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Abstract

The “film-induced tourism” concept serves for the study of tourism visits
made to a destination or attraction resulting from its featuring in cinema
films, television series or promotional videos. This phenomenon falls within
the field of “film-induced versus destination branding image” research, a
fairly recently established field, and with this article correspondingly
seeking to carry out analysis of the contents and systematisation of this
area based on the contents of the Web of Science database. Thus, this
article consists of the application of a systematic survey involving the
summary and evaluation based upon the interpretation of the results
returned. The sample contains only those articles published in English
language journals and explicitly excluding conference proceedings or
commentaries. We thus sought to grasp the perspectives adopted by both
empirical and theoretical studies, the themes studied and the main
conclusions of those studies analysed here. The results convey the diversity
of both the quantitative and qualitative studies and the various future lines
of research defined in accordance with the gaps detected in the results
returned.

Keywords: Destination branding image, language of tourism, film tourism,
promotional film, film-induced tourism.

Introduction

Given a global framework characterised by the multiple tensions,
crises and instability in many countries, tourism increasingly gets
referenced as the leverage for economic recovery in keeping with its
capacity to generate employment and wealth. Tourism, as a system,
includes tourists, places, territories, tourism networks, markets,
practices, laws, values and the interactions between social
institutions, among others. Hence, taking into account this
perspective on tourism as a system and the current economic
conjuncture, tourism related phenomena play an essential role in
this globalising world. Going global, establishing a positive position
and attracting new clients is just as important to countries and
companies as it is to tourist destinations (Cervifio, 2007). From the
outset, inherent to its nature as a system, we understand the
tourism sector to be wundergoing constant change and
transformation and hence with equally ongoing competition
between the respective tourism products and destinations.
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Resumo

O conceito de “film-induced tourism” é aplicado ao estudo das visitas
turisticas a um destino ou atracdo turistica pelo resultado da exposicdo a
filmes de cinema, series televisivas, ou videos promocionais. Este
fendmeno enquadra-se no campo de investigagdo de “film-induced versus
destination branding image”, sendo consideravelmente recente e nesse
sentido o presente trabalho tem por objetivo realizar uma analise de
conteudo e sistematizagdo dos artigos sobre esse campo, tendo como base
de dados a web of science. O propésito do trabalho consistiu na aplicagdo
de uma revisdo sistematica envolvendo a sintese e a avaliagdo com base
na interpretagdo. Foram mantidos na base apenas os artigos que tivessem
sido publicados em periddicos no idioma inglés e ndo fossem proceedings
ou comentarios. Procurou-se perceber em que perspetiva os estudos
empiricos foram analisados, quais as tematicas estudadas e as principais
conclusdes dos estudos analisados. Os resultados apresentam uma
diversidade de estudos quantitativos e qualitativos e varias futuras linhas
de investigagdo foram delineadas em fungdo dos gaps detetados nos
resultados encontrados.

Palavras Chave: Branding da imagem de destinos, linguagem do turismo,
filme turistico, filme promocional, turismo cinematogréfico.

Increasingly, tourism destinations get perceived subjectively in
accordance with various and diverse psychological and sociological
conditions alongside the cultural and motivational circumstances of
the consumers themselves. The technological component and the
revolution in information and communication technologies has
meant each tourist becomes ever better informed and
correspondingly more demanding. Not only are markets becoming
increasingly heterogeneous but there is also a progressive rise in
both the sophistication of tourists and the numbers seeking out
authentic experiences with tourists now, instead of looking for a
destination, seeking experiences and dreams made true. From the
outset, these alterations in the habits and expectations of tourists
mean that tourist destinations should design their own brands that
then need managing in accordance with a strategic point of view
(Blanco, 2015).

Destinations primarily compete based upon their perceived images
in relation to those held of their competitors in the marketplace
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(Baloglu and Mangaloglu, 2001). Thus, destination managers
necessarily have to undertake a whole series of marketing based
actions to ensure their best positioning in a competitive marketplace
for tourism attractions. Therefore, the branding of a tourism
destination becomes necessary as the images held of destinations
inherently shape the choices made by consumers. Hence, with the
quantity of tourism destinations available, the importance of
appropriately managing the destination branding image has never
been so great and within this framework, the induction of image
plays a crucial role. Within this perspective, destination branding is
subject to various promotional means that serve as inductive agents
or stimulators of the destination image and correspondingly
structuring the working of the images induced (Cardoso and
Marques, 2016)). There is an enormous variety in the inductive
means for tourism destination images (pamphlets, posters,
outdoors, etc.), nevertheless, the ongoing technological revolution,
powered by swift access to information, provided by the Internet in
conjunction with virtual social network related phenomena, is
rewriting the dynamics underlying tourism (sharing of images,
uploading films, etc.). Here, we focus our attention on tourism
promotional films. Hao & Ryan (2013) state that interpreting film
language is key to fostering the image of a destination and hence
represents an excellence tool for transforming a particular place.

