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LITTLE MERMAID (ROB MARSHALL, 2023)





FILM-INDUCED TOURISM
(Beeton 2006, di Cesare e Rech 2007, Nicosia 2012, Lavarone 2016, Lolli 2022) 



FILM LOCATION: WHAT ARE WE
TALKING ABOUT?



Location is a pull factor (Riley, Van Doren 1992)



«The motivation to visit somewhere seen in a movie (whether 
real or imagined) is likely to have an effect in ways which 

traditional advertising cannot. With the medium of film, the 
person is not being cajoled into choosing the destination, 

rather they are making their own decision on the basis of the 
influence various aspects of the movie has had upon them». 

(Bolan, Boy, Bell 2011)



The places pictured in an audiovisual product can be different:

■ Real: when the setting and the represented place coincide;
■ Fictitious: when the setting is different and does not match the represented

place;
■ Fantastic: when the setting is totally artifactual and the reality of the place 

is not recognizable.

(Lolli 2022)



«Icon Films the ones that develop a global image of a country or region, either by showing
its most represen- tative cultural features or by renewing the pre-existent traditional or 
topical glance. In the same way, Pastiche Films are those movies that use cultural identity
rites with negligence or falsely in a way that distorts referential reality, even though it
reinforces stereotypes. Finally, Tourist Poster Films interlace their plots with the 
monumental beauties and landscapes of a certain place combined with the experiences
and situa- tions of daily life that tourists usually meet throughout their trips: hotels, 
restaurants, airports, museums, markets, etc».

(Mestre, del Rey & Stanishevski 2010)



FROM LOCATION TO DESTINATION





SARDINIA DREAMING. L'impatto della visione di serie tv e 
film e nella scelta della vacanza. Da L’isola di Pietro a La vita 
che volevamo: il caso della destinazione SARDEGNA.
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