Africa was formed immediately after
watching the film. Therefore, the development of the wish to travel development
may be of an immediate nature: the viewer may develop a wish to travel to the
destination immediately after watching the film.
Respondent D4 reports on a possible reason for such a wish to form: the
portrayal of beautiful landscapes and animals. Therefore, respondent D4 wishes
to go to Africa because of the “Visual Association”, created by the film. The
discussion is further contributed by the statement of respondent E5, who reports
that, while films can create a wish to travel to the destination, such a wish may
not be strong enough to overpower the previously existing wishes to travel to
different locations.
As a result, although the viewer wishes to go to the destination portrayed in the
film, he/she may choose to visit other locations, that are more interesting and/or
affordable (from financial and time-consuming perspective), before visiting the
film location. This stresses the importance of the interest in the destination for
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the decision-making process of the tourist; the wish to visit the destination of
previous interest may be stronger than a newly developed wish to visit the
destination created by the film.
An interesting observation about three previously discussed comments is that
the respondents referred to the destination the film portrayed as “Africa” with no
further specification. The possible reasons for this may be that the respondents
did not know the exact location in Africa where “Out of Africa” had been filmed,
or did not feel it was important to specify the location. Moreover, it must be
noted that the exact filming location of this film is Kenya and, more specifically,
Shaba National Reserve (Internet Movie Database, accessed on 05.05.2013). It
may be suggested that during the decision-making process to satisfy the wish to
travel to the destination seen in the film, respondents would make an additional
information search and travel to Kenya, not generally to Africa, but such a
process needs additional research, as the film may create an interest in Africa
in a more generic sense.
Contributing to the earlier discussion about the importance of the “Visual
Association” for the desire to travel to the destination, the critical role of this
association type receives additional confirmation, as respondent G7 informs
that the “Visual Associations” created with the location of Alaska by “The
Proposal” created a wish to travel to Alaska. Respondent G7 refers to the
images from the film as “stunning”, and adds that she never wanted to go to the
portrayed destination before watching the film.
Finally, respondent J10 states that films may create the wish to travel to the
destination in order to visit the specific attractions portrayed in the film.
Respondent J10 reports that films may create associations with specific
elements of the destination (such as museums, in the presented example)
rather than the general destination. Consequently, the destination visit planning
may be focused on such specific attractions.
The discussion so far has confirmed that the strong and positive film-created
destination image may create a wish to travel to the destination portrayed in the
film. In this process, the wish to visit the destination did not exist for the viewer
before watching the film, and the film acted as a main creating force for such a
wish. However, it must be noted that films are rarely strong enough to stimulate
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a visit to a destination and influence the decision-making process of the tourist.
More frequently, the films contribute to the existing wish to visit the destination,
and create additional motivators to travel to the destination seen in the film. As
a result, the previously existing wish to visit the destination becomes stronger,
and is more likely to affect the decision-making process of the tourist. The
process of films contributing to the existing wish to travel is illustrated by
examples in Table 6.14.
Table 6.14 Strong film-created destination image contributes to the
existing wish to travel: evidence comments
Respondent
code
C3
D4
D4
F6

H8

Evidence comments
…I have seen the film (“Bullitt”), before I went there (San
Francisco), and it was just one more pull.
“The Lord of The Rings” enhanced my desire to go to New
Zealand…
…it would be true to say that that film (“In Bruges”) made me
even more determined to go…
I wanted to go to Australia way before watching that movie
(“Australia”), but it elaborated this wish.
Any time Egypt's featured in a movie, it generally makes me
want to go there.
Source: author

The comments in Table 6.14 describe the process when films increase and
enhance an existing wish to travel to the destination. The comments of
respondents C3, D4 and F6 are about different films and locations, but the
similar process can be identified for these respondents: the film strengthened
the wish these respondents had to visit the destinations. Furthermore, these
respondents fall into the category of General Film Tourist, according to Macionis
(2004), as the film contributes to their existing wish to travel.
The comment of respondent H8 contributes to the discussion, as respondent H8
comments on her favourite destination. It can be suggested from the interview
that Egypt is one of the favourite destinations of respondent H8, and had been
visited twice before the interview. It may be suggested that films about Egypt
increase the wish of respondent H8 to revisit the destination again, because the
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destination is favoured by the respondent. Moreover, the films may have a
stronger effect on the wish to (re)visit the destinations if such destinations are
liked by the respondent.
Contributing to the previous discussion, the respondent C3 commented on the
importance of the personal history of the viewer with the destination for the film
to affect a wish to travel to the destination:
“Australia definitely comes up in films often enough for us to go there. And I
have history with Australia, because I remember that time after the war, there
was a strong connection between our countries, and my upbringing influences
me”.
C3
Respondent C3 states that she has “history with Australia”, and provides the
reasons for this comment: she remembers the strong connection between UK
and Australia after the World War Two. In such a situation, childhood memories
of the respondent contributed to the deeper involvement with the destination
and increased the wish to travel to the destination. This finding stresses the
importance of the personal profile of the viewer in determining the nature and
strength of effect films may have on such a viewer.
Furthermore, the comment of respondent E5 expands on the planning process
when the wish to travel to the destination has been increased by the film:
“In Bruges” was on the back of my mind when I did suggest going to Bruges, it
was my suggestion, and we looked into it, and it was convenient, because we
could go there quite easily”.
E5
In the presented example, while “In Bruges” increased the wish to travel to
Bruges, the decision to travel there has been carefully examined by the
respondent E5 and her partner before the visit. They concluded that it was
convenient to travel to the destination, and the visit to the destination has been
performed. It would appear that the wish to travel to the destination may be may
be overpowered by the elements of convenience, access, time and/or cost.
Respondent D4 performed a visit to Bruges because of the convenience of the
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Bruges location, which allowed for such a visit to be made easily. The films may
increase the wish to visit the destination, but such a destination needs to be
convenient for the tourist to visit it.
Finally, respondent F6 commented on the importance of “Visual Association”
and “Atmosphere Association” for the wish to travel to the destination to
increase:
“I want to go to Japan now, not only because of the film (“Lost in Translation”),
but it provided very interesting scenery, and cultural insight”.
F6
The comment of respondent F6 illustrates the connection between associations
and the wish to visit the destination, contributing to the earlier discussion that
the association formation is an important factor which can influence the tourist
decisions. Respondent F6 reports that interesting scenery and cultural insight
about Japan in “Lost in Translation” resulted in the increase of the wish to
travel, contributing to the research by Debord (1983) that cultural elements are
interconnected with visual images, noted previously in this chapter.
To summarise, the film-created destination image can be strong or weak. A
weak image does not appear to affect the wish to visit the destination the film
portrays, therefore, films that create weak destination images are less likely to
effect on the decision-making process of the viewer. However, if the image of
the destination is strong, either positively or negatively, the implications for the
destination can be, subsequently, contributing or damaging. The strong
negative destination image may not affect the travel decisions of the viewer, or
may have a damaging effect on the wish to travel to the destination and
decrease it. If the image of the destination in the film is strong and positive, it
can create a desire to travel to the destination (if such a wish did not exist
before watching the film), or it can contribute to the existing wish to travel to the
destination. These findings, discussed in this part of the chapter, are
summarised in Figure 6.4.

256

Figure 6.4 The influence of film-created destination image
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Source: author
If the wish to travel created by the destination image is weak, it will have no
effect on the travel behaviour of the viewer. However, if such an image is
strong, a number of possible outcomes may result, depending on the nature of
the wish (positive or negative) and whether the wish to visit the destination has
existed before the viewer watched the film. The strong negative image can
either have no effect on the tourist behaviour, or be of damaging influence,
decreasing or nullifying the existing wish to travel. The strong positive image,
similarly, may increase the existing wish to travel to the destination, or create
such a wish if it did not exist before watching the film.
From the perspective of genre influence, it would appear that some genres, for
example, “action”, are not effective in constructing a strong image of the
destination. The “action” genre is reported (by respondent G7) to be too
dynamic to construct a strong image of the destination, and it is not possible to
get the “feeling” of the destination from the films of this genre.
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6.8 Summary
The purpose of this chapter was to explore the relationship between genres and
the elements of the decision-making process of the tourists, as discussed in
Chapter 5 (Table 6.1). To meet this purpose, the chapter identified the profiles
of interviewees. The diversity in the profiles of interviewees is considered
acceptable for the purposes of the qualitative analysis. In addition, it must be
noted that the influence of genres on the decision-making process is not always
recognised by the viewers.
The genre of the film is known to the filming crew and the film scriptwriters
before the film production commences, and is incorporated into the story and
filming process. For this reason, films of different genres should have
characteristics that would allow the film to be classified by a specific genre. For
example, the “romance” genre films are expected to include a romantic
relationship in the story, and cause romantic emotions. Moreover, when the film
is produced, the genres are used to label the film in order to inform the potential
viewer about the nature of the film.
It would appear that the genres begin to influence the decision-making process
of the viewer when the viewer confronts the genre of the film. The genre of the
film may be used in the decision of the potential viewer whether or not to watch
the film of this genre. However, it must be stated that genres are not the only
factor which affects this decision: among other factors, a favourite director or
actor may influence the choice to watch the film. Nevertheless, the genres may
inform the potential viewer that the film has the elements which the viewer may
prefer to avoid, and the film will not be watched, consequently, will have no
effect on the decision-making process of the potential tourist. The interviews
suggest that certain genres may be avoided by the viewers, in this case, the
“horror” genre.
If the decision to watch the film is positive, the genres of the film may be used
by the viewer to construct the expectation from the film, particularly, an
emotional experience the film may cause. When such expectations have been
made and were found desirable by the potential viewer, he/she may watch the
film.
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This research has established that, during the process of watching the film, the
film constructs associations with the destination. Specifically, “Visual
Association”, which connects specific visual images with the destination
portrayed; “Atmosphere Association”, which connects specific “feeling” and
atmosphere with the destination portrayed; and “Emotion Association”, which
connects specific emotions with the destination portrayed, and is connected
with the motivators to travel. The chapter then examined the influence of genres
on each association type.
The genres appear to have no effect on “Visual Association”, as the main factor
in this association is visual quality of the destination in the film, which does not
depend on genre. “The “Atmosphere Association” is challenging to approach,
but it can be suggested that genres have a degree of influence on this
association type through emotional attachment. The “Emotion Association” is
most connected to genres, as films are designed to provoke emotions that
correspond to the specific genres (for example, “horror” genre to emotion of
fear; the “romance” genre to emotion of romantic nature). It has also been found
that, while respondents can detect the influence of the genres in their
perceptions of the destination, they may have difficulties in identifying which
genres cause this influence. However, the finding that emotions are affected by
genres, established in Chapter 5, has been confirmed.
Furthermore, it can be suggested that a number of conditions need to be met in
order for the film to influence the tourist decision-making process. Specifically, a
film needs to have a strong effect on the viewer, it needs to be liked by the
viewer, and it needs to be trusted by the viewer in order to affect his/her
tourism-related decisions.
However, genres and expectations from the film that they construct are not the
only factors that affect the empathy with the film. Visual qualities of the film are
important, and viewers are more likely to like beautiful films, while the story and
the quality of acting also are important factors that affect the level of empathy
with the film. Therefore, although genres are used to form expectations from the
film and influence the empathy with it, the level of empathy depends on the mix
of factors with genres being one of them.
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In conclusion, associations form the destination image. The connection between
genres of the film and the image of destination has been identified, and the
research confirmed that films of certain genres may represent the locations less
efficiently than the films of other genres. Even where a film-created image is
trusted and liked, it may not be strong enough to affect the decision to travel to
the destination. In addition, strong images need to be positive, as a film’s
negative images, while enjoyed, may have a damaging effect on the decisionmaking process of the potential tourist. Therefore, the influence of a specific film
on the specific the tourist is expected to depend highly on the viewer’s
responsiveness to visual and atmospheric stimuli in the film.
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Chapter 7 Conclusion
7.1 Introduction
This study has explored the phenomenon of Film Tourism, focusing specifically
on the relationship between the film genres and the decision-making process of
the potential Film Tourist. The thesis has researched the influence of genres on
elements of the decision-making process of the tourist such as information
search, motivation and the effect of destination image and the role of emotions.
It is argued that the genre of the film has the capacity to influence the decisionmaking process of the potential Film Tourist exposed to the film. Moreover, the
research suggests that genres can be both consciously considered an
influencing factor in film-related tourist decisions, but also that viewers may not
recognise and acknowledge the influence of the genres in their film-related
tourist decision-making. Indeed, the qualitative interviews suggest potential
tourists may experience difficulty in isolating film genres from other tourist
decision influencing factors of the film, or respondents may like the filmwatching experience as a general leisure activity with little apparent preference
towards specific genres. However, while no genres may be favoured by
respondents, certain genres, for example, “horror”, may simultaneously be
avoided by them during the film-watching experience.
The research contributes to the body of knowledge concerning Film Tourism by
exploring both influences of the film that are consciously recognised by the
viewers; and the less apparent, unrecognised influences that the genres may
have on the Film Tourist decision-making process. This chapter presents the
primary findings of the research, with reference to the proposed aim and
objectives, identifies the key findings of the thesis and their possible
applications and usage in Film Tourism marketing, discusses the limitations of
the research, and provides recommendations for further work.
7.2 Research findings
The key findings of the thesis relating to the research objectives (see Chapter 1)
can be divided into four sections. First, the thesis summarises the academic
literature related to the phenomenon of Film Tourism. Secondly, the thesis
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acknowledges that specific genres have influence on specific elements of the
tourist decision-making process and presents statistical evidence of such
influences. Thirdly, the thesis explores the conscious consideration of film genre
by the potential Film Tourist during the tourism-related decision-making process.
Finally, it presents a summary of Film Tourism decision-making process and its
components in relation to the findings of this study.
7.2.1 Film genres and the decision-making process of the tourist
The first objective was to synthesise an understanding of the terms “tourist
decision-making process” and “Film Tourism” and evaluate if films have any
influence on the tourist decision-making process. This is addressed by Chapters
2 and 3, resulting in the identification of the elements of the decision-making
process of the tourists that are affected by films. Not in any ranked order, films
can affect motivation to travel, destination image, interests in destinations,
emotions of the viewer, and a desire to visit the destination.
Chapter 2 explored the concept of the tourist decision-making process and
demonstrated that it is a very complex process with a large number of interconnected variables. Because of this, no single perspective offers a complete
theory of consumer decision-making (Hsu et al. 2009; Shao et al. 2009;
Smallman and Moor, 2010). In addition, as stressed in Chapter 2, the tourist
decision-making process may not always be purposive and rational, but can
sometimes result from spontaneous emotions and moods (Decrop and Snelders,
2005). This is particularly applicable to the influence of the films. Connell (2012)
reports that directors are usually, (with a number of exceptions, for example,
Hitchcock), unaware of the possible tourism implications of the films. Similarly,
viewers, in many cases, do not rationally watch the film in order to stimulate
their wish to travel to the destination, but may rationally perceive it as an
information source about the destination. The influence of the film, therefore, is
less tangible, which is one of the difficulties in researching it, as such influence
is increasingly difficult to target.
However, by analysing and comparing the existing theories of the tourist
decision-making process, it is possible to identify the core elements that
influence the tourist decision-making. After these core elements had been
identified, Chapter 3 examined the role of these elements in the context of Film
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Tourism, and presented the evidence that films have the ability to affect these
elements. The combined conclusions became the subject of a deeper
discussion in Chapter 2 and Chapter 3 and are outlined in Table 4.3.
Specifically, the evidence of Table 4.3 proves that certain elements are, firstly,
vital parts of the tourist decision-making process and, secondly, may be
affected by films. To be precise, such elements are: motivation; information
search; destination image; emotions and travel companions.
Chapter 2 examined the role and importance of these elements in the process
of the tourist decision-making, while Chapter 3 discussed how the films could
affect these elements, and via such a process, affect the decisions of the
tourists. Moreover, Objective 2 to Objective 5 of this thesis investigate the
nature of genre influence on the tourist, focusing specifically on the changes in
elements of the decision-making process of the tourist; and to explain the
reason for the influence of genre on the tourist, focusing specifically on the
changes in these elements of the decision-making process of the tourist.
Specifically, the descriptive component of the objectives was researched by
implementing the quantitative survey and identifying the processes of genre
influence, whilst the explanatory component was met by adopting the findings
into the series of in-depth interviews, focusing on the reasons why films and film
genres have an influence on the elements of the decision-making process of the
tourist, and providing deeper understanding of the Film Tourist decision-making
process and the role of genre in it. Chapter 5 and Chapter 6 discuss the
connections; Chapter 5 focuses on the statistical associations, and Chapter 6
explores deeper, more personal reasons for such connections.
Moreover, the thesis addresses the research questions, identified in Chapter 1
(Table 1.1), and the questions relating to each objective were explored via
appropriate research methods. Objective 1 was extensively covered during the
literature review stage of this research project and the results of this review are
discussed in Chapter 2 and Chapter 3. The questions of Objectives 2-5 were
explored during the analysis stage of this research project and the results are
presented below:
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Objective 2


Which motivational factors can genres affect?
o The “drama” genre affects positively the Escape motivator to travel.
o The “comedy” genre affects positively the Relaxation motivator to
travel.
o The “action” genre affects positively the Exciting motivator to travel.
o The “thriller” genre affects positively the Exciting motivator to travel.
o The “adventure” genre affects positively the Excitement and
Achievement motivators to travel.
o The “musical” genre affects positively the Safety/Fun motivator to
travel.
o The “fantasy” genre is less likely to affect the Escape, Safety/Fun and
Exciting motivators to travel.
o The “adventure” is the most motivator-affecting genre.
o The “fantasy” is the least motivator-affecting genre.
o Excitement is the motivator most affected by film genres.



How and why are motivational factors affected by film genres?
o Genres create emotional associations with the destination, and infuse
locations with emotional qualities, such as excitement or escapism,
and consequently, make the destinations more desirable for viewers
who would wish to travel there to recreate and re-experience such
emotions.

Objective 3


Which genres affect the information search process of the Film Tourist?
o Genres do not affect the information search process; the genre of the
film has no effect on the information search strategies of the viewer



What genres affect the interest in the destination?
o The “romance” genre is more likely to stimulate an interest in the
destination
o The “comedy” genre is less likely to stimulate an interest in the
destination
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Objective 4


What genres affect the destination image?
o The “romance” genre is more likely to affect positively both
destination image development and familiarity development
o The “comedy” genre is less likely to develop familiarity with the
destination



Why do genres affect the interest in the destination, familiarity and
destination image?
o By infusing the destinations with romantic emotion qualities, genres
may make viewers more interested in the destination, as it is
transformed by the film into the place which can appeal to their
specific emotional needs. During this process, the image of
destination is changed due to its new emotional quality, and the
viewers may feel more familiar with it.
o In terms of the “comedy” genre, this genre may not increase the
interest because, due to the nature of humour, jokes are only funny
once, and the destination will not supply a similar humorous effect
during the visit.



Which genres affect the emotions of the Film Tourist?
o All genres, mentioned in Objective 2 of this table, provoke an
emotional response from the viewers. Moreover, the “comedy” genre
is more probable to provoke positive emotions, and the “thriller” genre
is more likely to provoke the negative emotions. However, such
emotional responses do not affect the effect the film has on viewers’
travel behaviour directly, but contribute to the level of empathy with
the film.