To the best of our knowledge, there is no existing study of the
generic themes approached here and hence this article represents a
contribution of relevance to this field of study. Hence, we
correspondingly seek to contribute to deepening and systematising
the impact of tourism promotional films through a survey of the
research lines standing most to the fore as well as those still
requiring further research. Furthermore, the aims include the
systematisation of the conclusions of the various studies on this
theme that have also contributed to the knowledge the tourism
destinations themselves need to advance with strengthening and
deepening their deployment of strategic branding.

1 - Destination Branding Image and Film-induced Tourism

The brand of a tourism destination encapsulates its abilities to
attract visitors and consists of the ways in which persons recall the
images of this destination (Man and Aruas-Bolzmann, 2007).
Destination branding contains three different components:
destination identity, personality and image (Hosany et al., 2007). The
branding identity conveys the contents that destination managers
want tourists to perceive around the destination branding (which
clearly cannot always correspond to reality), meanwhile, the
personality of the brand is the factor of distinction in the
marketplace and the brand benefits (emotional, status, image)
convey the needs and desires of the consumer. Image is the crucial
factor within this branding process as this consists of the sum of the
beliefs, ideas and impressions that tourists hold in their minds about
the tourist destination. The studies by Gallarza et al. (2002) and
Prenbensen (2007) adopt the abbreviation TDI (Tourism Destination
Image), and generally deemed an attitudinal construct consisting of
an individual mental representation of knowledge (beliefs), feelings
and the overall impression about the tourism destination (Baloglu &
McCleary, 1999).

TDI contains three hierarchically distinct but interrelated
components: cognitive, affective and global. The cognitive
component encapsulates the sum of the beliefs and attitudes about
the tourism destination based on the images internally accepted
about its attributes (Baloglu & McCleary, 1999) that is, images of the

24

attractions that the destination contains and susceptible to
attracting tourists (Gartner, 1994). The affective component, in turn,
is perceived as the set of motives that lead each tourist to select a
specific tourist destination or, furthermore, that which the tourist
seeks to obtain from the destination taking into account the
affective evaluation of this place. And still furthermore, these
affective evaluations correspond to the affective and emotional
responses when faced by the destination as an objective reality. As
regards the global image of the tourism destination, the literature is
unanimous in considering that such derives from the
perceptual/cognitive and affective evaluations of this place with
these two evaluative dimensions coming together to form the
overall image of the tourism destination (Cardoso, 2010).

Within the TDI formation process, there are two levels of image: the
organic images and the induced images. The organic images stem
from exposure to the media (newspapers, magazines, television
programs) and other sources of information (the cultural
component, knowledge in general, information from friends, among
others), where there is no direct connection with the commercial
component of the tourism destination. That induced, as the name
suggests, emerges from the actions of inducing/instigating and
those under the influence of the information issued by tourism
organisations (Gartner, 1994; Cardoso & Marques, 2015). Therefore,
destination managers may use the diverse tools established with the
goal of inducing images and including that of the tourism
promotional film.

Film associated promotion proves an excellence tool for fostering
awareness in the minds of tourists as they present the
characteristics of the tourism product and build up the destination
image. Their specific advantages as regards the alternative means of
communication is that they appeal to the emotions and the visual
images prior to the tourists arriving at the destination (Mathisen and
Prebensen, 2013). The potential effect of films themselves
generates a new and special form of tourism whether called “film
tourism” or “film-induced tourism” or “movie-induced tourism”
(Connell, 2012; Hao and Ryan, 2013). The term "film-induced
tourism" was first introduced by Beeton in 2005 in his book bearing
the same title in which the author proposed this concept in place of
“movie-induced tourism” in order to expand the category to include
television films and mini-series (Pennacchia, 2015). The concept,
associated with new forms of tourism, spans the visits made to the
sites and sets of such films, whether full length feature films or
television programs and series and correspondingly including theme
parks and cultural heritage sites, visits to famous film studies,
tourism destination promotional films with celebrities, thus,
anything and everything involving the audio-visual domain and
tourism visits. The concept also appears in French entitled
“cinétourisme” and also inherently associated with cinema. In this
case, the locations are interconnected with late celebrities such as
Marilyn Monroe, James Dean, George Reeves, Farrah Fawcett,
among others (Lee & Scott & Kim, 2008). More specifically, film-
induced tourism takes place whenever tourists decide to visit a place
after having been attracted by projected audiovisual images.

