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Covid 19 had hit the tourism Industry very hard. The entire world is facing an unexpected global 

health, social and economic emergency arising as a result of the COVID-19 pandemic. 

According to the latest issue of the UNWTO World Tourism Barometer, the decline of 70% in 

the first 10 months of 2020 represents 900 million fewer international tourist arrivals compared 

to the same period in 2019 and translates into a loss of US$935 billion in export revenues from 

the international tourism, which is more than 10 times the loss in 2009 under the impact of the 

global economic crisis. In this unprecedented situation where industry is aiming for resilience the 

question arise whether the Film Tourism may act as a powerful medium to promote and upsurge 

tourism activities in near future. A subject expert Prof. Eugeni Osacar who is the Director & 

Professor at CETT-UB, University of Barcelona strongly advocated for Film Tourism as a 

prominent modality for the promotion of tourism destinations during his keynote address in 11
th

 

India International Hotel, Travel & Tourism Research conference themed at Re-strategizing 

Hospitality & Tourism through Food, Facilities Films organized by Banarsidas Chandiwala 

Institute of Hotel Management & Catering Technology in New Delhi. He strongly advocated 

that, in order to again bring the tourists back to the tourist destination, films can be an excellent 

way to market that place.  Film tourism is not a new concept but a much talked phenomenon in 

recent times particularly amidst the Covid 19 pandemic.  

Film Tourism may be understood as all forms of travelling to destinations, which in general 

enable a connection with the world of film. Further, it may be divided into various sub-

categories, including film promotion tourism, travel film tourism, film induced tourism, film 

festivals tourism or even visiting a production studio or film related theme parks. The audio-

visual sector has flourished in the last few decades, among other reasons because of the 

emergence of new media formats and platforms. In this context, the consumption of television 

and video on mobile devices has also increased by 85% since 2010. Tourism Films have become 

one of the most successful types of audio-visual product. Their potential to cultivate massive 

loyal audiences makes them an excellent medium for promoting the places they depict, 

presenting them as attractive destinations. They tend to generate strong emotional connections 

with viewers due to the extended and repetitive contact, which creates an opportunity for the 

tourism sector. The relationship between tourism and the audio-visual sector resulted in the 

emergence of the film-induced tourism phenomenon, characterized by tourist visits to 

destinations depicted or portrayed in films. 

In the last two decades, many studies on audio-visual tourism products have noted the impact 

that feature films and TV series have on viewers, particularly on the formation of images and the 

generation of emotional attachment. When compared to traditional tourism advertising, tourism 

films have the capacity to reach greater audiences with fewer resources invested by the 

destination 



Due to the success and attractiveness of these audio-visual tourism products, they can potentially 

induce spectators’ interest in the destinations they portray. Therefore, viewers may consider 

places they have seen in a films, TV series or web series as possible destinations for future trips, 

and effectively visit them. Film tourism offers several direct benefits including revenue and 

employment generation, technology transfer in production, etc. The induced benefits of tourism 

include awareness and the creation and shaping of attractions. It not only creates destination 

awareness but also  helps in building destination image and act as a catalyst to visit motivation 

which ultimately contributes to the decision to visit a place seen in films. Due to their potential to 

influence or strengthen destination image, and consequently, induce trips to the places they 

portray, audio-visual products represent a powerful destination marketing tool for both domestic 

and international markets. 

Though the major purpose of films is to serve entertainment to the audience and earn profits, but 

over the time, the role of films has expanded a lot. Along with basic role, nowadays films 

become the medium of bringing opulence to the new destinations or we can say that films project 

their shoot locations in such a way that the audience gets attracted and undergo a sudden urge to 

visit those marvelous destinations 

Country holds the potential to receive up to 1 million film tourists by 2022 as per Economic 

Times. With diversity in culture, India produces movies in a wide range of languages. The Indian 

movies leave a huge impact on the minds of viewers, may it be in the form of techniques used, 

angles shot or locations. This potential has to be tapped in order to give a push to the tourism 

industry particular in this tough time.  

To summarize, film tourism can effectively be powerful promotion tools for tourism 

destinations, as they affect viewers’ travel decisions by creating favorable images of the places 

they portray. Due to this potential, tourism managers have to work together with film makers in 

close to capitalize on cinema and television as promotional tools. At the same time it is also 

recommended to have simplified administrative process, incentivizing film productions in 

locations and ensure proper security and safe of filming personnel. Also from the marketing 

perspective, films can be used as a unique communication to promote a destination by depicting 

value-based messages for the targeted audience. Promotional activities using film tourism will 

certainly help in reinforcing the brand destination while helping in revival of tourism post 

COVID-19. 

**The author of the article is an Academician & Researcher and also the Jury member of Art & 

Tur International Tourism Film Festival, Portugal; Zagreb Tourism Film Festival, Croatia; 

International Tourism Film Festival, South Africa & Screening Committee member, Woodpecker 

International Film Festival, India. 

 

 