Why do genres affect the emotions of the Film Tourist?
o Genres are expected to create corresponding emotions (for example,
“horror” genre and fear), but the mix of genres in the film and high
dependence on the personality, cultural background and emotional
responsiveness of the viewer make such responses difficult to predict.



Why do genres affect empathy with the film
o Before watching the film, genres are used to construct the
expectations from the film. Depending on the ability of the film to meet
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such expectations (to provide desired emotional experiences), the
empathy with the film changes.
Objective 5


How and why do genres affect the type of visit to the destination?
o The “adventure” genre is more likely to provoke a visit as a part of a
bigger organised trip
o The “musical” genre is more likely to provoke a visit to the film
location if the film is liked by the viewer.
o The “action” genre is less likely to provoke visits to historical places.



Why do genres affect the type of visit to the destination?
o Possible reason for the “adventure” genre influence may lie in the
suggestion that this genre is more likely to affect the “Pleasure and
fantasy realisation seeking tourist” type. Moreover, such a tourist may
not make the film location a primary reason for the visit, but rather an
exciting detour in a longer and more diverse trip. The “musical” genre
influence is explained by the fact that historical places may appeal
more to the “Culture seeking tourist” type, while the “action” genre
may develop an Exciting motivator, which influences “Pleasure and
fantasy realisation seeking tourist” type stronger, and may have a
lower effect on the “Culture seeking tourist” type.

As can be seen from this evidence, this thesis attempted to identify and explain
a number of the processes associated with how film genres may influence the
tourist behaviour and decisions. These processes will be summarised in greater
detail below.
7.2.2 Genre influence and motivation
Focusing on motivation to travel, Witt and Wright (1992) and Uysal and Hagan
(1993) stated that the tourist motivation differs between individuals and from
one decision-making context to another and is inherently dynamic. Because of
this it may be that, as the tourists accumulate the tourist experiences, their
motivation to travel may change (see, for example, Kozak, 2002). These
challenges in approaching the tourist motivation were addressed by Pearce
(1988), who developed the framework of the Travel Career Ladder and adapted
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it into the theory of the tourist motivation. As discussed in Chapter 2, according
to this model, it may be that the motivation of the tourist to travel changes as
they become a more experienced traveller. Moreover, depending on the tourist
travel experience and the travel experience of possible travel companions, the
position of the tourist on the Travel Career Ladder changes. However, it must
be acknowledged that this theory is a contested idea, and has been the subject
of deeper exploration and criticism. For example, Ryan (1988) reports that the
model is too dependent on the belief that humans are capable of achieving a
positive psychological integrity and can become more psychologically mature
through the holiday experiences.
From the perspective of Film Tourism, films have the potential to influence and
create motivator factors for the tourists, and these factors can be both pull and
push in nature (Busby and Klug, 2001; Macionis, 2004). This is an important
area of this research, and the quantitative analysis within this thesis analysed
and established a number of statistically significant associations between
motivation to travel and film genres. Primarily, the connection between films and
motivation pull-factors is simple and self-explanatory: films may expose viewers
to the beautiful visual themes of the destination, or other attractions of it, and
motivate respondents to travel there to see such themes. In such a situation,
films may have two effects on the potential tourist. Firstly, if the viewer has not
seen the destination or any images of it before watching it in the film, the film
may act as a cause of pull-factor motivation constructor.
The second, more frequent effect is that the respondent is expected to have
been exposed to some visual images of the destination prior to seeing the film
and, in such a situation, the film itself may act as one of many pull-factors, the
combination of which may trigger the viewer to travel. As this is a frequent
situation in Film Tourism, this effect is evident for all interview respondents of
this research. However, it must be noted that genres have no influence on these
two effects, as they depend greatly on the visual qualities (beauty and
attractiveness) of the destination; indeed, films of any genre can be shot at
beautiful locations. The situation is different with motivation push-factors, as
genres have stronger influence on this type of motivation. These connections
will be discussed next.
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As Kozak (2002) suggested, the tourists can be classified into types, depending
on the motivation push-factors that influence their decision-making processes
and behaviour. Such a framework can be applied in the context of Film Tourism,
as it would appear that certain genres may, through influencing motivation,
influence specific the tourist types. If the tourist is generally motivated by the
Exiting motivation factor (Yoon and Uysal, 2005), then films of the “action” and
the “adventure” genres are more likely to influence such a tourist to travel to the
destination from the film. The “adventure” genre has a similar positive effect on
the tourists who are normally motivated by Achievement motivation factor in
their decisions. The same process has been observed with the films of the
“drama” genre and the Escape motivation factor: the tourists who normally
enjoy travelling in order to escape the routine lifestyle of their home
environment are more likely to travel to the destinations portrayed in “drama”
films.
Such an influence may also have a negative effect, when the tourists who
normally travel motivated by Escape, Safety/Fun and/or Exciting factors are
exposed to the destination through a film of the “fantasy” genre. Research
results suggest that in such a situation, viewers with the outlined motivational
preferences (in their general tourism-related decisions) are less likely to be
affected by the film of the “fantasy” genre.
However, the results from the different case-study research in Film Tourism
indicate the opposite effect: the visits to UK increased after the screening of
“Harry Potter” films (Iwashita, 2008), or visits to New Zealand after the
screening of “The Lord of the Rings” films (Singh and Best, 2004). This
phenomenon may be explained by the fact that these films are not solely in the
genre of “fantasy”, but also “action”, “adventure” and others, but it must be
acknowledged that they do have a considerable extent of the “fantasy” genre
elements in them. This phenomenon represents an implication for further
studies as it would appear that genre influences may contradict one another.
From the tourist-motivation typology perspective, adopting the framework by
Kozak (2002), it would appear that genres have most influence over “Pleasure
and fantasy realisation seeking tourist” type, which incorporates all mentioned
motivational factors. Films of the “adventure”, “action” and “drama” genres are
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more likely to influence this type of the tourist to travel to the destination the film
portrays, while the films of the “fantasy” genre have an opposite effect,
negatively affecting the decision of the viewer to travel.
Moreover, the influence of genres on the motivational factors of the tourist is not
limited to influencing the types of the tourist. It is also possible that the tourist,
who would not normally be motivated to travel to the destination because of
certain factors, may become motivated to travel for such reasons specifically
because of the film. In such a situation, the film influence is not connected to the
type of the tourist, but to the specific motivation that film can create for all tourist
types. The examples of such influence are, firstly, the “comedy” genre films,
which may motivate any type of the tourist to travel for the relaxation purposes;
secondly, “thriller” and “adventure” films motivate the tourists to travel seeking
excitement; thirdly, the “adventure” genre also motivates the tourists to travel to
the portrayed destination for Achievement motivation factor; and, finally, the
“musical” genre may promote travelling for the purposes of feeling safe and
secure.
Furthermore, genres connect destinations with specific emotions which,
subsequently, are associated with different push-factor motivations. Through
such connection, the atmosphere of association is infused with different
emotional attributes, and the viewer may wish to travel to such locations in
order to invoke emotions caused by the film. It is evident that the film watching
experience may be, in many cases, an exciting experience, which may be the
reason why the Exciting motivator is most affected by the film genres.
7.2.3 Genre influence and the interest in the destination
Chapter 2 demonstrated that the information search is a complex and dynamic
process involving a variety of sources, and source-tourist interaction
characteristics. The information can be gathered intentionally, and the tourists
can also be unintentionally exposed to the information about the destination. In
addition, the information search was found to be useful to identify the
preferences of the tourist rather than the final choice, because of the high level
of emotion influence on the decision-making process of the tourist, which results
in high opportunism and adaptability.
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Chapter 3 suggests that, as part of the information search process (Urry, 1990;
Riley and Van Doren, 1992; Macionis, 2004; Molina and Esteban, 2006; Tasci,
2009), films can influence the final decision of destination and decisions during
the visit and/or tourism experience. In this regard, information search has the
potential to affect the decision-making process of the tourists directly by
developing an interest in the destination and influencing travel motivation.
Decrop and Snelders (2005) state that comparing known information
(expectations) with reality may be an important motive for travelling.
As was stated earlier, the genres of the films have no effect on the information
search strategies, and do not affect the sources the viewer uses to extract the
information about the destination, the manner in which he/she prefers to do it,
and the time spent on this process. However, a connection has been identified
between the genre of the film and the interest in the destination. It would appear
that the interest in the destination is created when the tourist compares the
image of the destination he/she had before watching the film with the image the
film created, and the difference is big and/or unusual enough to create an
interest. The “romance” genre films are more likely to make the viewers more
interested in the destination they portray. One possible reason for this is that
emotions of a romantic nature may be more complex than emotions of
excitement (which, as stated above, are often caused by the film), and are more
difficult to recreate. Moreover, viewers may be interested in the destination to
examine its capacity to provide similar emotions during the visit. In the cases of
spouse trips, such emotions may be one of the core elements of the travel
decisions.
The opposite effect has been observed with the films of the “comedy” genre:
such films are less likely to make the viewer more interested in a portrayed
destination. The possible reason for this phenomenon is analogous to the
earlier possible explanation of the positive effect of the “romance” genre.
Specifically, in the films of the “comedy” genre, destinations may have the
comedy element in a specific film context, and the destination outside of the film
setting does not retain the comedy qualities, and does not interest the viewer in
that regard. In addition, humour in the films may only be effective once:
humorous situations and jokes are only funny the first time the viewer is
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exposed to them, a phenomenon described by de Bono (1969). Because
humorous situations are not possible to recreate, comedy-related emotions
cannot be recreated at the destination, which may result in the viewers being
less interested in the destination. It may be that romantic emotions are more
sought-after and transferable than comedy-related emotions, but this
suggestion demands additional research.
7.2.4 Genre influence and the destination image
As described in Chapter 2, the image of the destination is a vital part of the
decision-making process of the tourist (Molina et al., 2010) and is capable of
influencing the demand of the tourist (Tasci and Gartner, 2007). Moreover, the
characteristics of the destination image can be used to predict the motivation of
the tourists. Chapter 6 describes that the combination of associations forms the
destination image. When focusing on the influences of the genres, it is notable
that the “romance” genre films are more likely to create a positive destination
image than other genres. The reason for this phenomenon may lie in the fact
that romantic feeling may be pleasing for and enjoyed by a large number of
viewers, and as the image of the destination is infused with romantic
connections, the image of the destination becomes more appealing to the
viewer. However, this suggestion needs to be further tested and may have
implications for further research.
7.2.5 Genre influence and familiarity
As stated in Chapter 3, familiarity appears to be influenced by films, where
exposure to films familiarises the tourists with a destination, which can influence
the decision-making process of the tourists in both short and long terms. This
process may increase the probability of a visit, but may also decrease the effect
of the “novelty” motivation on the decision-making process of the tourist.
In terms of genre effect on tourist decisions, the results of this research suggest
that the “comedy” genre decreases the probability of film familiarising viewers
with the destination, a phenomenon that may be connected to the suggestion
that the “comedy” genre films may offer the humorous elements of the
destination, which are not interesting and sought-after by the viewer after
watching the film due to the nature of humour processing: the inability to
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reproduce humorous effects repeatedly with the original positive effect. In
addition, while the “comedy” genre may extract humorous effects from the
stereotypes of the destination, but in such a situation, as described in Chapter 6,
viewers may not perceive the film as a credible information source about the
destination, consequently, will not feel familiar with the destination. However,
there are notable exceptions in this process, identified during this research,
specifically, “The Hangover”, a film of the “comedy” genre which efficiently
implements the stereotypes of the destination of Las Vegas. Therefore,
although the “comedy” genre film may generally not be an efficient tool to
familiarise the viewers with the destination, there may be notable exceptions,
the reasons for which may have useful implications for further research.
7.2.6 Genre influence and the wish to visit the destination
In addition to the processes described in the previous parts of this chapter,
genres of the films have a connection with the wish to visit the destination, if the
emotional associations are strong enough. Specifically, the “musical” and the
“adventure” genres are more likely to cause a wish to visit the destination. The
influence of the “adventure” genre is expected from the previous discussion and
strengthened by the capacity of this genre to create Exciting and Achievement
motivators, but the important addition to the previous discussion is the exact
nature of film-related visits that films of the “adventure” genre may provoke
viewers to make. It would appear from the results of this project that films of this
genre may more likely cause a wish to visit the location during a bigger
organised trip; the most studied example of such a tendency is “The Lord of The
Rings” (Singh and Best, 2004). This suggests that the Serendipitous Film
Tourist type is not likely to be influenced by the films of the “adventure” genre,
while “General Film Tourist and Specific Film Tourist types are more likely to be
influenced by the films of this genre (Macionis, 2004).
Focusing on the “musical” genre, such films are more likely to develop the wish
to travel to the location where a film of this genre has been filmed; the most
well-known example of such tendency may be “The Sound of Music” (Hyunjung,
and Kaye, 2008). It is important to add that, for this genre, it is important for the
films to be liked by the viewer in order for the wish to visit the destination to be
developed. Consequently, the level of empathy is important for such an effect of
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this genre. The empathy with the film will be discussed in greater detail in the
next part of this chapter.
It would appear that the strong influence of the genres can also have a negative
nature; such an effect is evident for “comedy” and “action” films, but there are
notable differences in the negative effects of these two genres. The “comedy”
genre may be less expected to contribute to the desire to visit the film location,
and the reason for this may be similar to the “comedy” genre related
discussions above. Specifically, as it is not possible to experience a humorous
effect twice, “comedy” film locations may not be as attractive as locations that
offer film-created excitement or romance experiences, as such emotions can be
more easily re-created, but the same joke does not provide a similar humorous
effect twice. Therefore, after watching the film, viewers may consciously
understand that visiting the destination will not allow them to experience the
same humorous feeling.
However, this does not mean that the “comedy” genre films are to be neglected
in Film Tourism. When mixed with other genres, for example, “romantic”, and
portraying beautiful visual landscapes, such films may influence travel decisions
via other processes. The example of such a film is “The Proposal”: beautiful
images of Alaska and romantic elements compensate for the lack of the effects
of the “comedy” element of the film.
In addition, when stereotypes are used to create a positive comedy effect in the
comedy films, when combined with visual images, they may increase the effect
of the film on the viewer and his/her decisions. For example, “The Hangover”,
although being purely the “comedy” genre film, efficiently exploits the
stereotypes of Las Vegas to create fun situations which, consequently, when
enjoyed by the viewer, may improve his/her general opinion of this destination.
However, for such a process to work the film needs to reinforce the existing
stereotypes about the destination, therefore, it is the process of destination
image reinforcement, rather than the destination image construction or
alteration. Moreover, it is necessary for the viewer to have a previous
knowledge about the destination (and stereotypes, associated with it) for such a
process to take effect.
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The negative effect of the “action” genre is different, as the films of this genre
are less likely to contribute the wish to visit the location of the film if such
location is of an historical nature. This result suggests that “Culture seeking
tourist” type (Kozak, 2002) would less likely be affected by the films of the
“action” genre. However, additional evidence suggests that, in a specific set of
circumstances, when the viewer is young but has a high cultural level and
specific interest in history, created by other factors, such as family, it is possible
for “action” films to attract such viewers to the filmed historical location if it is
strongly connected to the plot. One example of where such a finding has been
noted is “The National Treasure”. However, the positive effect of this film may
also result from the “adventure” genre in its description, as the “adventure”
genre is the strongest genre in terms of influence on the tourist decisions. The
difference in strength of different genres, therefore, represents a subject for
future research.
Until now, the summaries presented in this chapter discussed the changes in
decision-making not usually consciously recognised by the viewer. These
changes were identified statistically in Chapter 5, and confirmed and expanded
on a deeper, more personal level in Chapter 6. However, such a confirmation is
a result of specifically designed questions. Moreover, as described in Chapter 6,
respondents have difficulty in operating with genres, and they confirmed that,
for the changes outlined above, respondents do not recognise the role of
genres unless their attention is focused on it, as it was during the interviews.
However, there is an additional process, which involves the viewers operating
with the genres consciously - the process of expected and received film
watching experience comparison. This process is the only process where the
viewers consider and acknowledge genres that have an effect on the tourismrelated decisions. This process will be illustrated in greater detail next.
7.2.7 Genre influence and the empathy with the film
As discussed in Chapter 6, one of the important conditions that the film needs to
meet in order to have an effect on the travel related decisions of the viewer is to
be liked by the viewer. This thesis suggests that the degree to which the film will
be liked by the viewer may depend on four factors: the visual beauty of the film,
the quality of story and plot, the quality of directing and acting, and the degree
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of film meeting emotional experience expectations of the viewer. While, as in
Figure 7.1, these factors are inter-connected, the element which is most
affected by genres in this process is the expected versus the received
emotional experience. However, this connection is indirect and complex, and
demands additional insight.
The genre of the film is known to the filming crew and the film scriptwriters
before film production commences, and is incorporated into the story and
filming process. Because of this, films of different genres must incorporate
elements that would permit classifying the film with a certain genre; this process
of film production management is supported by Kerrigan (2010). For example,
from a simplified perspective, the “romance” genre films may be expected to
include a romantic relationship in the story, while the “horror” genre films are
expected to have scary and frightening settings incorporated into the plot, and
may exploit common fear-related stereotypes and elements, such as vampires,
zombies, ghosts and other elements generally perceived as frightening. It must
be noted that, because film genres often overlap, films may have many different
elements typical for each genre used to describe such a film.
While the elements, typical for every genre of a film are designed (by producers,
directors, actors and/or plot (original story) authors) and planned to be filmed,
whether or not the film will efficiently meet the genre-enforced criteria depends
highly on the ability of authors to construct a story for the film with the
adherence to a specific genre(s), and the ability of the director and actors to
efficiently convey the elements of such genre(s) during filming.
After the film is produced and its promotion begins, genre is normally used
within the film industry to label the film in order to assist potential viewers in
their decisions. As with tourism experiences, films may be perceived as
intangible experiences, which are impossible to try before the consumption, and
while in certain cases, a film carrier (a DVD or similar) may be returned and
refunded, the time spent on watching the film is not returnable. For this reason,
it is important for potential viewers to have information about the film to form
expectations and evaluate if such experiences are desirable for them. To assist
potential viewers in this process, genres are used to help identify what emotions
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and general plotlines they can expect to feel and see during the film
consumption.
As was stated in Chapter 6, certain genres may be avoided by individuals, for
example, the “horror” genre, if the viewer dislikes the emotions of fear and/or
related plotlines. The process receives an additional level of depth at this stage,
and moves into the area of the viewer’s personal perception of the features of a
particular genre. As was mentioned earlier, different people like different films,
but even the same genres may be liked by them differently. For example, the
acting in the “comedy” genre film may seem funny for a specific viewer, but not
perceived as such by a different viewer. The reasons for this phenomenon fall
more into the field of psychology rather than tourism, and are complex and to
date not entirely explained. It can be suggested that sense of humour depends
highly on the personal qualities of the respondent, such as the cultural
background, maturity, level of education.
The same tendency is applicable to the majority of other genres, such as
“romantic” or “horror”. Indeed, some people are more responsive to romantic
emotions than others, and some viewers would find the methods applied in the
film to scare them irrational, superstitious and ineffective. The important
conclusion which needs to be drawn from this discussion, therefore, is that
genres are allocated to the film before or (in rarer cases) during filming, are
used to described the film after the filming, and may be used by potential
viewers to construct expectations from the film; such expectations depend both
on the genre and on the personal profile of the potential viewers and his/her
understanding about what elements certain genres must contain.
If viewer expectations are considered to be desirable by the potential viewer,
he/she may watch the film. It must be noted that expected emotions may not
necessarily be positive. This research identified, for example, that the “thriller”
genre is expected to create emotions of tension and anxiety, which may
generally be perceived as negative in everyday life, but desired from the film.
Furthermore, during and after watching, the expectations are compared to the
received experience, and the verdict may be given whether the film has
exceeded, met or not met such expectations. Depending on the verdict, the
degree to which the film is liked by the viewer changes. Indeed, on the basis of
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the quantitative surveys described in Chapter 6, it may be suggested that many
respondents can identify the film they consider “favourite”, therefore, it is
possible to suggest that the viewers are able to define the degree to which they
like films they have seen.
Where genres are used by viewers to construct expectations from the film, and
depending on how efficiently the film meets such expectations, the viewer’s
level of empathy with the film changes. The critical point in this discussion is
that such expectations are not solely based on genres, but also on the
interpretation of the genre by the viewer, and the viewer’s personal profile,
which makes such expectations highly unpredictable. Indeed, as there is no
apparent “formula” to make a likeable film, there is no definite theory to fully
explain the film influence on the viewer and his/her travel related decisions.
7.2.8 Genre influence and emotions
The respondents confirmed that the film genres are connected to the emotions
of the viewers, and identified additional connections between genres and the
decision-making process of the tourist. The findings contribute to covering the
gap in existing base of knowledge, identified by Connell and Meyer (2009:196),
who stated that there is little understanding in tourism research about how the
Film Tourists “perceive, interact and relate to the destination”. In addition, the
importance of understanding the role of genres in the Film Tourist decisions has
been stressed by Shani et al., (2009) and Beeton (2010).
Summarising the evidence outlined until now in this chapter, the strong
connection between the emotions and the genres can be observed in the genre
influence. As reported by Connell (2012), emotions are the central asset of the
film, and their importance in the context of Film Tourism is additionally stressed
by Kim (2012). The results of this research project suggest that the role of
emotions is critical, if not the main factor which dictates the influence of the
genres on the decision-making process of the tourist. Indeed, the emotional
aspect is evident in most of the described processes of the genre influence:
essentially, the genres associate the destination with a specific emotion or set
of emotions. Although this result was, to a degree, expected, because genres
are generally assumed to be associated with specific corresponding emotions,
this research takes such assumptions further by exploring the specifics of this
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process. It would appear that not all genres are able to cause emotions strong
enough to affect the decision-making process of the tourists. In addition, in the
context of Film Tourism, viewers have different response strength to different
emotions. Moreover, emotion of excitement is found to be most often caused by
film watching experience, and the most efficient genre to cause it is “adventure”.
Similarly, romantic emotions are found to be most interesting and have the most
positive effect on the image of the destination, which signals that films of the
“romantic” genre are more likely to be efficient pleasing destination image
constructers.
Furthermore, the role of emotions is critical for genres to have influence on the
tourist decision-making process. However, while this research managed to
identify a number of possible processes of genre influence (due to emotional
connections), it must be acknowledged that strength and specifics of the
emotions, caused by the films, depend highly on the personality of the viewer,
his/her educational level, maturity, cultural background, sensitivity, and other
factors. Because of this, whilst general processes of genre influence are
identifiable, it is much more difficult to predict the exact influence of the genre
for a specific viewer.
7.3 Findings summary
The findings of this research, as discussed above, are summarised in Figure
7.1, which outlines the Film Tourist decision-making process, identifies where
genres have an influence on this process, and illustrates other factors that affect
it. The diagram was constructed to demonstrate the findings for two reasons:
firstly, as a convenient method to schematically convey the information and,
secondly, the diagram may be comparable and compatible with the previous
research on the Film Tourist decision-making process and be adopted in
possible future research on this subject. For example, Faye and Crompton
(1991), as cited in Bolan and Williams (2008), adopted such an approach to
present the findings about the relationship between film-induced tourism and
consumer choice. Moreover, the frequent usage of this approach to present
data signals of its convenience and adaptability for future research.
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Figure 7.1 Film Tourist decision-making process and genre influence
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Figure 7.1 summarises all findings discussed previously in this research: where
associations between genres and the elements of the decision-making process
of the tourist were found during quantitative and qualitative analysis, the
influence of genres has been illustrated. The decision-making process of the
Film Tourist is marked with solid black arrows. Moreover, as Figure 7.1
demonstrates, six processes of genre influence on the Film Tourist decisionmaking process were identified. These processes are identified with blue lines.
Five of these processes are direct; such processes are marked with solid blue
lines. Moreover, one process, specifically, the connection between genres and
expectations from the film they create is more complex and indirect, and is
marked with dotted blue lines.
Film genres may have an effect on the level of familiarity (7.2.5) with the
destination, demonstrated by process 1.The influences of the genres on the
destination image (7.2.4) is described in process 2. The connection between
film genres and motivation push-factors (7.2.2) is established through the
processes 3.1 and 3.2 (see Figure 7.1) of genre influence. Specifically, process
3.2 describes the connection between the genres and emotions and process
3.1 identifies a more complex connection where the emotion is infused into the
atmosphere of the destination (7.2.8). Process 4 identifies the connection
between genres and the interest in the destination (7.2.3).
The genres of the films have a connection with the wish to visit the destination
(7.2.6), if the associations are strong enough to accommodate for such a
process. Indeed, if the film creates strong positive associations with visual
beauty or enjoyable emotions for the viewer, the film is likely to increase the
wish of the viewer to travel to the destination. Process 5.2 shows this
connection. Moreover, it would appear that the strong influence of the genres
can also have a negative nature if the associations are negative, for example,
the film location is portrayed as unpleasant, or the emotions caused by the films
are negative. Process 5.1 illustrates such a development.
Process 6 (shown with the dash blue line) of genres and expectations from the
film they create, and the effect of such expectation on the decisions of the
tourists, is more complex and indirect, and was discussed in greater detail in
section 7.2.7. It must be noted that the presented Film Tourism decision-making