2. Method
2.1 Planning the Review

With the objective of securing replicability for future researchers, we
followed a systematic review process. Generally, this conveys an
overall sense of confidence and trust in the scientific research existing
on a field or topic (Petticrew and Roberts, 2006). Its goal involves
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identifying, evaluating and summarising all of the relevant studies
made in a replicable and transparent process (Tranfield et al., 2003).
As the “Film-induced Tourism” research field proves simultaneously
considerably recent and diverse, our intention is to apply a variation of
the systematic review that involves the summary and evaluation
based upon the interpretation of the results returned by the following
keywords: "Cinema, Creative Industries and Tourism”, "Film-induced
Tourism and Tourism Film”, "Film Advertising Tourism and Language
of Tourism" and "Promotion Film".

2.2 Conducting the Review and Analysis

In our survey, we removed any books, book chapters, reports,
conference proceedings due to variability in the peer review processes
and availability restrictions. In contrast, journal articles were deemed
valid for our research purposes (Podsakoff et al., 2005). Instead of
restricting our research to those journals with the greatest impact in
their fields, we included every article from journals indexed in the Web
of Science, with this the focus of our research and hence all those
articles containing “Film-induced Tourism”. We placed no time
boundaries on the period of article publication and the initial survey
returned a total of 104 articles. Subsequently, we carried out analysis
to ascertain whether the respective articles were appropriate to the
purposes of this research. We maintained in our database only those
articles published in English language journals and were neither
proceedings nor commentaries. Following this analysis, 65 articles
were excluded and 39 retained.

The following stage in the preparation of this study consisted of
the individualised analysis of these articles in an independent
fashion by two researchers and to this end applying a pre-defined
evaluation grid that was then subject to comparison and
refinement. We then applied content analysis with its
systematisation carried out through recourse to NVivo (version
11.0) software, which resulted in summarised information
covering the research targets in terms of the type of study, the
type of analysis, conclusions, range and similarities.

3. Results

The first analytical phase consisted of attempting to systematise
the concept of “Film-induced Tourism” based upon the definitions
contained in the articles. We therefore verified how this “film-
induced tourism” concept was for the first time introduced by
Beeton in 2005 (Hudson & Ritchie, 2006) and also interconnects
with others such as: film tourism, movietourism, movie-induced
tourism, cinetourism and film-reinduced tourism. We may thus
state that the concept has attained consolidation in the academic
community given the quantity of authors deploying the term and
the meaning of this new tourism typology.

Proceeding with our exploratory analysis of the contents of the
various studies under analysis, figure 1 displays the results of the
representation of the 100 words with more than four letters
mentioned in the articles.

Figure 1 — Representation of the 100 words (with more than four letter) most quoted in the articles analysed
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Source: Authors.

As figure 1 displays, the words that most stand out are Film,
Tourism, Destination, in keeping with the target of the study, but
these emerge interrelated with other secondary level words that
highlight the words tourist, research, image, induced, movies,
marketing and destinations and therefore pre-empting to a certain
extent the content of these articles that we shall return to below.
Analysis of the dates of the articles, we find that their dates range
between 2008 and 2015 with this final year proving that with the
most studies published, in turn, reflecting the growing importance
of this area of study.