280

processes rarely have linear relationships and may happen simultaneously. For
example, the film may create strong emotional associations with the destination
and increase the interest of the viewer in the destination at the same time.
Moreover, the wish to visit the destination may develop later during the
watching of the film, if the associations become stronger.
In addition, Chapter 6 discussed the connection between the association
constructions and the image components (Figure 6.3), adopting the framework
by Balogue and McCleary (1999). This discussion can be developed further as
it is possible to adopt the framework of travel behaviour by Sellgren (2010) into
the process of the Film Tourist decision-making. Sellgren (2010) developed the
connections between the film attributes, image of the destination, travel
motivation and travel behaviour. This research combines these suggestions
with the process of film affecting the decision-making process of the tourist. The
results are presented in Table 7.1.
Table 7.1 The Film Tourist decision-making process and image
components
The Film
Tourist
decisionmaking
process

The Film Tourist decision-

Image components

making process
Research about the film

Attention

Cognitive

Interest and

Affective

Watching the film
Association construction
Association evaluation

desire
Visit to the destination

Action

Behavioural

Evaluation of alternative

Not applicable

Not

destinations benefits and

applicable

images
Adapted from Sellgren (2010)
As can be seen from Table 7.1, it is possible to connect the Specific Film
Tourist decision process stages with different image components. Firstly, the
respondent researches the film, which may lead to watching the film. During film
viewing, the associations are constructed, and the images and stimuli that
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construct them can attract the attention of the viewer; this process happens
through cognitive image components. Secondly, the associations are evaluated,
which may result in increased interest in the destination and the increase of the
desire to visit it. At this stage, the development of these factors is stimulated by
the affective image component. Thirdly, if the film effect is strong enough to
result in an actual visit to the portrayed location, different tourist behaviours may
take place at the location, depending on the type and desires of the tourist. At
this stage, the behavioural image component may affect tourist behaviour and
experiences. Finally, after the visit, the experience is evaluated and destination
image is altered. These findings represent several key contributions associated
with the identified processes. These contributions will now be explored.
7.4 Contributions of thesis
It is important to identify and stress the most important contributions of thesis to
the existing body ok knowledge and possible implementations of the results in
Film Tourism marketing. It must be noted that, while this thesis did not have a
specific objective to produce tourism marketing-oriented results, certain findings
of this thesis contribute to existing marketing strategies and may be useful for
tourism businesses, particularly businesses operating with Film Tourism
services (for example, Britmovietouris). The possible implementations of the
findings in tourism businesses will be discussed later in this section (7.4.3).
Focusing on the contributions to the existing Film Tourism theories, firstly, from
the perspective of the genre influence, the most influential genre in terms of the
influence on motivational factors of the tourist is the “adventure” genre; the films
of this genre may be expected to have the most potential to affect the tourist
motivational factors.
Secondly, the “romance” genre, although not, evidently, having any influence on
the motivational factors of the tourist, is the most efficient genre to provoke the
interest in the destination in the viewer, which may lead to an additional
information search from such a viewer. Moreover, this genre develops a positive
image of the destination, which further increases the probability of an interest in
the destination.
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Comparing these two genres, it is important to stress that the “adventure” genre
has the most potential to motivate the general tourist to travel, while the
“romance” genre has the most potential to interest the viewer in the destination
(rather than to directly influence him/her to travel), simultaneously creating a
positive destination image, which in combination may result in an additional
information search from the viewer, and the new information may trigger or
contribute to the decision to travel.
Thirdly, focusing on the tourist types, the “Pleasure and fantasy realisation
seeking tourist” type (Kozak, 2002) may be the type of the tourist most
motivated by films in his/her general decisions. This finding evolves from
perceiving the Film Tourist as a cultural tourist (Busby and Klug, 2001). Indeed,
while it can be argued that Film Tourism is a form of cultural tourism because
the films are a form of cultural heritage (Chapter 3), it would appear that the
majority of General Film Tourists (Macionis, 2004) may not necessarily be
cultural, but rather seeking pleasure and excitement.
Decrop and Snelders (2005) reported that information search may be a poor
indicator of the final choice in tourist decisions. Similarly, it would appear that
genres may be useful to indicate possible processes, but are poor indicators of
the final choice. Indeed, the high role of emotions in genre influence and the
high dependence on the personal qualities of a specific viewer makes genrebased predictions of tourist behaviour extremely complex, and only general
processes may be identifiable in their behaviour. The influence of genres is
mediated by many additional factors of the film (see Figure 7.1), such as its
credibility, visual beauty, quality of the plot and the acting. Moreover, genres,
while having an effect on the tourist decision-making process, are but a small
factor of the film which affects this process. The identified key findings,
furthermore, can be developed further by implementing them into the number of
existing Film Tourist and decision-making process theories.
Specifically, the findings of this thesis can be connected with the existing Film
Tourism and decision-making theories. The findings of genre connections can
be adopted into the tourist classification theories; possible implications of the
findings are the connection between the genres and the Travel Career Ladder
and the connection between the genres and the Film Tourist types developed
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by Macionis (2004). Moreover, two additional implications of the findings include
a deeper insight into the Cultural Film Tourist, and the differences in strength
and importance of different factors of the film. These implications and
contributions will now be discussed.
7.4.1 The tourist Travel Career Ladder, Film Tourist types and Genres
As stated previously, Kozak (2002) suggested that tourists can be classified into
types, depending on the motivation push-factors that influence their decisionmaking processes and behaviour, and the most film-affected type of the tourist
is the “Pleasure and fantasy realisation seeking tourist”. The argument about
the motivational typology of the tourists can be developed further, as the
connection can be drawn between the Travel Career Ladder (Pearce and
Moscardo, 1985; Pearce, 1988) and film genres.
Specifically, it would appear that because different genres evoke different
motivations (Figure 5.9), tourists may be expected to be more affected by
specific genres at different stages in their travel career. The connections
between the genres and the stages of Travel Career Ladder are identified in
Figure 7.2.
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Figure 7.2 The Travel Career Ladder and genres

Not
applicable

Adventure
Action
Thriller

Romance

Musical

Comedy
Drama

Travel Career Ladder

Genres

Developed from Pearce (1988)
This framework allows the level of experience of the tourist depending on the
motivation to be determined. Similarly, the level of the experience of the tourist
can be used to predict the motivations, which will be important for the specific
tourist or tourist type. As the core concept of the model lies in the idea that the
motivation of the tourist to travel depends on the level of the experience of the
tourist, it would appear that the strength of the influence of different genres on
the tourist may depend on the level of experience of the tourist. Specifically, the
film of the “comedy” genre, as it develops the Relaxation motivator, may be
expected to effect the decisions of less experienced tourists more strongly.
As the tourist gains more travel experience, the motives of this tourist evolve on
higher levels, and this change influences the decision-making process of the
tourist. Consequently, in early travel careers tourists aim to satisfy physiological
needs, but with greater experience, additional needs become more important
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for them, such as relationships, self-esteem, and self-actualization (Jewell and
Crotts, 2001; Weber, 2001). Similarly, the effect of genres changes in
accordance to the new needs; as relationship becomes more important for
tourists, the “romance” genre effect becomes stronger. Self-esteem and selfactualization importance increases the effect of the “adventure” genre, as this
genre develops the Achievement motivator.
The final stage of the Travel Career Ladder demands additional discussion, as it
has not been allocated a genre. The reason for this is the advanced level of this
stage and the high level of involvement with the destination it requires. It may
be that, for the General Film Tourists, the effect of the films may not be strong
enough to affect the motivation forces at such a stage. However, the Special
Film Tourists (Macionis, 2004) and film fans (Couldry, 2005), who value the filmexposed quality of the destination more and are more strongly engaged with the
film, may be more affected by the film while being on the top stage in their travel
career. For example, film fans may develop a dream to visit the destination of
their favourite film, and travel there in order to fulfil it.
Furthermore, as stated in Chapter 2, the concept of the Travel Career Ladder
was used by Pearce and Lee (2005) to gather statistical evidence, which
suggests that experienced travellers consider host-site-involvement motivation
and nature-related motivation to be important factors in their decision-making
process, while less experienced tourists prioritised stimulation, nostalgia,
relationship (security), romance, recognition, personal development, and selfactualization. The parallel can be drawn between these findings and the
complexity of the association that film creates with the destination. Specifically,
less experienced tourists are affected directly by genres. For example, romantic
needs correspond to the “romance” genre. However, more experienced tourists
are expected to be more affected by more complex associations, created by the
films, such as “Atmosphere Association”, which includes, but is not limited to,
the influence of the genres. Subsequently, the film may portray the host-site
atmosphere, and create a motivation to be involved with it.
Another significant result of the research by Pearce and Lee (2005) is that it
determined core travel motivational factors, which were considered as important
factors by both highly experienced and less experienced tourists. These factors
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include escape, relationship enhancement, relaxation, and self-development.
Moreover, the important conclusion of the previous discussion is that less
experienced tourists may more likely be affected by the genres of the film, and
the strength of specific genres is connected to the level of the tourist experience.
However, more experienced tourists are expected to be less strongly affected
by specific genres. To be affected by the films, such tourists require more
complex and specific stimuli, for example, desirable atmosphere.
Furthermore, it is possible to combine the results of this thesis with the findings
of Macionis (2004). This researcher developed the “Continuum of Film-Induced
Motivation” diagram and identified the push motivations, specific for the outlined
the Film Tourist types. This thesis connects these findings with genres that
affect specific motivators, and identifies the genres that affect different Film
Tourist types. Moreover, the framework of the types of Film Tourists developed
by Macionis (2004) can be developed, as the variable of affecting genre is
introduced in its framework by this research. The results are presented in Table
7.2.
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Table 7.2 Continuum of Film-Induced Motivation and Genres
The Film
Tourist type
The Film
Tourist type
description

Serendipitous
Film Tourist
those who just
happen to be in a
destination
portrayed in a film

Specific Film Tourist
those who actively
seek out places that
they have seen in a
film

• ego-enhancement
• self-actualisation
• pilgrimage
• self-identity
• vicarious
experience
• fantasy
• status/prestige
• romance
• nostalgia
Genres that
Genres affecting:
Genres affecting:
Not applicable
affect the
Drama
Action
Film Tourist
Adventure
Comedy
type
Thriller
Romance
Developed from Macionis (2004), adapted from McKercher (2002)
Motivation of
the Film
Tourist type

• social interaction
• novelty

General Film
Tourist
those who are not
specifically drawn
to a film location but
who participate in
Film Tourism
activities while at a
destination
• escape
• novelty
• education
• nostalgia

According to the motivational factors allocated to different Film Tourist types by
Macionis (2004), it is possible to suggest that different Film Tourist types are
affected by different genres more strongly. It may be argued that the
Serendipitous Film Tourist can be excluded from the genre influence paradigm,
as this type of tourism is incidentally visiting the film location, the film had no
effect on his/her decisions to travel, and the tourist may not have seen the film
that displayed the visiting location.
Moreover, the General Film Tourist is expected to be motivated by Escape and
“novelty”, consequently, “drama” and the “comedy” genre may be more
influential for this tourist type. Similarly, as the Specific Film Tourist has a larger
number of motivations, more different genres can affect this tourist type:
specifically, the “action”, the “adventure” and the “thriller” genres correspond to
ego-enhancement and self-actualisation; the “adventure” genre is related to
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status/prestige; while the “romance” genre is connected to the romance
motivation.
Furthermore, the Travel Career Ladder framework of Pearce (1988) and the
motivations of the Film Tourist types developed by Macionis (2004) can be
combined on the basis of the genres. It would appear that the Film Tourists may
follow a similar development pattern as they develop self-actualisation
motivators, and evolve in their Film Tourist type. This framework is summarised
in Figure 7.3.
Figure 7.3 Travel Career Ladder, Genres and Film Tourist types
Increasing selfactualisation motivations
Not
applicable

Special
Fan
Film
Tourist

Adventure
Action
Thriller

Romance

Musical

Specific
Film
Tourist

General
Film
Tourist

Comedy
Drama

Travel Career Ladder

Genres

The
Film
Tourist
type

Developed from Pearce (1988) and Macionis (2004)
At the beginning of their film-related travel career, Film Tourists fall into the
General Film Tourist type, and their motivation may be Escape and Relaxation,
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with the “comedy” and the “drama” genres having a strong effect on their
decisions. Moreover, as Film Tourists gain experience and advance in their filminduced travel career, they develop additional motivations to travel, for example,
prestige and, subsequently, become more affected by the “adventure” genre.
Moreover, aiming to fulfil the new motivations, the Film Tourists evolve and fall
into the Special Film Tourist type. However, it is important to note that
motivation can change and depends not only on the film-induced travelling
experience of the tourist, but also on the specific situations, for example, family
or group of travel companions (Oppermann and Chon, 1997), and the genres
that influence tourist the most can change depending on such specific situations.
For example, travelling with a spouse may increase the probability of the
“romance” genre affecting the General Film Tourist.
7.4.2 Cultural Film Tourists
Although this thesis did not specifically target Cultural Film Tourists, the
interviews allowed to investigate this type of the tourist in some depth. In the
context of Film Tourism, it may be argued that Film Tourists fall into the cultural
tourist group as the films are a form of cultural heritage (Carey, 1988), although
most Film Tourists may not possess a high cultural level or travel motivated by
cultural tourism factors. Indeed, as stated previously, adopting the tourist
typology of Kozak (2002), most Film Tourists may be expected to fall into the
“Pleasure and fantasy realisation seeking tourist” type. Moreover, it would
appear that, in the context of Film Tourism, there may be several types of
cultural tourist, and they value different elements in the film. These Cultural Film
Tourist types are presented in Table 7.3.
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Table 7.3 Cultural Film Tourists
Dark Cultural Film

General Cultural Film

Historical Film Cultural

Tourist

Tourist

tourist

Those who travel to the

Those who travel to see

Those who travel to the

places of dark culture

the artistic and

historical places featured

featured in the films,

intellectual heritage of

in the films in order to

such as slums, ghettos,

the destination, featured

compare the real history

places of poverty

in the film

with the fictional history

Film example: “Slumdog

Film example: “The Da

Film example: “National

Millionaire”

Vinci Code”

Treasure”

Value the “dark”

Have no distinguished

Value historical elements

elements of the

preference to the cultural of the destination in the

destination in the film

elements of the

film

destination in the film
Source: author
It would appear that Cultural Film Tourists can be examined in four subcategories, three of which are outlined in Table 7.3. The form of Cultural Film
Tourist that was excluded from Table 7.3 is the Serendipitous Cultural Film
Tourist (McKercher, 2002), a tourist who generally travels to see the artistic and
intellectual heritage of the destination (ECTARC, 1989), and incidentally visited
the film-exposed location. As film has no influence on this type of Cultural Film
Tourist, and such a tourist may not have seen the film prior to visiting, this type
has been excluded from Table 7.3.
Focusing in more detail on more specific film-induced cultural tourists, three
types of Cultural Film Tourists can be identified based on the specific stimuli in
the films that affect them. Firstly, the General Cultural Film Tourist is affected by
the cultural elements in the film, such as museums, monuments and symbols.
This tourist type is generally interested in travelling to visit such attractions and,
after seeing them in the film, becomes motivated to travel to the destination.
The example of such a process may be the tourists visiting the Louvre art
museum in Paris after seeing it in “The Da Vinci Code”.
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Secondly, the Dark Cultural Film Tourist is not as interested in symbolic cultural
attractions of a destination, but is inspired to visit the locations of the dark
nature, such as ghettos, slums, poverty quarters, and explore different, less
sophisticated and darker sides of life. When exposed to such locations through
the film, for example, the Indian slums in “Slumdog Millionaire”, such tourists
may be inspired to visit such locations and explore the grimmer side of the
Indian culture. For this tourist type, the dark elements in the film are important to
make a connection between the location and the dark elements of it that inspire
such tourists. Moreover, the credibility of the film is important for them, as these
tourists value the authenticity of the location because they need the dark
elements in the film to accurately represent the real dark elements of the
portrayed location.
Finally, the Historical Film Cultural tourist is interested in historical elements of
the destination, such as monuments, heritage sites and places and/or
attractions of historical significance. Moreover, one of the satisfaction factors for
this tourist type is the ability to compare the real historical events (of which they
are expected to have detailed knowledge) to the fictional history, invented for
the film; these tourists enjoy finding differences between the real and fictional
history. For example, the plot of “The National Treasure” operated with the
history of America, and the tourists, travelling to the places featured in this film,
may enjoy finding the line that separates real history from film-created fiction.
For such tourists, the historical element in the film is of critical importance,
because it is the important satisfaction factor for them. However, the
authenticity of the film may be less important for them, as they know that part of
the historical context of the film is purposefully fabricated. In addition, it is
possible that, for this tourist type, it is important to compare the historical events
with the representation of such events by different directors in historical films,
but this suggestion could not be tested in this thesis.
Concluding the discussion about the Cultural Film Tourists, it should be noted
that, from the perspective of the genre influence, these tourists are influenced
by the “action”, the “adventure” and the “thriller” genres. Moreover, it must be
noted that the Cultural Film Tourist may not necessarily belong to one specific
type. For example, during the visit, the tourist may be interested in both slums
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and historical monuments, which would classify him/her as both General
Cultural Film Tourist and Dark Cultural Film Tourist. However, the differences in
stimuli for different Cultural tourist types need to be acknowledged.
7.4.3 The importance of the film elements
The final contribution of this thesis is related to the elements of films that the
viewers acknowledge to be important for the film to influence them. As
suggested by Macionis (2004), films have a number of elements, such as genre,
plot, actors and scenery. Although this thesis is focused mainly on the genres, it
was possible to capture other elements of the film that influence the Film
Tourists, and determine how important such elements generally are for them.
The process of Film Tourist decision-making and the elements it consists of is
presented in Figure 7.1. However, it is important to recognise the difference in
significance of these elements, as not all of them are equally important for the
Film Tourists. Moreover, some of these elements are not consciously
recognised by the viewers of the film, and were uncovered during the analysis.
The results are presented in Figure 7.4.
Figure 7.4 The importance of the film elements
.............................
.............................
.............................
.Destination
portrayal
Visual beauty;
Atmosphere;
Credibility of the film

Plot; Previous interest in the
destination

Actors; Genres

Source: author

Increase of
the
importance
of the
elements of
the film
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Undoubtedly, the core element of the film that affects whether the film will
influence the viewers to travel is the destination portrayal. Indeed, the film
needs to show the specific destination in order to influence viewers to travel
there. While relatively straightforward and expected, this element must be noted,
because a number of films are made in specific sets, or with the usage of digital
technologies, and cannot be connected to any destination. Consequently, such
films will not generate Film Tourism.
The less important elements are the visual beauty of the film, and the
atmosphere portrayed in it. Indeed, the images of the film, as respondents
confirm, need to be inspiring and beautiful (from the viewer’s perspective) and,
similarly, the atmosphere must be inspiring and desirable for the viewer.
Moreover, the film needs to be credible, as the beauty of the images and the
qualities of the atmosphere need to be trusted by the viewer. If such criteria are
not met by the film, the probability of it affecting the viewer to travel greatly
decreases.
Less important elements of the film, as perceived by the viewers, are the plot of
the film, and the interest in the destination. The importance of the interest in the
destination is relatively direct: the importance of this factor lies in the ability to
increase the probability of the film acting on the previous interest in the
destination and provoking the visit to the destination by portraying it. However, if
the viewer did not have an interest in the destination before watching the film,
the film may affect his/her desire to travel to the destination. For this reason, the
interest in the destination is not as important as the previous elements.
Moreover, the plot is considered to be an important factor which affects the
empathy with the film. However, even if the plot is not evaluated as enjoyable
by the viewer, the beautiful visual themes in the film and the inspiring
atmosphere may overpower the flaw in the plotlines of the film.
Finally, the least important elements are the actors and the genres. Viewers
confirm that acting is not as important as previous elements, and while it may
affect the satisfaction from the film, actors rarely affect the decision to travel to
the filmed locations. The notable exception in this process may be the fan of a
specific actor, who may wish to travel to the location where his/her favourite
actor has been filmed; however, this form of Film Tourism was not explored in
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thesis. The genres were not confirmed to be an important element of the film in
the context of film affecting the desire to travel. Indeed, the viewers refer to the
genres when they choose the film, but tend to ignore them when they make the
decision to travel to the destination because of the film. Nevertheless, this
thesis confirmed that genres have an effect on the decision-making process, but
such an effect has a subconscious nature, and is rarely recognised and
considered by the respondents.
As stated in the beginning of this section (7.4), while the objectives of this thesis
did not include the production of establish tourism marketing-oriented results,
the findings of this thesis may be beneficial for tourism businesses, in particular
if such businesses offer Film Tourism-based experiences (for example,
Britmovietouris). The possible implementations of the findings in such tourism
businesses will now be discussed.
Several marketing recommendations can be drawn from the results of this
research project, majorly from the findings about genre associations. Firstly,
focusing on the “adventure” genre, the tourists who travel motivated by
Excitement and Achievement factors (Yoon and Uysal, 2005) favour the films of
the “adventure” genre. Therefore, Film Tourism-related business which offers a
specific service (in a case of the “adventure” genre, for example, a visit to
Gloucester Cathedral to see film locations of the “Harry Potter”) may benefit by
incorporating corresponding motivational elements into their promotional
resources (for example, empathize the exciting features of this destination on
their web site). Such a strategy may increase the number of potential clients
who consider such motivational factors in their decisions.
Moreover, such a recommendation is not limited to the “adventure” genre. While
this genre was found to be associated with the development of two motivators
(Excitement and Achievement), several other genres indicate similar process
with other motivators (see Figure 5.9), and these connections may be
considered by Film Tourism businesses in their promotional material. To be
precise, Film Tourism services associated with films of the “drama” genre may
be more efficiently promoted by emphasizing the ability of the service (a visit to
the film location) to provide the feelings of escapism. Similarly, for the services
associated with films of the “comedy” genre, the relaxing qualities of the film
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location may be empathized. Both “action” and “thriller” film locations may be
more efficiently advertised if the promotional material focuses on the exciting
features of these locations. Finally, viewers who enjoy films of the “musical”
genre may more likely make a decision to travel to the location from the film if
they were convinced that the destination will allow them to feel safe and have
fun (Safety/Fun motivator).
This method may be developed further, as genres may be used to identify the
position of potential clients on the Travel Career Ladder (see part 7.4.1) and
their Film Tourist type. This information may allow Film Tourism business to
approach potential clients more efficiently, as it allows predicting, to a degree,
their possible demands and values.
As can be seen from the discussion above, by incorporating the motivational
needs into the design of advertising and promotional material depending on the
genre of the film, it may be possible to more efficiently target the needs of the
clients. However, this method may not provide the expected results. The reason
for this is, as was stated above, the suggestion that genres are one of many
factors of the film that influence viewers, and other factors of the film may
overpower their impact on tourists.
Summarising the discussion about the contributions, it is important to
specifically outline the main contributions of this thesis to the field of study. As
discussed in this part of the chapter (7.4), this thesis has three core
contributions. Firstly, this thesis drew a connection between the Travel Career
Ladder (Pearce and Moscardo, 1985; Pearce, 1988) and film genres and
suggested that the effect of genres changes in accordance to the level of the
experience of the tourist and different genres have affect tourists with different
experience levels stronger. Therefore, the influence of the genre on the tourist
depends on his/her level of tourist experience. In addition, the thesis connected
film genre influence with Film tourist typology theory developed by Macionis
(2004) and suggested that different Film Tourist types are affected by different
genres more strongly.
The first core contribution of this thesis is the combination of these two theories
into one framework, as thesis combined Travel Career Ladder framework by
Pearce (1988) and the motivations of the Film Tourist types by Macionis (2004)
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on the basis of the genres (Figure 7.3). This framework allows to predict, to a
degree, the influence of film genres on tourist if the type of tourist may be
determined. Similarly, the framework allows to predict the type of tourist that
may be more influenced by a specific film if the genre of this film can be
determined. It must be noted that these results may have possible marketing
implications, as discussed earlier in this part of the chapter.
The second core contribution of this thesis originates from the exploration of
Cultural Film Tourist in this thesis. The thesis suggests that Cultural Film
Tourists are influenced by the “action”, the “adventure” and the “thriller” genres.
Moreover, the thesis suggests it is possible to differentiate between three types
of Cultural Film Tourists depending on the specific stimuli in the films that affect
them (Table 7.3).Specifically, General Cultural Film Tourist is affected by the
cultural elements in the film, such as museums; Dark Cultural Film Tourist is
inspired to visit the locations of the dark nature, such as ghettos; Historical Film
Cultural tourist is interested in historical elements of the destination, such as
monuments. The second core contribution is the exploration of the Cultural Film
Tourist and the suggestion that, while genres that influence this type of tourist
may be defined, the specific stimuli that affect them are different and should be
present in the film for it to affect such tourists.
The third core contribution of this thesis is the insight into how important
different elements of the film are in affecting tourist decisions. The thesis
suggests that not all of the elements of the film are equally important for Film
Tourists. The most important element that affects whether the film will affect the
decision making process of the tourist is the destination portrayal, followed by
the credible visual beauty and the atmosphere portrayed in the film. Less
important elements of the film are suggested to be the plot of the film and the
general interest in the portrayed destination. Least important elements are the
actors and the genres (Figure 7.4). In addition, the findings suggest that genres
may not be an important element of the film in the context of film affecting the
desire to travel and the effects they have on the decision-making process may
mostly not be of recognised by the viewers. This framework is the third core
contribution of this thesis as it determines how important different elements of
the film are for the film to affect tourist decision making process and indicates
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the subconscious nature of genre influence. Moreover, this thesis has a number
of limitations which will now be discussed.
7.5 Limitations of the research
All research projects have a number of limitations, and the principal limitations
of this research project need to be acknowledged. Most of the limitations of this
research are methodological and, as this research project utilizes the mixed
methods approach (by adopting quantitative survey and qualitative interviews
data collection methods), certain challenges are evident for both qualitative and
quantitative parts of this research.
Focusing on the limitations of the quantitative part of this research project, the
survey adopted a self-selective method of data collection. An effort has been
made to ensure the general nature of the data: printed surveys have been
distributed in Exeter; Internet surveys have been distributed through a number
of sites. However, respondents had a choice whether or not to complete the
questionnaire (with incentives as an additional motivation), so it can be
suggested that only respondents who identified an interest in the researched
topic became the subjects of the survey. This may explain the low response
rate (as the subject of research is a complex phenomenon), but it is considered
acceptable for this research project, as those respondents who are uninterested
in the subject are less likely to be affected by films in their travelling decisions.
A further limitation is that the sample of the survey consists of the Exeter
population and Internet respondents, which may decrease the level of the
generality of the results. To overcome this limitation, the researcher has
conducted a number of tests to determine whether Exeter and Internet
respondents had any important differences for the context of this research. It
would appear that, in terms of Film Tourism, there is little difference between
Exeter and Internet respondents, and the results can be considered to be
applicable to the general tourist.
In addition, the self-reporting of the respondents represents a limitation of the
accuracy and reliability of the collected data. The ability of the respondents to
efficiently and honestly convey their experiences raises a number of issues.
Respondents may not have understood the questions, or answered them
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untruthfully. To deal with such a limitation, pilot surveys were implemented,
which resulted in the simplification of a number of questions; a range of open
and closed questions was included in the questionnaire; and cross-check
questions have been implemented. This resulted in the alteration of some of the
survey questions for better clarification.
When reviewing the limitations of the qualitative part of this research project, it
must be noted that this project has been the subject of researcher bias, an often
inevitable limitation when collecting and interpreting qualitative data. An effort
has been made to present the qualitative results in their original format, while
retaining the richness and validity of the data. In addition, all interviews were
conducted and recorded by one researcher, which helped to control the
possible bias. While additional transcribing assistance has been hired to save
time, the transcribed interviews have been the subject of detailed checks by the
researcher with necessary changes made where appropriate to minimise the
possible bias.
Tourist behaviour has a high level of complexity, and is more subject to errors,
because there are difficulties in the interpretation when researching this area.
As was discussed in Chapter 6, Roesch (2009) reported that the Film Tourists
experience difficulties defining their motivation to visit locations from the film.
During this research, respondents expressed similar difficulties discussing
motivational factors and genres during the qualitative interviews: it was
problematic for some of the respondents to define the genres of the films and
possible consequences on their travel behaviour. While this limitation is
considered to be managed because the quantitative surveys provided statistical
information about genre influence, it was difficult to explore the reasons for the
defined associations, as additional clarifying and assisting questions had to be
included into the qualitative interviews.
Another limitation of the qualitative interviews may be that, because the
research attempted to examine the general tourist, in most cases, respondents
were too unaccustomed with the phenomenon of Film Tourism to provide rich
results about their film-induced tourism experiences. While it is recognised that
such a limitation could have been avoided if the respondents were approached
on film-related tourism sites, this would result in the damage to the generality of
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the results and was not considered an appropriate solution: the purpose of this
research is to construct a process applicable to the wider tourist population.
In addition, the results of the qualitative research, while valid and interesting in
their original form, were categorised by the researcher, and common themes
were identified. A degree of bias is inevitable in this process, but the validity and
richness of the data was carefully preserved as respondents were allowed to
report their own personal understanding and interpretations of films and
plotlines (Riley, 1995). In addition, by adopting the mixed method approach, it
was possible to construct a more integrated and complete description of the
genre-affected the Film Tourist decision-making processes.
Moreover, there is an apparent under-representation of males in the interview
sampling, and with the proportion of 8:2, females are clearly dominating in the
sample, which is considered to be a limitation. While this may be a potential
limitation, it must be noted that due to time allocation reasons, further data
collection to rectify the gender bias was not viable. However, the researcher
considers such bias not to be damaging, because of the results of the tests of
the quantitative data. The tests showed that there are no significant differences
between gender responses in the survey (with more females being motivated by
Safety/Fun motivator being the only notable exception), and the disproportion of
gender in interview responses was not considered damaging.
Despite the discussed limitations, the findings of this research project are
supported by comprehensive methodology. In addition, the acknowledgement of
these limitations provides some directions for further research to develop further
and deeper understanding of genre influence in Film Tourism, and other areas
of this emerging field of tourism study. Such future research implications will be
discussed next.
7.6 Future research
This study reconfirms the complexity of Film Tourism, as it would appear that its
high dependent on emotions and personal profiles of the viewers make it a
challenging area of research to approach. There is a need for additional
research into the role and value of the emotional component in film-induced
tourist decisions. This research has identified the potential of specific genres to
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affect certain types of the tourists. Given that the research aimed to produce an
understanding of the way film genres influence the decision-making processes
of the tourist, a possible area for future research is to explore the influence of
specific genres in greater detail.
Particular attention should be given to two genres, the influence of which is
evident in the Film Tourist decision-making process. Specifically, future
research should focus on the effects of “adventure” films and their influence on
the Exciting and Achievement factors-motivated tourists; such a tourist would
generally fall into the “Pleasure and fantasy realisation seeking tourist” type. In
addition, an interesting and important area for future studies may be the
“romantic” genre and its ability to increase familiarity with the destination and
the interest of the tourist in it.
Focusing on the practical implications of this study and possible additional
research into this area, the motivational factors more likely to be affected by
films of specific genres (Table7.2) have been identified. While possible
marketing implications of these findings have been suggested, it may be useful
to explore the efficiency of the suggested implications on a case-study basis.
These findings may contribute to more efficient film location marketing.
In addition, the role of emotions, until recently an under-researched theme of
Film Tourism, should be the subject of additional research. This research
suggests that the role of emotions in genre influence is critical. However, there
is an apparent lack of understanding of this Film Tourist decision-making factor,
and the whole range and spectrum of its effect is debatable.
Finally, this research managed to identify a number of additional factors (apart
from the genres) that affect the nature and strength of the influence of the film
on tourist decisions (see Figure 7.1). Such factors include the credibility of the
film, the quality of plot and acting and the empathy with the film. The exploration
of such factors has not been an objective of this research (due to the focus on
the genre element) but, as an additional understanding is required in the
specifics of the Film Tourist decision-making process, this research can serve
as basis for further, deeper analysis of factors of the film (apart from the genres)
that affect how the film may affect the viewers’ travel decisions.
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Summarising the discussion about the future research, it is important to reenforce the main recommendations of this thesis. Three main directions for
future research have been outlined in this thesis. Firstly, future research should
focus on deeper exploring the effects of “romantic” genre on tourists. This genre
was found to increase familiarity with the destination and the interest of the
tourist in it. It is important to explore the specific components of “romantic” films
that may be the cause of such stimulating effects. This information may be
useful to deeper understand the effects of films on the image of the destination
they portray.
Secondly, deeper understanding of the role of emotions in Film Tourist
decisions is critical. This research suggests that emotions are a crucial element
that determines whether the film may affect the decisions of the viewer to travel.
For this reason, deeper understanding about the process of films infusing
destinations with emotions is necessary to deeper understand the phenomenon
of Film Tourism.
Thirdly, future research should focus on other elements of the film that
determine its ability to affect the tourist decisions. Specifically, the credibility of
the film should be the subject of further research. This thesis suggests that it is
necessary for the viewers to trust the film for it to affect their tourism decisions.
Moreover, while films may portray the destination as aesthetically pleasing to
promote it, this may compromise the credibility of the film (for example, as in the
case of “The Best Exotic Marigold Hotel”). Consequently, different elements of
the film that make it appear more or less credible to the viewer need to be
researched and identified in order to understand promotional value of films in
Film Tourism, and possible dangers of misrepresentation of the destination in
the film.
Lastly, it is important to reflect on the personal qualities the researcher has
developed during the completion of this PhD. Research project. This research
was the first project of this calibre undertaken by the researcher and was both
challenging and exciting. The project lasted 3 years and every stage of it held
something new for the researcher, and it is important to reflect on these
experiences.
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Firstly, the literature review stage has, undoubtedly, developed the analytical
thinking of the researcher. Indeed, looking back, it would appear that the
researcher is now better versed in organising his thoughts and opinions. In
addition, the researcher learned that there is an opposite view for every
statement, every theory has a counterpart and only through the synthesis of all
available views on the subject it is possible to begin to understand it. The
researcher grew so accustomed to such critical thinking during the project that
he notices the tendency to apply it outside purely academical investigations.
While it may be problematic at times, the researcher believes that this newly
developed habit is beneficial as it stimulates calm and rational approach to
everyday problems.
Secondly, particular challenge of this research project was to convey research
questions of a difficult topic in an understandable and simple way so
respondents could easily understand it. Having succeeded in this task, the
researcher feels more confident when conveying complex research topics to the
wider, non academical audience, which is considered to be a valuable skill to be
able to communicate the results of this project to the world outside of academia.
Focusing on the interview collection stage of this research, one of the invaluable
skills that this stage helped to develop is the communication. On occasions it
was hard and unnerving to talk to strangers about the research, particularly so
because the researchers first language is not English. The researcher was
pleasantly surprised by the amount of interest and support he got from his
respondents (even anticipating it to a degree). This experience boosted
researcher’s confidence and the important conclusion that can be drawn from
this experience is that there would always be people sincerely interested in
what you are doing.
Thirdly, the analysis and discussion stage of this research project proved to be
an invaluable experience for the researcher. With the help of the supervisors of
this project, the researcher has developed his ability for critical discussion and,
most importantly, the skill to communicate his ideas in clear and appropriate
form. During this research project, the discussion chapters were the chapters
most amended, as the ideas of this research were not delivered in an
understandable way. The possible basis of this problem is the way the
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researcher was taught and learned English. The nature and level of English
possessed by the researcher in the beginning of this project was more than
sufficient for everyday needs, but proved badly adjusted to convey complex
ideas efficiently as it lacked natural flow. During this project, the researcher has
developed his knowledge and understanding of English and learned better,
more natural ways to express his ideas.
Finally, on a more personal note, the researcher noticed that, because of this
project, it became impossible for him to watch films the same way he did before
starting the project. Now, after the project, every time the researcher is exposed
to the film, apart from appreciating the plot, cast and quality of the performance,
the researcher identifies different elements of the film that may develop a wish
to travel to the location it portrays and attempts to predict possible effects of the
film on tourism. For the researcher, this newly acquired tendency reminds of
this project and its results every time the film is watched and adds a new angle
to the watching experience.
In conclusion, the Film Tourism decision-making process is a very complex one,
which involves a large number of interrelated factors and the role of these
factors may depend highly on the personal characteristics of the potential tourist.
However, associations were found between a number of elements of the tourist
decision-making process and film genres. Furthermore, the influence of genres,
while present, may not be strong, and may depend on the characteristics of the
viewer, for example, cultural background. In addition, other factors, not affected
by genres, may affect tourist decisions and contribute to, or overpower, the
genre influence. Despite that, genres have been confirmed to have an influence
on certain elements of the Film Tourism decision-making process and such an
influence needs to be acknowledged and accounted for in the context of Film
Tourism, as it allows, to a degree, to predict how Film Tourists make the
decisions to travel.
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Appendix 1 Confidence intervals related to sample size – 95% confidence
level