Figure 2 sets out the results of the cluster analysis that enables the
grouping of articles in accordance with the similarities among their
words based upon Pearson’s correlation coefficient. As seen, this
cluster analysis identified various groups of articles and displaying
greater similarities when reading the figure from the right to the
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left. The analysis enabled the verification of two major groups of
mutually similar articles. One group features articles by Zeng et al.
(2015), Lee et al. (2008), Mathisen and Prebensen (2013),
Francesconi (2011), Redondo (2012), Buchmann et al. (2010), Frost
(2010), Ward e O'Regan (2009), Bolan and Williams (2008), Hahm
and Wang (2011), Hao and Ryan (2013), Pan and Tsang (2014),
Frost and Laing (2014), Beeton (2008), Mordue (2008), Busby et al.
(2013), O’Connoret et al. (2008), Harrison (1997) and Pritchard and
Morgan (2000) that above all approach the image and the
marketing of tourism destinations and how films may boost the
potential of both domains. A second group of articles constitutes
a more homogenous subgroup distinguished by articles from
authors such as Lopez et al. (2015), Nicosia and Dallari (2015),
Beaton and Cavicchi (2015), di Cesare and La Salandra (2015),
Pennacchia (2015), Roberson and Grady (2015), Roberson and
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Grady (2015), Mercatanti (2015), D’Alessandro et al. (2015), Puleo
(2015) and Urso (2015), that focus their studies on the ways that
film induces tourism. This group of articles also contains other

This project also sought to grasp the focus of study, the theme
studied, who conducted the studies and the main conclusions of
the empirical studies examined (Table 1).

content from the remainder.

Figure 2 —Article groupings analysed based upon similarities in the words used
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promtional film and film-induced tourism/movietourism.

Table 1 — Focus of the Studies Analysed

Focus of
Study

Theme Analysed

Studies

Main Conclusions

Language of
Tourism

Language of
tourism.
Promotional
material in its
sociolinguistic and
semiotic contexts

Harrison (1997)
Francesconi
(2011)

- The language of tourism stands out from other forms of publicity language
(advertisements). The sociolinguistic context of tourism language differs from
other forms of advertising.

- The advertising material produced by the tourism industry (brochures, films,
television, etc.) influences the image of the tourism destination. This applies a
word counting technique to the brochures according to the Malta textual
construction methodology.

Film Language

Hao and Ryan
(2013)

- Discussion of the dichotomy between film tourism and film language. The film is
a component in creating images and imaginaries around a place.

- Film language functions as an interconnection between tourism, space and the
media.

- The film language should contain visual mise-en-cene (frame and shot) analysis,
producing and structuring a narrative as well as telling a story that transforms a
space into an attractive tourism destination.

Language and
imagery of
promotion

Pritchard  and
Morgan (2000)

- The place and the space are complex concepts and cultural constructions subject
to alterations and negotiations.

- The tourism promotion language is patriarchal.

- The promotional language defines gender — the promotional language and
imaginaries favour a heterosexual ambience.
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articles that appear in the upper left corner of the figure as is the
case, for example, of Wong and Lai (2015), and that differ in

Examples of the focus of study are: language of tourism,
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Destination Image.
Promotional
Communications
Strategy

Mathisen  and
Prebensen
(2013)

- Dramatization of an event and its effects on the image of a particular tourism
destination through a promotional film.

- The influence of storytelling (an event communication technique through words
and sounds building up story narratives) for an event on the attraction of tourists
and as an inductor of images about the destination.

- The promotional film proves of use to marketing as it works the emotional

Promotional component and the values underlying the attributes of the destination. The
film limitations of this study stem from its application to events and the need to test
for the duration of the films.
Film-induced Redondo (2012) | - Each tourism product requires different film typologies. — The DMOs of tourism
tourism destinations should take into account the cultural facets of the target audiences.
Advertising Media
Planning
Film-induced Urso (2015) - The role of cinema as an inductor of the image of a place. This highlights Salento in Italy
Tourism Pennacchia as a destination with potential for a film.
Movietourism (2015) - Movietourism/Film-induced tourism as a new tourism typology.
Movie-induced Di Blasi and | - Adaptation of literary texts as a means of inducing travel tourism.
tourism Arangio (2015) - Di Blasi and Arangio (2015) introduce the concept of cinetourisme and conclude
Cinetourism that, as from 1993, the cinema industry arrived in Marzamemi. Henceforth, the old
architectural heritage of the historical centre underwent restoration and deployed
for tourism with recent years experiencing an increase in tourism numbers.
Lee and Yoo | - The flow experience occurs when a stimulus interacts with the private ambience of a
Film-induced (2011) person.
Tourism/ Puleo (2015) - The perceptions of a tourism destination vary with the film type.
Film-Reinduced Lin and Huang | - Television mini-series are able to create tourism spaces.
Tourism (2008) - There is a relationship between film-induced tourism, city branding and the image of a
D’Alessandro et | place.
al. (2015) - This focuses on the question of authenticity and urban conflicts.
Di Cesare and | -The film asan inductor of tourism experiences.
Salandra (2015) | - The Film-Reinduced Tourism concept proposed by Betti (2015) serves for recovering a
Betti (2015) tourism destination.
Corton and | - The effects of the Dolphin Tale film boosted visits to a destination by 51% (Corton &
Ebrahimpour Ebrahimpour, 2014).
(2014) - The film-induced tourism typology brings both positive and negative impacts to the
Beeton (2008) communities hosting film location sites.
Pratt (2015) - The quantification of the economic impact of tourism induced by a film at the
Film-induced Mercatanti destination level.
Tourism / (2015) - The increase in tourism due to the induction effect of films by a particular
Movietourism cinematographic director.