Percentages found from sample („results‟)
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6.4

4.8

3.5

200

6.9

6.8

6.3

5.5

4.2

3.0

250

6.2

6.1

5.7

5.0

3.7

2.7

300

5.7

5.5

5.2

4.5

3.4

2.5

400

4.9

4.8

4.5

3.9

2.9

2.1

500

4.4

4.3

4.0

3.5

2.6

1.9

750

3.6

3.5

3.3

2.9

2.1

1.6

1,000

3.1

3.0

2.8

2.5

1.9

1.3

2,000

2.2

2.1

2.0

1.7

1.3

1.0

4,000

1.5

1.5

1.4

1.2

0.9

0.7

10,000

1.0

1.0

0.9

0.8

0.6

0.4

Veal (2011)
Note: “for some statistics, for the smaller sample sizes, the confidence intervals
are not calculable because the total margin of error is larger than the original
statistic” (Veal 1997:212).
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Appendix 2 Researched Exeter Districts

Source: exeter.gov.uk as accessed on 20/11/1013

The districts researched in this thesis include:


Heavitree



Newtown



Pensylvania



Pinhoe



St Leonards



St Thomas
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Main Census indicators of wards from 2011:
Heavitree
Indicator

Heavitree Exeter

Population

5,824

117,773 12th

Households

2,448

49,242

12th

Population change since 2001

7.9%

6.0%

8th

Persons aged under 16

16.4%

15.8%

10th

Persons of working age (16 - 64)

65.7%

68.6%

11th

Persons of retirement age

17.7%

15.6%

7th

Persons of non white ethnic group

6.8%

6.9%

7th

Persons stating general health 'bad' or 'very bad'

4.2%

4.8%

12th

Persons aged 16 to 74 year olds with no
qualifications

16.5%

18.3%

10th

Persons aged 16 - 74 with degree level
qualifications

34.4%

28.6%

4th

Persons aged 16 - 74 who are full time students

13.7%

16.4%

6th

Households with no cars / vans

26.4%

27.1%

8th

Households rented from local authority / housing
association

6.0%

17.0%

17th

Average household size

2.2

2.3

5th

5.3%

10th

Households with no central heating
5.0%
Source: 2011 Census, Crown Copyright

Rank*

331

Newtown:
Indicator

Newtown Exeter

Rank*

Population

5,851

117,773 11th

Households

2,658

42,242

10th

Population change since 2001

9.6%

6.0%

5th

Persons aged under 16

9.8%

15.8%

15th

Persons of working age (16 - 64)

77.6%

68.6%

5th

Persons of retirement age

12.7%

15.6%

14th

Persons of non white ethnic group

12.1%

6.9%

4th

Persons stating general health 'bad' or 'very bad'

5.6%

4.8%

5th

Persons aged 16 - 74 with no qualifications

13.8%

18.3%

13th

Persons aged 16 - 74 with degree level
qualifications

34.3%

28.6%

5th

Persons 16 - 74 who are full-time students

29.5%

16.4%

5th

Households with no cars / vans

46.4%

27.1%

2nd

Households rented from local authority / housing
association

25.5%

17.0%

5th

Average household size

2.0

2.3

7th

Households with no central heating

7.3%

5.3%

2nd
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Pennsylvania:
Indicator

Pennsylvania Exeter

Population

5,343

117,773 16th

Households

2,316

49,242

16th

Population change since 2001

- 1.1%

6.0%

15th

Persons aged under 16

15.7%

15.8%

13th

Persons of working age (16 - 64)

65.9%

68.6%

10th

Persons of retirement age

18.3%

15.6%

6th

Persons on non white ethnic group

9.3%

6.9%

6th

Persons stating general health 'bad' or 'very
bad'

4.2%

4.8%

12th

Persons aged 16 - 74 with no qualifications

15.8%

18.3% 11th

Persons aged 16 - 74 with degree level
qualifications

35.6%

28.6% 3rd

Persons aged 16 - 74 who are full-time
students

10.7%

16.4% 7th

Households with no cars / vans

18.6%

27.1%

Households rented from local authority /
housing association

12.9%

17.0% 9th

Average household size

2.3

2.3

4th

5.3%

11th

Households with no central heating
4.4%
Source: 2011 Census, Crown Copyright

Rank*

15th
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Pinhoe:
Indicator

Pinhoe Exeter

Population

6,454

117,773 9th

Households

2,668

49,242

8th

Population change since 2001

5.7%

6.0%

9th

Persons aged under 16

20.5% 15.8%

3rd

Persons of working age (16 - 64)

58.9% 68.6%

17th

Persons of retirement age

20.7% 15.6%

3rd

Persons of non white ethnic group

2.9%

6.9%

16th

Persons stating general health 'bad' or 'very bad'

5.4%

4.8%

6th

Persons aged 16 - 74 with no qualifications

25.2% 18.3%

5th

Persons aged 16 - 74 with degree level qualifications

22.9% 28.6%

13th

Persons aged 16 - 74 who are full-time students

5.1%

16.4%

14th

Households with no cars / vans

18.0% 27.1%

16th

Households rented from local authority / housing
association

16.5% 17.0%

7th

Average household size

2.4

2.3

3rd

5.3%

15th

Households with no central heating
3.2%
Source: 2011 Census, Crown Copyright

Rank*
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St. Leonard’s:
Indicator

St.
Leonard's

Exeter

Population

5,215

117,773 17th

Households

2,430

42,242

13th

Population change since 2001

15.8%

6.0%

3rd

Persons aged under 16

16.7%

15.8%

9th

Persons of working age (16 - 64)

66.0%

68.6%

9th

Persons of retirement age

17.2%

15.6%

8th

Persons of a non white ethnic group

6.2%

6.9%

8th

Persons stating general health 'bad' or 'very bad'

4.3%

4.8%

11th

Persons aged 16 - 74 with no qualifications

10.8%

18.3%

15th

Persons aged 16 - 74 with degree level
qualifications

54.2%

28.6%

1st

Persons aged 16 - 74 who are full time students

7.2%

16.4%

8th

Households with no cars / vans

23.0%

27.1%

10th

Households rented from local authority / housing
association

8.6%

17.0%

13th

Average household size

2.1

2.3

6th

5.3%

13th

Households with no central heating
3.5%
Source: 2011 Census, Crown Copyright

Rank*
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St. Thomas:
Indicator

St.
Thomas

Exeter

Population

6,455

117,773 8th

Households

2,817

49,242

6th

Population change since 2001

3.3%

6.0%

10th

Persons aged under 16

17.3%

15.8%

8th

Persons of working age (16 - 64)

69.7%

68.6%

6th

Persons of retirement age

13.0%

15.6%

13th

Persons of non white ethnic group

5.2%

6.9%

9th

Persons stating general health 'bad' or 'very bad'

4.2%

4.8%

12th

Persons aged 16 - 74 with no qualifications

19.2%

18.3%

8th

Persons aged 16 - 74 with degree level
qualifications

27.7%

28.6%

9th

Persons aged 16 - 74 who are full-time students

5.8%

16.4%

10th

Households with no cars / vans

28.2%

27.1%

7th

Households rented from local authority / housing
association

8.6%

17.0%

13th

Average household size

2.3

2.3

4th

5.3%

1st

Households with no central heating
8.4%
Source: 2011 Census, Crown Copyright

* Rank out of the 18 wards in Exeter

Rank*
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Appendix 3 Questionnaire example

Thank You for your time and participation in answering this questionnaire. All
received information will be considered strictly confidential and will only be used
for the research. Please answer the questions by circling appropriate option.

Day/Date:

A. Destination visit patterns

1. How many times per year do you travel?

Do not travel

1

5-8 times

4

1-2 times

2

9-12 times

5

3-4

3

More than 12 times per year

6

times

2. When choosing tourist destination, how important for you are the
following reasons for travel?

Excitement

Very

Not

important

important

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

(Finding thrills and excitement;
Meeting people of opposite sex)
Knowledge/Education
(Experiencing different lifestyles;
Visiting historical places)
Relaxation
(Doing nothing at all;
Getting a change from a busy job)
Achievement
(Going places friends have not been;
Rediscovering past good times)
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Family togetherness

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

(Visiting places my family came from;
Visiting friends and relatives)
Escape
(Getting away from the
demands at home)
Safety/Fun
(Feeling safe and secure;
Being entertained and having fun fares)
Away from home and seeing
(Feeling at home away from home;
Seeing as much as possible)

B. Film profile
For the following questions, please remember ONE film you have seen where
you could recognise the portrayed destination. Please use this film in all
answers in following sessions.

3. Name the film and the destination it portrayed.

Film name:

Destination portrayed:

If you have not seen or can not remember such film, please go to question 16.

4. Please state the year of film production. Circle code.
Older than 1950

1

1981-1990

5

1950-1960

2

1991-2000

6

1961-1970

3

2001-2010

7

1971-1980

4

2011/2012

8

Do not remember

9
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5. Please select the genre of this film, in your opinion. You may choose
multiple options. Circle code(s).

Action

1

Adventure

2

Comedy

3

Crime

4

Documentary

5

Drama

7

Erotic

6

Fantasy

7

Historical

8

Horror

9

Musical

10

Mystery

11

Romance

12

Sci Fi

12

Thriller

13

Urban

14

(Science Fiction)

Other (please specify):

6. Name the way you have seen the film for the first time. Circle code.

Movie theatre

1

Other persons home

2

Home entertainment centre via recording

3

Home entertainment centre via broadcast

4

With personal computer or laptop via recording

5

With personal computer or laptop watching online

6

Do not remember

7

Other (please specify):

7. Did you watch the film for the first time in the original language of the film,
or the translated version?
Original language

1

Translated version (multi-voice translation)

2

Translated version (one-voice translation)

3

Do not remember

4

Other (please specify):
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8. When you first watched the film, the language (or translation language of
it) was:
My native language

1

Not my native language, but the one I speak fluently

2

The language I was learning at that time

3

The language which I had little experience with

4

The language that was completely alien for me

5

Do not remember

6

Other (please specify):

____

9. State how you found out about the film. You can choose multiple options.
Circle code(s).
Television commercial

1

Television program

2

Newspaper

3

Magazine

4

Social network (site)

5

Friends or relatives

6

Word-of-mouth

6

Facebook

7

10. How many times have you seen this film? Circle code.

1

1

5-8

3

2-4

2

9 or more

4

11. Would you consider the film you have seen a source of information about
the destination it portrays for you?
Yes

1

No

2

12. Were you interested in visiting or have visited the destination portrayed in
the film before watching that film?

Was interested, and visited

1

Was interested, but not visited

2

Was not interested, but visited

3

Was not interested, and not visited

4
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13. How would you evaluate the changes in your wish to possibly visit or
revisit the portrayed destination after seeing the film?
Became

Did not

Became

stronger

change

weaker

1

2

3

Disappeared

4

C. Film influence on decision-making process themes

14. How would you evaluate the changes in your interest in the portrayed
destination after seeing the film?
Became much Became Did not
stronger
1

Became Became much Disappeared

stronger change weaker
2

3

4

weaker
5

6

15. Would you agree that after seeing the film you have:
Strongly Agree Neither agree Disagree
agree

Strongly

nor disagree

disagree

16.a Become more familiar
with the portrayed destination

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

16.b Experienced the
feeling of nostalgia
(yearning for the past,
often in idealized form)

16.c Experienced strong
emotions of positive
nature

16.d Experienced strong
emotions of negative
nature
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17. After seeing the film, how would you describe the changes in your
perception of the image of the portrayed destination?

Strongly improved

1

Improved

2

Did not change

3

Worsened

4

Strongly worsened

5

18. After seeing the film, how your wish to visit portrayed destination
changed for the listed reasons? (Your wish to visit portrayed destination
for these reasons has?)
Strongly; Increased; Did not; Decreased; Strongly; Disappeared
increased

Excitement ;

change

decreased

1

2

3

4

5

6

Education;

1

2

3

4

5

6

Relaxation;

1

2

3

4

5

6

Achievement;

1

2

3

4

5

6

Togetherness;

1

2

3

4

5

6

Escape;

1

2

3

4

5

6

Safety/Fun;

1

2

3

4

5

6

1

2

3

4

5

6

Knowledge/

Family

Away from home
and seeing;

19. Did you visit the destination portrayed in the film after watching the film?
Yes, regularly

1

Yes, more than once

2

Yes, once

3

No, but plan to

4

No, but would want to

5

No, and do not want to

6
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D. Personal information

20. Please state your Gender. Circle code.

Male

1

Female

2

21. Please state your Age. Circle code.

Under 18

1

45-54

5

18-24

2

55-64

6

25-34

3

65-74

7

35-44

4

Over 75

8

22. Please state your Nationality.

23. Do you have any of the listed educational qualifications? Circle all that
apply.
O levels/CSE/GCSE or similar

1

A or AS levels/National Diploma/OND/ONC

2

Higher National Diploma/Certificate

3

First degree/post-graduate award

4

If none of these apply to your qualification, please state it:

24. Please state the annual income of your household. Circle code.
$

€

Please circle the currency of your household:

£

¥

Less than 5,000 per year

1

25,000 to 29,999 per year 7

5,000 to 7,499 per year

2

30,000 to 39,999 per year 8

7,500 to 9,999 per year

3

40,000 to 49,999 per year 9

10,000 to 14,999 per year

4

50,000 to 59,999 per year 10

15,000 to 19,999 per year

5

60,000 to 69,999 per year 11

20,000 to 24,999 per year

6

Above 70,000 per year

12
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25. What is the occupation and industry of work of the chief income earner in
the household?

Or circle if:
Retired

1

In education

2

Unemployed

3

At home/ with children

4

26. If you wish to further contribute to the research and be as subject for the
interview, please fill your contact details in the space below. If not,
please leave it blank.
________________________________

Appendix 4 Social classes
The classification was adopted from the Office for National Statistics.
Social

Social class title

Social class description

upper middle class

higher managerial, administrative or

class label
A

professional
B

middle class

intermediate managerial, administrative or
professional

C1

lower middle class

supervisory or clerical, junior managerial,
administrative or professional

C2

skilled working class

skilled manual workers

D

working class

semi and unskilled manual workers

E

those at lowest level

casual or lowest grade workers

of subsistence
R

retired

Those who are retired

S

students

Those getting Bachelor or Masters
education
Office for National Statistics
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Appendix 5 Film Tourism Project Information Sheet
UNIVERSITY OF EXETER BUSINESS
SCHOOL
Streatham Court, Rennes Drive,
Exeter UK EX4 4PU
Telephone +44 (0)1392 263200
Fax +44 (0)1392 263242
Email business-school@exeter.ac.uk
Web www.exeter.ac.uk/business-school
Film Tourism Project
Information Sheet
PhD Researcher
Yuri Kork
Management Department
University of Exeter, Streatham Campus
Phone +44 (0)7523277466
yk263@exeter.ac.uk
This PhD project is being undertaken at the University of Exeter which aims to
investigate the role film genres have in the decision-making of the tourists. The
project aims to establish if certain genres, (for example, “horror” or “romance”)
have different effects on diverse types of tourists. In addition, the research
investigates the decision-making behavior of different tourist types, including
information search and motivation.
From a business perspective, the results from the project would allow to reach
potential tourists more efficiently, as their motivations and ways of exposure to
information will be identified, which will assist in the construction of effective
commercial images and help in making prognoses about the effect the
screening of a particular location will have on the tourism market in/near this
location.
Should you have any additional question or want to discuss the possible
collaboration in more detail, please contact me.
Yours sincerely,
Yuri Kork
Postgraduate Researcher
Department of Management
University of Exeter Business School
Streatham Campus
Exeter
EX4 4PU
Tel: +44(0)7523277466
Email: yk263@exeter.ac.uk
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Appendix 6 Film Tourism Project Prize Entry Information

Film Tourism Project
PRIZE ENTRY INFORMATION
Thank you for taking the time to participate in this study. To be eligible for the
prize draw to win one of the following prizes, please give your email address in
the appropriate question in the questionnaire.
1st Prize: One PICTUREHOUSE CINEMA GIFT CARD, worth £25 or
2nd Prize: One PICTUREHOUSE CINEMA GIFT CARD, worth £15 or
3rd Prize: One PICTUREHOUSE CINEMA GIFT CARD, worth £15
To be eligible to be in the prize draw to win CARLUCCIOS ITALIAN
RESTAURANT £ 25 GIFT VOUCHER, please give your consent to be a subject
of the interview by circling the appropriate question in the questionnaire.
Terms and Conditions of Entry
1. If you give consent and are willing be eligible for the prize draw, you
accept these terms and conditions.
2. Entry into the competition is by returning a completed questionnaire form
to the researcher, Mr. Yuri Kork at the Management Department,
University of Exeter, Streatham Court, Rennes Drive, Exeter UK EX4
4PU.
3. The first three random drawn entries will receive one each of
Picturehouse cinema gift cards.
4. The decision of the University is final and no correspondence will be
entered into.
5. The prize is not redeemable for cash.
6. The winner releases the University from any and all causes for action,
losses, liability, damage, expense (including legal expense) cost or charge
suffered, sustained or in any way incurred by the winner, or any injury to
or death of any person arising out of, or related to or in any way
connected with the University or the prize.
7. The competition for Picturehouse gift cards closes on the 2nd April, 2012
at 5 pm. The competition is drawn on 9th April, 2012 at the University of
Exeter, Streatham Court, UK. You do not have to be present at the draw
to win.
8. The winner of the Picturehouse gift card will be notified by email, on 24th
March, 2012.
9. The competition for Carluccios Restaurant gift voucher closes on the 2nd
July, 2012 at 5 pm. The competition is drawn on 9th July, 2012 at the
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University of Exeter, Streatham Court, UK. You do not have to be present
at the draw to win.
10. The winner of the Carluccios Restaurant gift voucher will be notified by
email, on 9th July, 2012.
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Appendix 7 Cross-tabulation tables of valid associations.
Table A6.1 the “drama” genre and the general Escape motivator
association
Crosstab
When deciding where to go on holiday,
how important for you are the following
reasons for travel?-To escape from
everyday life on holiday
A little
Important Fairly important important
Actual Absent Count
72
20
14
genre of
Expected
80.8
14.5
10.7
the film.Count
Drama Present Count
101
11
9
Expected
92.2
15.5
12.3
Count
Total
Count
173
31
23
Expected
173.0
31.0
23.0
Count
Source: author

Total
106
105.0
121
121.0
227
227.0

Table A6.2 the “comedy” genre and the interest in destination association
Crosstab
Would you agree that after seeing the film you:Developed a strong interest in the portrayed
destination
Neither
Agree
Strongly
nor
Strongly
Agree Agree Disagree Disagree Disagree Total
Actual Absent Count
44
42
27
12
5 130
genre of
Expected
34.8 45.8
34.2
11.0
4.1 130.0
the film.Count
Comedy Present Count
16
37
32
7
2
94
Expected
25.2 33.2
24.8
8.0
2.9 94.0
Count
Total
Count
60
79
59
19
7 224
Expected
60.0 79.0
59.0
19.0
7.0 224.0
Count
Source: author
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Table A6.3 the “comedy” genre/familiarity association

Actual
genre of
the film.Comedy

Absent Count

Crosstab
Would you agree that after seeing the film you:Became more familiar with the portrayed
destination
Neither
Strongly
Agree nor
Agree Agree Disagree Disagree Total
33
56
26
12 127

Expected
Count
Present Count

25.2

65.9

24.6

11

61

17

6

95

Expected
Count
Count

18.8

50.1

18.4

7.7

95.0

44

117

43

18

222

Expected
Count

44.0 117.0

43.0

Total

10.3 127.0

18.0 222.0

Source: author
Table A6.4 the “comedy” genre and negative emotion development
association
Crosstab
Did you experience strong
emotions of negative nature
while/after watching the film?
Yes
No
Total
Actual genre of Absent Count
31
98 129
the film.Expected
23.6
105.4 129.0
Comedy
Count
Present Count
10
85
95
Expected
17.4
77.6 95.0
Count
Total
Count
41
183 224
Expected
41.0
183.0 224.0
Count
Source: author
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Table A6.5 the “comedy” genre and specific trip wish association
Crosstab
How likely is it that you would travel for the
following reasons?-To make a specific trip to
the film site
Likely
Neutral
Unlikely
Total
29
30
71
130

Actual genre Absent Count
of the film.Expected
Comedy
Count
Present Count

Total

21.9

30.5

77.7

130.0

9

23

64

96

Expected
Count
Count

15.1

22.5

57.3

95.0

38

53

135

226

Expected
Count

38.0

53.0

135.0

225.0

Source: author
Table A6.6 the “comedy” genre and special relaxation motivator
association

Actual genre
of the film.Comedy

Total

Absent Count

Crosstab
How likely is it that you would travel for the
following reasons?-To do nothing at all and
relax
Likely
Neutral
Unlikely
Total
53
28
49
130

Expected
Count
Present Count

60.4

28.8

40.8

130.0

52

22

22

96

Expected
Count
Count

44.6

21.2

30.2

95.0

105

50

71

226

50.0

71.0

225.0

Expected
105.0
Count
Source: author

350
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Table A6.7 the “romance” genre and the interest in destination
association

Actual
Absent Count
genre of
Expected
the film.Count
Romance
Present Count

Total

Crosstab
Would you agree that after seeing the film you:Developed a strong interest in the portrayed
destination
Neither
Agree
Strongly
nor
Strongly
Agree Agree Disagree Disagree Disagree Total
28
40
43
13
6 130
34.8

45.8

34.2

11.0

32

39

16

6

Expected
Count
Count

25.2

33.2

24.8

8.0

60

79

59

19

Expected
Count

60.0

79.0

59.0

19.0

4.1 130.0
1

94

2.9 94.0
7

224

7.0 224.0

Source: author
Table A6.8 the “romance” genre and the image of destination association

Actual
Absent Count
genre of
Expected
the film.Count
Romance
Present Count

Total

Crosstab
Would you agree that after seeing the film you:Think better of the image of the portrayed
destination.
Neither Disagree
Total
Agree
Strongly
nor
Strongly
Agree Agree Disagree
Disagree
19
34
63
11
5 132
18.7

42.6

52.6

13.4

13

39

27

12

Expected
Count
Count

13.3

30.4

37.4

9.6

32

73

90

23

Expected
Count

32.0

73.0

90.0

23.0

4.7 132.0
3

94

3.3 94.0
8

226

8.0 225.0

Source: author
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Table A6.9 the “thriller” genre and negative emotions association
Crosstab
Did you experience strong emotions
of negative nature while/after
watching the film?
Yes
No
Total
Actual genre of Absent Count
27
150 177
the film.Expected
32.4
144.6 177.0
Thriller
Count
Present Count
14
33
47
Expected
8.6
38.4 47.0
Count
Total
Count
41
183 224
Expected
41.0
183.0 224.0
Count
Source: author
Table A6.10 the “thriller” genre and the wish to make an additional visit
during the organised trip association

Actual
genre of
the film.Thriller

Total

Absent Count

Crosstab
How likely is it that you would travel for the
following reasons?-To make an additional trip
visit while on an organized trip
Likely
Neutral
Unlikely
Total
68
37
72
177

Expected
Count
Present Count

68.9

43.9

64.2

177.0

20

19

10

49

Expected
Count
Count

19.1

12.1

17.8

49.0

88

56

82

226

Expected
Count

88.0

55.0

82.0

225.0

Source: author
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Table A6.11 the “thriller” genre and special Exciting motivator association

Actual genre Absent Count
of the film.Expected
Thriller
Count
Present Count

Total

Crosstab
How likely is it that you would travel for the
following reasons?-To experience thrills and
excitement
Likely
Neutral
Unlikely
Total
67
51
56
174
74.5

49.4

50.2

174.0

28

12

8

48

Expected
Count
Count

20.5

13.6

13.8

48.0

95

63

64

222

Expected
Count

95.0

63.0

64.0

222.0

Source: author
Table A6.12 the “adventure” genre and general Exciting motivator

Actual genre Absent Count
of the film.Expected
Adventure
Count
Present Count

Total

Crosstab
When deciding where to go on holiday,
how important for you are the following
reasons for travel?-To experience thrills
and excitement
Fairly
A little
Important
important
important Total
55
46
73 174
65.5

41.4

29

7

Expected
Count
Count

18.5

11.6

84

53

Expected
Count

84.0

53.0

67.1 174.0
13

49

18.9 49.0
86

223

85.0 223.0

Source: author
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Table A6.13 the “adventure” genre and general Achievement motivator
association
Crosstab
When deciding where to go on holiday,
how important for you are the following
reasons for travel?-To be able to tell
that you have been there
Fairly
A little
Important
important
important Total
18
37
122 177

Actual genre Absent Count
of the film.Expected
Adventure
Count
Present Count

Total

22.7

33.7

120.6 177.0

11

6

Expected
Count
Count

5.3

9.3

33.4 49.0

29

43

154

Expected
Count

29.0

43.0

32

49

226

154.0 225.0

Source: author
Table A6.14 the “adventure” genre and special Achievement motivator
association

Actual genre
of the film.Adventure

Total

Absent Count

Crosstab
How likely is it that you would travel for the
following reasons?-To go to places that
people I know have not been to
Likely
Neutral
Unlikely
Total
56
51
70
177

Expected
Count
Present Count

61.1

44.6

71.3

177.0

22

6

21

49

Expected
Count
Count

15.9

12.4

19.7

49.0

78

57

91

226

57.0

91.0

225.0

Expected
78.0
Count
Source: author
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Table A6.15 the “adventure” genre and the wish to make an additional trip
visit while on an organized trip association

Actual genre
of the film.Adventure

Total

Crosstab
How likely is it that you would travel for the
following reasons?-To make an additional
trip visit while on an organized trip
Likely
Neutral
Unlikely
Total
59
47
71
177

Absent Count
Expected
Count
Present Count

68.9

43.9

64.2

177.0

29

9

11

49

Expected
Count
Count

19.1

12.1

17.8

49.0

88

56

82

226

55.0

82.0

225.0

Expected
88.0
Count
Source: author

Table A6.16 the “fantasy” genre and general Exciting motivator
association

Actual
genre of
the film.Fantasy

Total

Absent Count

Crosstab
When deciding where to go on holiday, how
important for you are the following reasons for
travel?-To experience thrills and excitement
Fairly
A little
Important
important
important
Total
70
47
60
177

Expected
Count
Present Count

65.7

42.1

14

6

26

46

Expected
Count
Count

17.3

10.9

17.7

45.0

84

53

86

223

Expected
Count

84.0

53.0

68.3 177.0

85.0 223.0

Source: author
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Table A6.17 the “fantasy” genre and general Escape motivator
association
Crosstab
When deciding where to go on holiday, how
important for you are the following reasons for
travel?-To escape from everyday life on holiday
Fairly
A little
Total
Important
important
important
Actual
genre of
the film.Fantasy

Absent Count

146

20

Expected
Count
Present Count

137.9

24.7

27

11

8

46

Expected
Count
Count

35.1

5.3

4.7

45.0

173

31

23

227

Expected
Count

173.0

31.0

Total

15

181

18.3 181.0

23.0 227.0

Source: author
Table A6.18 the “fantasy” genre and general Safety/Fun motivator
association
Crosstab
When deciding where to go on holiday, how
important for you are the following reasons for
travel?-To be entertained and have fun on
holiday
Fairly
A little
Total
Important
important
important
Actual
genre of
the film.Fantasy

Total

Absent Count

124

36

19

179

Expected
Count
Present Count

115.4

35.4

23

10

14

47

Expected
Count
Count

30.6

9.6

5.9

47.0

147

46

33

226

Expected
Count

147.0

45.0

25.1 179.0

33.0 225.0

Source: author
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Table A6.19 the “action” genre and general Exciting motivator association
Crosstab
When deciding where to go on holiday, how
important for you are the following reasons for
travel?-To experience thrills and excitement
Fairly
A little
Total
Important
important
important
Actual
Absent Count
genre of
Expected
the film.Count
Action
Present Count

Total

61

44

79

184

69.3

43.7

71.0

184.0

23

9

7

39

Expected
Count
Count

14.7

9.3

15.0

39.0

84

53

86

223

Expected
Count

84.0

53.0

85.0

223.0

Source: author
Table A6.20 the “action” genre and the wish to visit historical places
Crosstab
When deciding where to go on holiday, how
important for you are the following reasons for
travel?-To visit historical places
Fairly
A little
Total
Important
important
important
Actual
genre of
the film.Action

Total

Absent Count

127

36

24

187

Expected
Count
Present Count

121.1

44.5

21.4

187.0

20

18

2

40

Expected
Count
Count

25.9

9.5

4.6

40.0

147

54

26

227

Expected
Count

147.0

54.0

25.0

227.0

Source: author
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Table A6.21 the “musical” genre and special Safety/Fun motivator
association

Actual genre Absent Count
of the film.Expected
Musical
Count
Present Count

Total

Crosstab
How likely is it that you would travel for the
following reasons?-To visit a place where I
will feel safe and secure
Likely
Neutral
Unlikely
Total
117
58
24
199
124.7

52.2

22.1

199.0

24

1

1

26

Expected
Count
Count

15.3

5.8

2.9

25.0

141

59

25

225

Expected
Count

141.0

59.0

25.0

225.0

Source: author
Table A6.22 the “musical” genre and the wish to see the location of
favourite films association

Actual genre Absent Count
of the film.Expected
Musical
Count
Present Count

Total

Crosstab
How likely is it that you would travel for the
following reasons?-To see the location of
your favourite films
Likely
Neutral
Unlikely
Total
79
43
78
200
85.0

41.6

73.5

200.0

17

4

5

26

Expected
Count
Count

11.0

5.4

9.5

25.0

96

47

83

226

Expected
Count

95.0

47.0

83.0

225.0

Source: author
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Appendix 8 Interview invitation email
“Dear Sir/ Madam,
Earlier this year, you completed our survey about film genres influence on
tourist decisions and indicated your wish to further contribute to the project by
being interviewed.
I would like to thank you again for the participation in this project. You have
been selected as one of our potential interviewees.
We are also pleased to inform you that we have increased the number of prizes
for those who will accept the offer to be interviewed. If you will take part in the
interview, you will now have a chance to win a £25 Carluccios Restaurant Gift
Voucher, or 1 of 2 £15 Picturehouse Cinema Gift Cards.
If you would still be willing to be interviewed please respond to this email and
propose a convenient location and time before the 21st of September 2012
when you would be available. The interview would take approximately 1 hour of
your time.
I hope to hear back from you soon.
Yours Sincerely,
Yuri Kork”
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Appendix 9 Interview protocol sheet

PROJECT:

The influence of film genres on the decision-making
process of tourists

RESEARCHER:

Yuri Kork

Thank you for agreeing to participate in this research.
This project aims to discover whether films with different genres have different
influences on the decision-making process of tourists, and to identify those
differences, if detected.
The purpose of this interview is to ask you further details about some of the
answers you gave when completed the questionnaire. This interview:


Is completely voluntary and anonymous, including possible quotations
and examples;
 Will take about 1 hour and will be recorded for academic analysis;
 Will be coded in order to protect the identity of respondents. All files will
be stored securely in accordance with the UK Data Protection Act.
 That if you cannot answer a question, you don’t have to.
By signing this document you confirm that you have received a 10£
Picturehouse gift card.
Your anonymous interview code is Z0. If at any moment after the interview you
will wish to withdraw from the project, or will have concerns or queries about
any aspect of this project, please email this code to yk263@exeter.ac.uk

Participant Signature

Print Name

Date

Researcher Signature

Print Name

Date

Many thanks for your participation
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Interview Protocol
Research Project: The influence of film genres on the decision-making process
of tourists: Stage 4
Interview type: Face-to-face interview (semi-structured)
Interview No.:
Date of Interview:
Interviewer: Yuri Kork
Interviewee:
Start Time:
Finish Time:
Duration:
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Warm up questions
Do you like watching films? Films of which genre do you like the most? Why?
In the questionnaire, you chose film (FILM TITLE) to complete the questions. Is
it your favorite film, or the one you have seen recently? What made you choose
this film?
Why do you like going on holidays? How would you describe your feelings when
you travel?
Can you describe how you typically go on holidays?
Did you ever feel a strong wish to travel somewhere, after you saw this place in
the film, even if you did not know where it was?
Key questions
You wrote that, when traveling, you are most often motivated by (MOTIVATOR
FACTOR). Can you describe how this affects your travelling choices?
Would you think the destination in the film could provide that quality? Why?
Did you feel excited after watching the film? Did you enjoy this feeling? Why?
Do the films of (FILM GENRE) usually give you such feeling?
Do you think you would be able to experience the same feeling if you went to
the portrayed destination? Have you done so before?
Do you think your interest in the destination changed after watching the film?
How and why?
Do you feel more familiar with destination now, after watching the film? Why?
Do you feel you think better of the destination portrayed after watching the film?
Why?
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Additional questions
Could you tell me more about the emotions you got after watching the film?
What was the source of such emotions?
You went to the destination from (FILM TITLE) after watching this film before,
can you remember how it felt then? Tell me more about how it happened:


Why did you go there?



Did you manage to relate to the film?



Could you locate the places from the film?



Could you re-experience emotions you have felt when watching the film?
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Appendix 10 Example of the interview
R:

So basically, it's films and tourism, like I told you before. Before we
start talking deeper about that, I wanted to ask you about your
general film watching and travelling companions.

H8: Yes.
R:

You travel five to eight times a year, you stated.

H8: Yeah.
R:

How so? Where do you go?

H8: I normally take one big holiday somewhere else, abroad, more than likely.
One week holiday with my family, which is UK-based, and then the rest
are just weekend trips. So I'm going back for the weekend for Christmas
and I'm going back for the…
R:

So the majority is domestic travels?

H8: Yes.
R:

Now, you love to travel but do not do it as much as you would like to.
How much would you like?

H8: All the time. If I could, I'd be going all over the place - can't afford it.
R:

Hmm, hmm. So it's a money issue most of the time?

H8: Yeah
R:

During your travels, you do a lot of sightseeing, and you also seek
excitement and cultures. Well, I mean cultural experiences; can you
give me any examples of when you did that?

H8: Sightseeing?
R:

Well, sightseeing probably everywhere.

H8: So sightseeing is pretty much the reason why we go places. So I just
recently came back from New York and Washington, and we went to
every single… possibly every single tourist thing you can do on Manhattan
Island. And we went round every single museum in Washington and
round all of the capital buildings and everything, so sightseeing's very
important.
R:

So as I understand it, it's more of a historical interest for you?

H8: Yes, my dad's a Historian (laughs).
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R:

Oh, yeah, well that's understandable. And you travel with your family
group, most of the time?

H8: Yes, most of the time.
R:

Which other way is… what exactly ..? You have siblings?