Film Tourism/ Film-
induced Tourism

Buchmann et al.
(2010)

Frost and Laing
(2014)

Frost (2010)
Beeton and
Cavicchi (2015)
Chiang and Yeh
(2011)

Ward and
O’Regan (2009)
Mordue (2009)

- Cinema tourists appreciate authenticity. Discussion of the differences between
hyper-reality and the simulacrum of tourism. The complexity of authenticity and
film tourism and the mixture of simulacrums.

- Discussion over the rural mysticism of the idyllic and bucolic, romantic freedom
and the authentic.

- Films set in the Australian outback portray how people undergo alterations as a
result of visiting. This thus concluded that cinema induces the promise of
experiencing profound changes in life.

- The planning of a tourism inducing film should consider the knowledge of both
tourism specialists and filmmakers.

- The residents who have positive perceptions about the developments brought by
film-induced tourism also display a more positive attitude towards tourism.

- Each production is a unique event and might very well serve as a tourism event.
The study on the Gold Coast suggests that the maintenance of international cinema
and producing television inspired on traditional forms of entertainment
(Hollywood) represents a facet integrated into the Gold Coast hospitality.

- The relationship between the dramaturgy of tourism and rurality. Film-induced
tourism on television.

- Analysis of the motivating factors of fans of the American film “The Shawshank
Redemption”. The relationship between fans and film-induced tourism.
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Film-induced
tourism,
Destination Image
and
Branding

Lee et al. (2008)

Hahm and
Wang (2011)
Pan and Tsang
(2014)
O’Connor et al.
(2008)

Bolan and

Williams (2008)
Zeng et al
(2015)

- The involvement of a celebrity influences the perceptions of the destiny this
celebrity represents due to its effects on the cognitive and affective images of the
destination and influences visit intentions.

- Film hold positive and negative impacts on the image of a destination.

- The application of mise-en-scéne analysis of a film by the authors Pan and Tsang
(2014) reveals how a film can induce tourism. And, to this end, the film’s plot needs
to smoothly interlace with the locations in order to foster configurations that
motivate the viewers to relive the cinematographic fantasy of déja vu.

- The destination brands should align with the cinematographic industry in order
to maximise the free publicity.

- Given the intangible nature of the tourism product, the destination should turn
to film to overcome some of the constraints interconnected with the intangible
and thus nurture the destination image. A film might, therefore, aid in rendering
the intangible tangible through the image that gets formed in the mind of the
consumer and thus boost tourism destination promotion in a more accessible and
impartial fashion.

Film-induced
pilgrimage tourism;
TV Drama;
Fans culture
e
Film-induced food
tourism

Lopez et al
(2015)

Kim et al. (2009)
Roberson and

Grady  (2015)
Busby et al
(2013)
Wong and Lai
(2015)
Nicosia and

Dallari (2015)
Kim and Chon
(2010)

- Film should play a greater role in the promotion of the Camino de Santiago de
Compostela as a means of boosting its cultural value.

- The Korean government should gain a deeper understanding of the results of film-
induced tourism in order to better promote South Korea as a more attractive
destination.

- Tourism studies should incorporate this field of approach and including cinema
fans (Roberson and Grady, 2015).

- The research identified the influence of television celebrities and specifically the
chef Rick Stein on visitors to the small coastal city of Padstow, now also known as
Padstein.