H8: Yeah, I have two siblings and my parents and my nephew.
R:

Hmm, hmm. And you all travel in one big group like that?

H8: No, only for the family holidays in the UK; the other holidays are with my
older sister normally. So I went to New York and Washington with my
older sister.
R:

Hmm, hmm. You stated here that when you are doing some sort of
travelling, you are actually doing lots of detailed research before
that. What do you include in this research?

H8: Museum opening times; building opening times; if there's any major
events on that we can go to; what kind of level we're allowed to go into
places, so what kind of access you can get is very important obviously for
historical buildings. You wanna know what kind of access you can get to
them. So that's mostly it and memorising the maps so that you don't have
to use them.
R:

Hmm, hmm, quite pragmatic. You also stated you do not, well let's
say, care much for your emotions during that. Why would that be do
you think you're not getting emotionally involved at destination?

H8: Yeah. I didn't really know what kind you were talking about there. I found
that one a bit odd…
R:

Oh well.

H8: … in honesty.
R:

If I have to explain, it'd be something like, for example, let's take
Paris and… have you seen Midnight In Paris by any chance?

H8: I have but I've never been to Paris.
R:

Well, maybe not. What point I'm making is Paris is known for its
romantic status and romantic… and people would go there and
expect to feel romantically involved with the destination.

H8: Right. That most certainly would not, no.
R:

Be with you, yeah. So you don't… you don't…
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H8: I'd go to Paris 'cos I'd want to go to the Eiffel Tower and I'd want to see all
of the buildings [inaudible 0:04:08],
R:

So it's not atmosphere for you? It's more of what you can see and
do and touch?

H8: Yeah. I… yeah.
R:

Hmm, hmm. Right, now, in cinema, you go once every two weeks in
average. Why do you like cinemas that much? What's in cinema
experiences that attracts you there?

H8: The big screen's obviously helpful. The sound is obviously much better.
But just going with your friends, getting them… and then talking about
them afterwards. The ability to sit quietly in a theatre, watching a film…
R:

Quietly?

H8: Yes, there's a special level of Hell reserved for people who talk in a
theatre. And then going out afterwards and then going to the pub and
talking about the film 'cos you wouldn't get your friends, generally, to talk
about films unless you'd all gone to see it together. So that's…
R:

So as I understand, your film-watching experience, so to speak, is
not the cinema alone, it's the cinema plus discussion later on?

H8: Yeah. If there's a film that I want to see, and I've read good reviews,
mostly actually around Oscar season, I'll go by myself if no-one else wants
to go. But that's only mostly around Oscar season, to be honest. I
probably wouldn't do it in the middle-of-the-year kind of films.
R:

Right. Now let's talk about actual example you've mentioned,
National Treasure.

H8: (laughs) I just picked the one closest to me on the shelf.
R:

You have recently been to New York and Washington…

H8: I have, yeah.
R:

… so you can relate to that. So you've stated that what made you
enjoy the film was it was fun, exciting, historical and adventurous.

H8: Yes.
R:

Could you expand on every one of those things? What exactly was
fun?

H8: It was fun to watch simply because it doesn't require you to be
contemplative about it; it's just an… it's action movie that takes you
through clues and stuff, so it's just fun and relaxing to watch because you
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don't have to put your entire self into it to get something back.
R:

And exciting is?

H8: Exciting 'cos there's lots of explosions and people in danger and it's a
general jeopardy kind of exciting. And what else?
R:

Historical is obvious.

H8: Historical is obvious because it's going through New York, it's going
through Old Trinity Church, going underground finding clues about the
Crusades and everything.
R:

What made you enjoy film more, was it historical atmosphere of it or
the explosions or maybe the actors?

H8: The historical narrative would be why I enjoyed the film a lot.
R:

Hmm, hmm. So as I understand, you have this historical motivation
in you because of your father.

H8: Because of my father, yes.
R:

So he is speaking for you. So just…

H8: He doesn't watch movies unless he watches them with me and my sisters.
R:

Mmm. When you travel to a destination, what are his experiences
actually, how does he do that? Does he go around exploring all
those historical stuff as well with you?

H8: Yes, yes. We have been members of English, Scottish and Welsh
Heritage since we were three, so we've been to every place in this
country, and if there happens to have been a film that was filmed there,
we will let him known and it'll generally fuel some interesting times.
R:

What about the series, like Downton Abbey for example?

H8: The television series, so we were very much more based around
television series in all honesty, rather than film destinations, which are
slightly harder, but those are all National Trust places and we have been
to them. You can get a tour of the village where Cranford - I don't know if
you've heard of that one - that one is in the Cotswolds; we went there a
couple of times, obviously.
R:

So if I understand, it's more of you went to a destination because it
was historical and when it's happened to be in a film so it works like
that. It doesn't…

H8: No. In recent years, we've run out of places to go so it's turned into the
opposite where we go, that's on TV, let's go there. But it certainly started
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out the other way round. But in recent years, it's flipped and we've gone,
oh, well this is Laycock, it's been in this show, let's go there, kind of thing.
R:

Hmm, hmm. Right. So now you're telling the setting is very
important for a film. The reason you're giving is the film is set round
Benjamin Franklin and the legend…

H8: Yeah, it would be funny if that was then put into the middle of New Mexico,
is what I mean. The premise of the film is based around where that…
where it is. That's the entire premise of the film; it has to be
Washington/Philadelphia/New York kind of… if it was another film, then it
might be… could have been picked up and placed somewhere else.
R:

There is a National Treasure Part 2, I think.

H8: There is, and that's based around South Dakota with the Mount
Rushmore. And that also goes up to Massachusetts because of the
colleges and universities of Harvard and Yale in Connecticut. So that's,
again, the film takes you where it needs to go in the historical context of it.
But I haven't been to those places, unfortunately. They are on the list of
the future places of… that I need to go but…
R:

Why do you want to go there because of the film's set there?

H8: Yeah, yeah. Because of lots of films actually. But also then you've got
the added bonus of, this is something really historical. I mean Yale and
Harvard, they're old universities; in the scheme of America, they're old.
Mount Rushmore is a very historic monument. They just have the added
bonus of being in a movie (laughs).
R:

Hmm, hmm. One of the questions there for you, if you're talking
about National Treasure, the actual historical accuracy of that film is,
let's say…

H8: Dubious at best.
R:

Yeah. Well, I want to say questionable, but your description fits it
better. The point of it is in those historical films, is historical
accuracy important for you, or you just enjoy the story no matter
how preposterous it may sound?

H8: I generally enjoy the story no matter how preposterous it is. There is, of
course, limits to that but then that's the difference between a good and a
bad film. But then when you go to these places, you get to actually learn
about the real history and then you can go, ah, they did this in that film
and it's different and I like how they've twisted this part of its history so that
it fits with their storyline kind of thing. So when we went around
Washington, I watched the West Wing a lot and I watched lots and lots of
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movies that are set around the political… American political scene. And
we went up to Capitol Hill and we went to the White House. And it's
learning the difference between the fact and the fiction is always really
interesting on how the writers got to that point, how they twisted it so that it
fitted for what they needed. That's what I like doing; I like…
R:

Hmm, hmm. It's more of a mix of real historical facts and fiction and
how good it's done.

H8: Yeah.
R:

Would you agree that your value of films like that only for this
historical plus fiction story component?

H8: So what else would I get out of National Treasure if it didn't have that
history in it?
R:

Hmm, hmm.

H8: I'm trying to think of another action film that is a similar line where I didn't
get anything out of it.
R:

Indiana Jones?

H8: Indiana Jones is very generic in the places that it's set. So finding any
kind of link between real and fiction is not really there.
R:

Lara Croft, same?

H8: Lara Croft is worse; that's not got any kind of thing in it.
R:

That's true, that's true.

H8: So I'm thinking more like The Mummy; I'd like to go to all of those places
in Egypt. I've been to Egypt a couple of times because I love The Mummy
and I think it's fantastic and finding the differences between those.
R:

Hmm, hmm.

H8: So yeah, it's actually about how I can take the fictional world and find that
blurry line that writers are able to create 'cos I love the writing.
R:

Hmm, hmm. You state that you watched a move more than 9 times.
Why because it's just so good?

H8: I watch movies and television continuously.
R:

Yeah, I mean that particular movie more than 9 times.

H8: I've watched far too many movies more than 9 times. I… it's… yeah,
that's…
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R:

What makes you want to re-watch them?

H8: That one I always found was very good for revising; you can just play it
and work. So I find that one very easy to work to because of the fun
atmosphere it creates and the fact that you don't have to then concentrate
on every word that they're getting across. That means that I'm able to
work whilst it's being played. So that would be one of the reasons why it
has such a high view-count.
R:

You also stated that you were interested in the destination before
you actually saw the movie?

H8: Yes.
R:

And why would that be?

H8: Historical context in America. It's the east coast; it's New York. America
started in New York, primarily - its government did - and then it moved
down to Washington.
R:

So it's more of a … so you have tendency that you're interested in
the place and you want to go but the film is an additional plus?

H8: Yeah. It's a big bonus. It's not just an additional kind of thing, it's a big
bonus that there's a film there 'cos…
R:

You stated also that you developed a strong interest in that
particular destination after watching the film. Could you explain
what exactly was developed?

H8: So again we've just… we like what we've just discussed in terms of its
adding this fictional history to a place and then that additional fictional
history really draws out my interest in really looking more detail into the
actual history and finding that line.
R:

Would you agree with the actual mystery point… or mystery
component is added to a destination with movies like that?

H8: Yeah, it certainly is. When we went around Trinity Church, which is a …
the big finale of that film, it was just us sneaking around trying to work out
where they'd gone in the movie, which corridors they went down, so it
does… that mystery does add that kind of excitement to where you are
when you're there.
R:

Hmm, hmm. And you feel to be more familiar with the destination
because of the historical…?

H8: As a result, yeah, 'cos you're looking out for things that you wouldn't
necessarily have looked out for before.
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R:

Uh-huh. When you mentioned about the destination, you said you
improved your vision of its image. Why?

H8: Why did it improve the image?
R:

Yeah. I mean historical… being historical offer… well many
destinations are historical; some are badly historical, particularly in
Germany but where image is really bad.

H8: Yes so this is… it puts a different and interesting light on it, and it wasn't a
dark way like you'd get with the old German films. So it puts a kind of
positive spin on that. And the scenery, it didn't take anything away from it,
certainly. But it's gotta be somewhere that you'd want to go anyway, I
find. There's not really many films that I've seen where I'd go, oh, I really
wanna go there because it's filmed there. They're generally because
they're nice interesting places as well.
R:

Hmm, hmm. Have you watched, by any chance, Da Vinci Code?

H8: Yes, I have seen the Da Vinci Code.
R:

What did you think?

H8: I prefer Angels & Demons.
R:

Hmm, hmm because of…?

H8: Because of… I prefer Rome to Paris. I've never been to Paris; I've been
to Rome. So when I was watching Angels & Demons, I was going, I've
been there, I've been there, I've been there. I remember that place,
there's ice cream on the corner, kind of thing. It was a better storyline so
that helped. But watching the Da Vinci Code, I've been to Rosslyn Chapel
from the Da Vinci Code. So we went there, I think it was only a year after
that came out, actually. We happened to be going on a holiday to
Scotland and we were going passed Rosslyn Chapel, so we said to my
father, can we go there and it was on the list of… huge list of places he
wanted to see anyway. Me and my sister went round going, oh that's the
ceiling they looked up at and walked down to their house and walked
down to the pool that they were at, so yes… yes, we've been there
(laughs). But that's the UK; I haven't been to Paris.
R:

Yeah. But that's remarkable because that church now is… has… is
getting a lot of visitors…

H8: It is, yes.
R:

… because of Da Vinci Code. What about any other examples of
foreign movies, of recent ones. Have you watched, for example, The
Best Exotic Marigold Hotel?
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H8: I loved that film; yes, I have. I've never had the chance to go to Asia in my
life, so pffff, I never, ever, had the opportunity. It's not on the… it's not on
the top of the list of my destinations, but if it was it would be because of
films rather than anything else. But it's a… it's a different atmosphere; it's
a chaotic circumstance atmosphere rather than a…
R:

And you would not enjoy something like that, or would you?

H8: No, I'd just need someone else with me that was a bit more grounded
(slight laugh).
R:

Why aren't you interested in Asia? It has a lot of historical
background as well.

H8: It does, it has loads. It's got a fantastic historical background, but it's a bit
more restrictive in terms of tourism.
R:

Mmm,

H8: And I'm not very good at being restricted as to where and how I'm allowed
to go places.
R:

Hmm, hmm. But do you think that the knowledge of languages might
prevent you from…?

H8: That is also true. I mean once you go towards Eastern Europe, the
language barrier becomes a bigger issue.
R:

Hmm, hmm.

H8: That's my fault, not theirs, kind of thing. So the language barrier's an
issue but it's more of the restrictions on access…
R:

Like what?

H8: … and then the places that you're allowed to go are so chaotic that it…
you… there's not a huge amount of freedom for exploration
R:

Do you ever encounter a situation where you saw a film and you
went to a destination, but your expectations were not met?

H8: Ah, too high expectations?
R:

Well, perhaps, yes, depending on...

H8: I think perhaps in some of the Harry Potter places because I know how
they filmed it; I was on the set a couple of times. They film it one set of
stairs in this place, and then, a corridor in this place, and then the great
hall in another place. And because it's so choppy (pause) because it's so
choppy, the fact that we were standing on the stairs, where McGonagall
was standing and they all filtered up, that was great. But then you kind
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of… you miss the transitions into the great hall 'cos the great hall's filmed
somewhere completely different.
R:

Yeah.

H8: So I think that was only the slight disappoint but not hugely because
you're still standing in the corridors and stuff.
R:

Mmm.

H8: Places look smaller than they actually… they… in real life, they're smaller
than they are on film. But that's always gonna be the case. It's always
gonna be the case. Rosslyn Chapel where they go down, that's a small
chapel. So it's a small chapel and it's only a very small part… portion of
the ceiling which has those stars on it, very small portion. The rest are
different, for a number of reasons, and that's due to the Cardinals that
they had that commissioned the place when it was built, so everything's
bigger on screen. But once you realise that anyway in the first place, you
lose that element of, oh it's gonna be disappointingly small because
you've got that already filtered in.
R:

Hmm, hmm. What about the films which are based on different type
of history, history of, let's say, sport? There are many films that
focus on sport.

H8: I watch a lot of American football films, which are based… normally based
on a kind of a rough guide of a true story. I love those ones. So the
sporting ones, they're always harder to follow in terms of going to
locations and stuff, but there are certain points in them where you… I
mean do you have an example that you were thinking of when you…?
R:

Well, I do have an example but I'm not sure if you're familiar with the
movie Sugar?

H8: No, I'm not, no.
R:

Mmm. Of… I'm not sure whatever examples I put… come up…

H8: Well the sporting history, sporty movies that I watch quite a lot over and
over again 'cos I just do that, remember The Titans is an American football
one, about integration. And that one… there's a portion of that film where
they're set… that's in Virginia… it's set in Virginia, and there's a portion
where they go to Gettysburg and there's a big rousing speech that they do
at Gettysburg, and that would make me want to go there and learn about
that history there.
R:

Hmm, hmm. History, as in the history of the town or the history of
the sport?
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H8: The history of integration in the sport.
R:

Hmm, hmm. Right, let's talk about… let's do this, I'll name you the
films and you tell me if you saw them or not.

H8: Okay.
R:

In Bruges?

H8: Yeah. Been to Bruges, beautiful City.
R:

After, before?

H8: After. I went after.
R:

Would you say the film made you travel there more or less?

H8: (pause) It didn't make me travel there. I mean it's just… it's a day's drive
from my parents' house. But when we were there, I was taking my sister
and my auntie, who drove me there, round going, and this is where this
happened…
R:

He fall from the church.

H8: This is where he fell from the church and oh God, we're standing in the
square; take a picture of me with the church, kind of thing. That's the café
they ran passed. So it didn't make me go there but it added to the
experience whilst I was there.
R:

Hmm, hmm. Right. But did you like the film itself?

H8: Yes, yes.
R:

Even despite the gore and the violence?

H8: Oh it's a great film, it's a fantastic film.
R:

Alright. Lost in Translation?

H8: I have not seen that. Not a fan of the actress.
R:

I don't even remember her. Anyway [laughs] but an actress in a
different … How about Slumdog Millionaire?

H8: Yes, loved that film; that’s another one I've seen quite a few times.
R:

If you were to compare The Marigold Hotel to it, which one would you
like better?

H8: They're completely different. Okay, so they're both… they're both feelgood films but they do it in a different way. So that's feel-good… Slumdog
Millionaire's a feel-good film with the element of a lot of things happen,
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it's… none of it's good. It's feel-good because the ending's happy and
things work out. Marigold Hotel is a comedy; it's got some of the best
British actors in it. I mean for old guys, they're fantastic. It's a comedy.
It's feel-good all the way through. So they're completely different topics.
There's points where, you know, in Slumdog Millionaire, you want to do go
to the Taj Mahal because you want to see the kids running round nicking
people's shoes because that's really funny. It's entertaining. But there's
not points in the film where you go, that's really nice thing happened there,
let's go 'cos it's… none of it's positive. The things that happen to them in
that film is not positive things until he hits the TV studio thing and that's
still got some elements of jeopardy to it. So completely different films. If I
ever did go to India, then I would be probably thinking about those films
whilst I was there but it wouldn't influence where I was going because of
the chaotic nature of the place that is depicted in them.
R:

Hmm, hmm. But which film would you say describes India, how to…
how shall I put it, more truly?

H8: I can't say. I know very little about India, I'm afraid. I can't make a
judgement on that.
R:

Right. Next movie, Sound of Music?

H8: Yes, I've seen the Sound of Music.
R:

Salzburg.

H8: I haven't been there actually.
R:

Would you want to?

H8: Yeah.
R:

Why?

H8: I'd want to take my mother there, she'd love it (laughs).
R:

It's maybe have family holiday?

H8: She wouldn't go; they don't go abroad.
R:

Why?

H8: They don't have passports.
R:

So!

H8: They don't have passports
R:

Oh! Oh! Alright. That's unusual.
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H8: No. Britain's a beautiful place; you don't need a passport. There's so
many places you can go on holiday here; we've been doing it for 20 years,
I think (laughs).
R:

Right.

H8: Yeah, the Sound of Music, I'd go just to lark around, but it would be at
most a day trip out of my way from, more than likely, a skiing holiday or
something.
R:

Mmm. Speaking of skiing holidays, do you do that sort of activity?

H8: Yes, I ski.
R:

Hmm, hmm. You alone, family?

H8: No, my family don't ski.
R:

None of them?

H8: No, only me.
R:

Hmm, hmm.

H8: Friends and circumstance has led me to ski.
R:

Hmm, hmm. When you do ski, I would suppose you don't care about
the films being made anywhere around the mountains where you
ski?

H8: I wouldn't say I can think of any, apart from, perhaps, the Italian Job, the
original one where they're driving through Italy (laughs).
R:

Well there's lots of James Bond - Goldfinger!

H8: I don't really watch much James Bond, in all honesty. So no, I don't
suppose I do think about then when I go skiing.
R:

Hmm, hmm. The next film I wanted to ask you, Out of Africa?

H8: I haven't seen Out of Africa. I've seen quite a few other films. Remind me
what Out of Africa's about?
R:

Africa.

H8: It's just Africa?
R:

Well it shows beautiful pictures of it.