- The use of a celebrity may influence the behavioural intentions of a tourism
destination.

- Chronological and theoretical discussions about the emergence of the film-
induced tourism concept.

- Recourse to celebrities/famous stars in films generates implications for the
marketing of destinations and requiring consideration whenever designing tourism
products.

Source: Authors.

empirical studies. The qualitative studies only feature content
analysis whilst their quantitative counterparts adopted a broad

Finally, we carried out analysis of the study typologies and thus the
type of analysis undertaken. In accordance with table 2, we may
correspondingly state that the majority of studies are theoretical variety of statistical techniques and quantitative econometric

(20) while the remainder apply qualitative (2) and quantitative (17) methods.

Table 2 - Systematisation of the Objectives and the Article Type of Analysis

Type of study References Type of analysis
Harrison (1997); Bolan and Williams (2008); Ward and O"Regan (2009);
Mordue (2009); Lin and Huang (2008); Frost (2010); Pritchard and
Theoretical Morgan (2000); Beeton (2012); Frost and Laing (2014); Lopez et al.
(2015); Di Blasi and Araugio (2015); Urso (2015); Mercantanti (2015); -
Pemmacchia (2015); Puleo (2015); D"Alessandro et al. (2015); Betti
(2015); Di Cesare and la Salandra (2015); Beeton and Cavicchi (2015);
Nocosia and Dallari (2015)
Chiang and Yeh (2011); Redondo (2012) Regression Analysis
Kim et al. (2009); Roberson and Grady (2015) Descriptive Statistics
Lee and Yoo (2011); Haln and Wang (2011) Factor Analysis
Lee et al. (2008); Wong and Lai (2015) Structural Equation Analysis
O’Connor et al. (2008); Hao and Ryan (2013); Corton and Ebrahimpour Several Analysis
Empirical Quantitative (2014); Zeng et al. (2015); Pratt (2015)
study Francesconi (2011) Multimodal Analysis
Busby et al. (2013) Chi-Square Analysis
Kim et al. (2010) Cluster Analysis
Mathisen and Prebensen (2013) T-tests
Qualitative Buchmamm et al. (2010); Pan and Tsang (2014) Content Analysis

Source: Authors.
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4. Conclusions

Our findings clearly point to the theme approached by this
research being only very recent and at a very incipient level of
development. Furthermore, within this framework, we believe this
study may contribute towards the creation of value around this
theme as well as defining promising future paths for research.
Nevertheless, in the meanwhile, we require more robust statistical
techniques in order to boost the reliability of the results.

We may also verify how the articles analysed reflect how
perceptions of tourism destinations vary in accordance with the
type of film and that there is a relationship between film-induced
tourism, city branding and the image of a place. Furthermore, we
ascertain how a film may serve as an inducer of tourism
experiences, which then contributes towards the recovering of a
tourism destination through boosting visitor numbers and
generating a positive economic impact on the respective
destination.

However, we also verify that there are authors who defend how
the “film-induced tourism” typology, despite its positive impacts,
may also result in negative impacts for the communities hosting
the film site locations.

We therefore conclude that film constitutes a factor in the creation
of the images and imaginaries of a place and that film language
functions as an interconnection between tourism, the space and
the media and that this should also tell a story able to transform
the space into an attractive tourism destination. In addition, we
may state that promotional films are fundamental to marketing as
they work the emotional component and the values of the
destination’s attributes. Still furthermore, recourse to celebrities
/famous persons in films hold implications for the marketing of
destinations and therefore requires consideration in the design of
any tourism product. However, each tourism product will
nevertheless need different film typologies to best serve its
respective promotion.

We would also highlight the fact that those residents holding
positive perceptions about the developments brought by film-
induced tourism also display more positive attitudes towards
tourism.

This study also recognises movietourism/Film-induced tourism as
a new typology of tourism.

As the main limitation of this study, we would point to how this
only considers the Web of Science database and also only includes
journal articles.

In future lines of research, we perceive benefits in expanding this
systematic scientific article review process to study the language
of tourism promotional films as regards the cinematographic
techniques applied to tourism destinations and products,
specifically in the analysis of the frames deployed in promotional
films and correspondingly ascertaining which verbal and visual
languages and shot typologies are most commonly applied in
tourism communication filmed content. Research of this type may
enable the construction of a tool for evaluating the quality of
tourism promotional/advertising films.
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