H8: Right, okay. No, I haven't seen that but I… it's a place I've been thinking
about. Madagascar. I mean an animation can make you go to see a film,
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you can go see a place as well; it's not solely restricted to real life.
R:

What about Madagascar 2?

H8: Madagascar 2 was set in mainland, wasn't it?
R:

Africa.

H8: Yeah, they went to the mainland into the… Madagascar
R:

Hmm, hmm.

H8: Yeah, I mean the films that… Invictus is a… is a good one.
R:

Which one?

H8: Last King of Scotland… it's a rugby movie that last one. Egypt. Any time
Egypt's featured in a movie, it generally makes we want to go there.
R:

Even despite the reputation it has…

H8: Yeah.
R:

… for killing tourists?

H8: Yeah, yeah.
R:

What about those films which have nothing to do with history but
portray destination beautifully. Have your seen, perhaps, the
Proposal, with Sandra Bullock?

H8: I have seen The Proposal. And Alaska, they make Alaska look pretty, and
I would… yes, I'd love to go there.
R:

Hmm, hmm.

H8: And that… yeah, that wouldn't be… unless I found that specific town, that
wouldn't be because of the movie. If I found that specific town, I'd be
saying, this is where that happened, this… but otherwise, yeah, it
definitely depicts Alaska as a beautiful place to go on holiday, no matter
where you go in Alaska.
R:

Hmm, hmm. Any more films you may remember about America?
Have you seen those Indie films? For example, Little Miss
Sunshine?

H8: Yes, I've seen Little Miss Sunshine. I do like Little Miss Sunshine.
Another one, which is kind of possibly an odd version in terms of travelling
around America, would be Zombieland. They drive around a lot, see lots
of different kinds of places.
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R:

Even though most of them are destroyed and [0:31:52] Zombieland.

H8: Yeah, fantastic. Into The Wild? Into The Wild, yeah. So that one certainly
takes you across America in a very different kind of way, pointing out
different things which you probably wouldn't have thought about before.
R:

What about films which portray different American destinations,
which are famous but also not from history viewpoint? Have you see
Hangover?

H8: I have seen The Hangover, yeah.
R:

What do you think about it?

H8: I think it's best watched with a crowd of people.
R:

Why?

H8: Because it's not funny when you're sitting alone in your living room
watching it, it's just not.
R:

How do you think about Vegas?

H8: Vegas? I watch CSI, so I think Vegas is awesome. I would have to go
there with friends in terms of possibly a short period of time and just going
there for fun and looking around, but it would never be a week holiday
destination in terms of I'm going to go gambling and get drunk.
R:

Hmm, hmm. What about the film called Pretty Woman?

H8: Yes, I love Pretty Woman.
R:

What do you think about Beverley Hills?

H8: Ah, well Beverley Hills is in a lot of movies but, yeah, I mean I couldn't… I
know the west coast and stuff like that is not as nice as the east coast.
R:

Well…

H8: (laughs) Certainly LA I know is a bit of a… bit of a hole. Doesn't mean I
wouldn't go there because most of the stuff that is, in fact, filmed… set on
the east coast, in terms of television series, is still filmed in LA, so you can
still see that street, or you can still see… go to the studios and stuff
because they have New York and Washington sets, which are huge
streets.
R:

What about… if you're talking about America…

H8: Okay.
R:

I attach a picture to everything. Have you ever felt nostalgic
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somewhere because you have seen a place in a film, or maybe when
you have seen the film, you felt nostalgic because you've been to a
place which is shown there? Do you ever experience nostalgia at
all?
H8: Yes. When we were going around New York, we were pointing out
different places, from many different memories, as we were going around.
So as we were walking round Central Park, that's the rocks in Kate &
Leopold or something like that, a chick flick…
R:

Yeah. Have you seen The Miracle of 34th Street?

H8: Yes, Miracle on 34th Street. We went down to Macy's and we went all the
way down 5th, and we went to the public library from The Day After
Tomorrow. We were looking down 5th Avenue and going, that's where it
all flooded up, and going to the Brooklyn Bridge, which is very important to
us because of the significance in many, many different films. Standing on
the steps of the court house because again loads and loads of films… so
a lot of the places that we had on the list where we wanted to go in New
York were based on, it's been in this film. We had a list of precincts that
had been in different films and different TV series. Like 9th is in Castle
and we went down to 9th and we were in a hotel right by 12th, which is
where CSI New York is. So a lot of the stuff that we did was due to the
influence of film.
R:

So you actually have this of list of ticks like…

H8: Yes.
R:

… first film and you tick, and tick, and tick.

H8: Yeah. I might have it in my handbag still.
R:

Ooh, it would be interesting to see.

H8: I don't know if it's in this notebook. This notebook certainly has the list of
places we went.
R:

Mmm.

H8: Ah no, it must be in my other notebook, but this has got a list of all the
places we went, and I stood outside 12th, we went and saw the space
shuttle kind of thing, ridiculous things like that, influenced by movies.
R:

Have you travelled to other continents outside of America and
Europe?

H8: I've been to Egypt but that's it and, yeah…
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R:

Australia, New Zealand?

H8: No, certainly can't afford that (laughs). I would go to New Zealand in a
heartbeat but it costs about £1,500 for a adult ticket.
R:

Yeah. But what do you… have seen Lord of the Rings?

H8: Of course, I've seen Lord of the Rings and I'm booked in to see The
Hobbit three times already before Christmas, so.
R:

Why three?

H8: One's at the IMAX in 3D in London, biggest screen in Europe - gotta go
see it there; one's here with my friends; and one's back at my parents,
with some of my old friends. And the IMAX is with my family.
R:

Remarkable! You'll feel… you'll know what'll happen. So what do
you think Lord of the Rings made you want to travel to New Zealand
more?

H8: Yes. Yes, definitely! Watching the extras actually, perhaps. I mean
watching Lord of the Rings, you go, that's beautiful and you know it's done
in New Zealand, but watching the extras, watching them building the sets,
watching the behind-the-scenes stuff, that makes you really want to go
there. But I love behind-the-scenes stuff, more sometimes than films.
R:

Mmm. So you would want to visit the sets?

H8: But Narnia as well. Narnia also makes you want to go to New Zealand
quite a bit. They do some really cool stuff there. And obviously it's
different… Lord of the Rings wasn't… Lord of the Rings was massive,
absolutely massive, I think you could say. Yeah, that's what made us
want to go.
R:

What about film called Australia?

H8: I don't like that film. So it made me not want to go.
R:

But have you seen… well you probably… obviously seen it. Why
don't you like it?

H8: I didn't like it. I didn't like the acting. The storyline was drab. It was far
too predictable; you knew what was gonna happen and, therefore, you
had no emotional attachment to it because the acting was so stale
anyway. It just ruined it.
R:

Right. So basically…

H8: But Finding Nemo makes me wanna go to Australia.
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R:

Great Barrier Reef?

H8: Yeah, I'm a SCUBA diver, so I wanna go there anyway, but I like Finding
Nemo (laughs).
R:

It's very rewarding to go there; I've been. And I'm also a diver. I
don't like you to think I'm not SCUBA but this balloon thingy.
Anyway, what I wanted to… one more… well as I understand it, it's
the story of a film which make you enjoy the film less and you
wouldn't want to go to a destination?

H8: If the story's rubbish, then it just takes everything away from it.
R:

In cases like that, there are films which are considered to be, so to
speak, glamorous. If I were to give you an example, that would be
something like Confessions of a Shopaholic or The Devil Wears
Prada, stuff like that.

H8: Yeah.
R:

I can sense you're not really…

H8: I like The Devil Wears Prada; it's intelligent. It's intelligently written.
R:

And it's set in…

H8: Set in New York
R:

New York was it, yes.

H8: Yes, it's set in New York. I know exactly where she crosses the street.
But Confessions of a Shopaholic, no. Just, no, that's not a good film.
R:

Why?

H8: It's not funny; it's trying to be. That's not helpful; it's never helpful to not be
funny when you're trying to be. It's not clever or original. It just doesn't
give you anything back from watching it; whereas Devil Wears Prada
has… it's clever. It's interesting.
R:

And it has more [else 0:40:31] to teach you.

H8: And it… yeah, it's got more substance, much more substance.
R:

Well in my personal opinion, The Confessions of a Shopaholic, I
didn't like it. Not because for reasons you stated because the idea, it
does manage to pull through, in my opinion. Even if you lie or have
a bad habit, you can do it regardless because everything will work
out fine in the end anyway. It's not really good lesson to teach
people now, is it?
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H8: (laughs) Yeah, that's fair enough.
R:

So here the substances was important. But would you connect
those destinations to those films?

H8: Not really, no.
R:

Mmm.

H8: No, not really. I knew Devil Wears Prada was in New York. I know where
they went in Paris. But I wouldn't connect that place solely to that film; it's
got more behind it than that. And…
R:

Just a place?

H8: Yeah, I wouldn't put those...
R:

What about more European… let's call it semi-European
destinations. Have you seen Mamma Mia!?

H8: Of course, I've seen Mamma Mia!, yeah (laughs), far too many times
(laughs).
R:

Most people do.

H8: Yeah.
R:

Why do you think?

H8: Yeah, that makes me want to kind of go… it all comes down to money for
me; to be honest, I'd go everywhere.
R:

It usually does!

H8: Yeah, absolutely gorgeous isn't it? But I assume that about the Med
anyway.
R:

Did you enjoy the film because of the story more or because of
destination? Well I'm sure it's Greece and everything.

H8: It's a musical.
R:

It's musical, yes.

H8: You enjoy it because of the music.
R:

Hmm, hmm.

H8: And the substance of the musical, unfortunately, takes… it's not focused
on the scenery, it's just not.
R:

But you still would want to go there or not?
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H8: Yeah, yeah, I'd want to go there but… (pause) yeah, I'd want to go there.
R:

What about the other films of this location. I'll give you a slightly
worse example. Have you seen, for example, My Life In Ruins?

H8: No.
R:

Good for you!

H8: Okay, that's off the list.
R:

Now just one more question I don't want to ask but I will.

H8: Go for it. Go for it.
R:

Violence?

H8: I have, yes, seen that film.
R:

Right.

H8: I have (pause).
R:

Would do you connect it to America?

H8: Yeah. Basically, what I would probably end up doing is going up the 101.
If I ever did the west coast, it would be a 101 tour kind of thing. And 101
goes straight through where they filmed… where they filmed that. It goes
straight through the town. So I would kind of notice it and I would stop and
take note. But it would as part of the west coast 101 tour to be honest.
R:

Did you like the film?

H8: The first one was fine for what it was. The… I don't know if I ever saw the
others. No, I saw one of the others, but I don't know which one it was
(laughs). So I saw the first one; it's fine. It's not great. And then
plummets to oblivion of rubbish.
R:

(laughs)

H8: That happens sometimes with these kind of things. It's unfortunate, but it
happens.
R:

Speaking of those kinds of things. Pirates of the Caribbean?

H8: I have seen Pirates of the Caribbean. I think I've seen all of them apart
from the new one.
R:

Though it still has Jack Sparrow in it.

H8: Is the new one any good?
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R:

(intake of breath and hesitation)

H8: No. The Caribbean, I'd only ever go as a SCUBA diver.
R:

That would be a part of your hobby. And where they filmed the
poster on the ships, regardless.

H8: Yeah. I love those ships. Go down to Portsmouth, they've got some…
they've got the Victory down at Portsmouth - fantastic ship.
R:

Hmm, hmm.

H8: If you go down to Plymouth, there's some fantastic ships down on the
Barbican. If you want ships go to Penzance, amazing, amazing ships
they've got down there.
R:

I haven't seen any…

H8: If you want… if you want the good old-fashioned British ship, you've got to
go to good old-fashioned British dockyards, which I have done all my life.
R:

I've lived three years in Plymouth and I never encountered any ships.

H8: Head down to the Barbican.
R:

I've been.

H8: The Barbican's got a magnificent one; they use it as a hotel now. It's a
magnificent ship. And round to the Naval yard, amazing stuff there. But
yeah, if you want the Pirates of the Caribbean experience, you do it in the
UK 'cos that's where the ships are now. We don't have that kind of thing
anymore; that's… East India Trading Company doesn't exist, so if you
need the… if you want the historical context from any of them you've gotta
go to places round here.
R:

Mmm. One of the last questions I wanted to asked you. Domestic
travels…

H8: Yeah. Do that a lot.
R:

Specifically here and London.

H8: Yeah.
R:

Have you seen the War Horse?

H8: I have seen War Horse.
R:

Have you travelled to where it was filmed?

H8: Yes, I have. I did…
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R:

Before or after?

H8: Both.
R:

What do you think?

H8: I think that the score over-shone the movie and that happens in Steven
Spielberg films sometimes. I think that… yeah, I didn't really form an
emotional attachment to it because of the place. I've been to… I've been
there loads of times.
R:

What do you think about this tendency of movies being
Americanised? I mean War Horse was not done by Englishman.

H8: No, it was not.
R:

Mmm. Did it benefit? Possibly not.

H8: Possibly not. I personally didn't grow an emotional attachment to that film
the way you're… it's intended. But I felt that that was because the score
over-played it. I think that ruined it 'cos that can happen sometimes; you
can take it a bit too far in terms of the music. I don't know; if I'd see the
play, maybe I'd feel differently about that particular film.
R:

Right. What about… there is the film called We Bought A Zoo.

H8: Yes, there is.
R:

I think the film was not filmed in Devon, although it's based, I'm
assume it is, in the UK. It was actually filmed in America. Have you
seen it?

H8: I haven't seen it yet. Should I?
R:

[No audible response].

H8: You don't know, okay.
R:

I don't know.

H8: I'll probably watch it anyway.
R:

What about other domestic films, which include London. Have your
seen Sherlock Holmes movies?

H8: Yes, I have Sherlock Holmes.
R:

What do you think about them?

H8: I think they're great movies. I think they're done very well actually; I was
surprised that I'd like them. Entirely surprised that I liked them.
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R:

When you go to London, do you pay attention to any film
experiences you might have there?

H8: I don't, no, anymore; I grew up in London so it's never been a tourist spot
for me. So some days we get the idea that we should go around as
tourists and do touristy things, and then we quickly dismiss that because
we'd feel ridiculous. So when I'm in London… I suppose the one example
I can give you of that is in Harry Potter, the…
R:

Hmm, the bridge?

H8: No, not the bridge. When they're jumping away… when they appear in
the café, in the second to last film, and there's a red bus goes past and
they're on the railings and they're out by… they're up by The Strand, so
I've walked passed there loads of time and it suddenly, when we were
walking passed there another time when it was, like, ah this was where
they did that in the movie, but that's just walking around noticing places.
But I wouldn't say that it's taken my anywhere else in London, specifically
because of a movie.
R:

What about other places in Britain? Salmon Fishing in Yemen?

H8: I haven't seen that yet; I've been told I need to though. I do like Emily
Blunt and Ewan McGregor, very good actors. I haven't seen that. Other
places, Monty Python; we've been to the cave and the castles where they
filmed Holy Grail. Blackadder, we went up to Hadrian's Wall and reenacted all of that from Back & Forth. Harry Potter obviously, been all
over the… every single place they filmed, which takes you all over the
country and up into Scotland. We went over to the bridge where they
filmed… where it's… the Hogwart's is supposed to be travel across, it
doesn't physically, but we went up to that bridge. So domestic because of
my family background, it means that anytime there's something that we
want to…
R:

Mmm. What about films… war films, films about war, historicallyspeaking. Have you been in Germany by any chance?

H8: I've been to Ypres in Belgium. I've been to all of the…
R:

But not Berlin.

H8: No, I really wanna go to Berlin one day.
R:

Why?

H8: I dunno; I like Germany. I understand part of the language a bit more than
any other language in Europe, so I've got a better shot there. I know it's
partly 'cos I've never been and partly 'cos of the history, without the…
such a huge dark shadow. Because it's a thriving German city, the dark
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shadows dissipated.
R:

Last thing I want to talk to you about is serious – we have touched
on it slightly - but I wanted to ask, have you seen the recent [0:50:43]
series, for example?

H8: Yes.
R:

But you wouldn't want to go and perform all those kind of activities?

H8: No.
R:

No. Have I… well we've mentioned Downton Abbey as well. Any
other examples you would be able to tell me, not specifically about
England?

H8: Not specifically about England, so West Wing was a huge influence when
we were going round Washington, huge influence. Another TV series,
Castle, CSI New York, they were a massive influence when we were on
holiday. In the UK, Blackadder's a big influence, when we went up to
Hadrian's Wall, with the Back & Forth. Cranford is another one, which is
set in a similar kind of situation to… it's in a little village. It's actually a
National Trust village; the entire village is owned by the National Trust. It
has shops and stuff. It's old school, it's nice, it's got pubs. And Cranford
was set there. That was really cool when we went to go see that. Other
British TV series? No, I'd say that was about…
R:

About it.

H8: Yeah, Lie To Me in Washington as well; stood outside that building
(laughs).
R:

How do you think about iconic destinations and when those iconic
features are made part of a plot? Have you seen Ghostbusters?

H8: I have seen Ghostbusters, yes.
R:

And the [Walking Statue of Liberty 0:52:16]?

H8: Yes, we made the department watch Ghostbusters before I went to
America. We had a New York movie night so that we could (laughs), say
‘I've been there’.
R:

So I should have gone to this New York movie night, where you went
through many, many movies before actually going there?

H8: Yes, so we have a movie night; we've got one this week actually, in
Astrophysics and the… I'm in charge of that movie night so the theme for
that week, which was… happened to be the week before I was going on
holiday was New York. So we had a huge… we had… we've got this big
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white board next to [TV 0:52:53], pretty much like this situation here, and
the whiteboard was covered in movies that are set in New York, and we
picked three of them and we watched and some of them were awful and…
R:

Have you seen the Dog Day Afternoon by any chance?

H8: No, I have not.
R:

Right. One favour I wanted to ask you. There was a movie I wanted
to ask but I've forgot what it was.

H8: Genre area, or anything?
R:

Yeah, it'll come back to me. Oh yes, Good Bye, Lenin!, have you
seen that?

H8: No.
R:

It's very good.

H8: What's that about?
R:

Before you go to Berlin, I suggest you trying watching it. It's in
German.

H8: I'll need to write that down.
R:

It's in German and it's a film about…

H8: Oh I don't mind subtitles; I quite like them actually.
R:

Well, the story itself is… there is a boy who lived with his mother in a
Germany… Western Germany, which was occupied, back when
Berlin wall was still intact.

H8: Yeah. '89, somewhere.
R:

He was a demonstrate and he wanted Germany to be united, which
wasn't supported by the government. So during one of the
demonstrations there was a riot. His mother fell into coma after that
because she had a weak heart. And during the time she was in
coma, the wall was crumbled and Germany united.

H8: Okay.
R:

And the Westerners mixed and…

H8: Set in '89.
R:

So after what happened she woke up but the doctor said that any
huge stress may kill her. So he had to maintain the illusion that
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everything is the way it was before.
H8: Right. So it's supposed to be a comedy.
R:

Mmm, I wouldn't say it's a comedy; it's more of a…

H8: It's a black comedy it sounds like.
R:

No, I think it's more of a drama.

H8: Okay, alright. It's on the list now, it's fine.
R:

It is nicely done in that kind of sense. Right…

H8: Have I helped in any way?
R:

Yes, yes, in many ways. I think that will be all for this. Thank you
very much.
Interview length: 56 minutes.
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