Film as a promoter of tourism
                                                  
Abstract
Such as books or art painting can inspire fantasies of traveling to new and exotic place. So, the film is a modern motivator, able to take us through moving images indicate that we want to travel to a certain city, mountin or beach, and try to feel adventures of hero from the movie screen. Maybe dresed as our hero!The magic of motion pictures could be wondrous. Tourism statistics show a significant increase in the number of arrivals to destinations seen the film hits. What's the magic in that darkened cinema awake adventurous impulse and starts people thinking about traveling to a film location?
Key words: Film, advertising, traveling, cinema, destination. 
Foreword
Major motion pictures seen around the world, even hundreds of millions of people, which directly results in an increase in tourist visits destinations. And what kind of a bumpy road traveled heroes of the big screen. Eadweard Muybridge, the first managed to make a film that captures the movement. For this project he used as many as 24 film camera, which is independent recordings linked to the film, showing the horse into a gallop. It was back in 1878. Interestingly, the entire venture was initiated in order to resolve the current dilemma: whether during the gallop, the horse at some point have all four hooves in the air? The film could be seen only with the help of  Praxinoscope. 
July 11, 1895 Auguste and Louis Lumiere, demonstrated his film technology  Cinematograph. It was a multi-unit, all in one - both cameras of film processing and projection device. Their first film, Sortie de l'Usine Lumière de Lyon, is often cited as the first film ever made. 

1.   The  Film is Advertising

When the eighties, actor Tom Cruise appeared in the film Risky Business wearing Reyban sunglasses, sale of this item was up 50%. Three years later, nonchalantly out of the combat aircraft in the film Top Gun, of course carrying the already legendary retro-glasses, and sales jump by more than 40%.  Celebrating 50 years of the famous movie character 007 franchise Visit Britain launched in 2012 year. the greatest movie ever tourism campaign focused on Skyfall, the twenty-third consecutive James Bond adventure. Daisy Modiano said about this propaganda enterprise: " Following the adventure and excitement 007, Visut Britain's promotion includes his greatest film tourism campaign that will be seen in theaters key markets, like Australia, Brazil, Germany  and  the  United  States.  Many  billboards carry  inscriptions Bond is GREAT Britain,
which also remind people that there is no better hours to visit Britain and explore the home to the world's most popular secret agent ... On average 120 million people worldwide will see the film in the first three weeks of display, and research shows that the film location may be the main driver of overseas tourists. Visit Britain survey shows that almost half of potential visitors to Britain want to visit the places they saw on film or TV. " (1)  The film is rarely used original location, but the visitors feel the need to visit a destination that is part of the film's narrative. John Tunstill in his essay Film Induced Tourism, says: " The movie Braveheart was significantly raised the tourist visit to Scotland, although the film was mostly shot in Ireland! They even erected a monument with the face of Mel Gibson, and it is now a tourist attraction." Then he is very indicative example of Boston:" Tom Kershaw, owner of the hotel Bull and Finch says that his bar was used to record numerous episodes of Cheers. Direct economic benefit to the owner realized, including about 500,000 visitors annually pub, with a turnover of food and beer over 6 million dollars. " (2) 
What this raises half a million people to come and drink beer in this very pub?  Dramatic twist in the series was conceived at that point, the main characters, the attractiveness of the location or the skillful combination of these elements, directed and produced a series of glamorous. Try a little peek behind the camera lens and throw further light on this phenomenon.


1.1.   Film locations - the tourist destinations


Cultural tourism can say that the educational form through which people can learn more about the different style of life, the way in which a country presents its visitors food, music, hospitality, architecture, handicrafts and entertainment, and cultural factors. As part of artistic expression, culture and local traditions, primarily as part of the entertainment industry, film launches tourism can be called part of the cultural heritage tourism. (3)  The film, which runs  tourism is a form of tourism that can be subsumed under the umbrella term of cultural tourism, which encourages the development of the entertainment industry international travel. (4)  As part of cultural tourism, it is the pursuit of monuments and historical sites, and "film tourism" is also trying to find those visual experiences, called markers, which they vividly remind us of scenes seen in the film.  (5) Often, an object or place represented in the film to be recognized as a destination where the viewer is already paid, which in turn awakens certain emotions and perhaps refresh the desire to repeat the trip. Film from 1953, Roman Holiday with Audrey Hepburn and Gregory Peck in the
lead roles, and of course the city of Rome, is a great example. Plenty of scenes on the exterior, with distinctive locations eternal city, resulted in an increased number of tourists who wanted to live tour the sites identified from now we can say, a cult film. 
After the film Bonnie and Claydite, resourceful owner of a travel agency is written in red ink over printed text booklet: Wisit the Bonnie and Clyde shootout area - visit the place where they were gunned down Bonnie and Clyde. Did not matter whether it is really a place of historical events, the film crew was there filming, and it gave the certificate location - ordinary meadow beside the road, where there was nothing but wild plants. Visitors and do not have any great expectations, it is sufficient that the location of the big event.  (6)
As we have already said, the famous film in which Mell Gibson in the lead role, Braveheart / Braveheart / mostly filmed in Ireland, and after the world premiere, people have flocked en masse to Scotland! Obviously, the power of historical figures William Wallas's prevailed. The film could have been taken anywhere, Wallas was a Scot, all events are there, and people have moved en masse to visit the homeland of the brave hearts - Scotland. Another blockbuster, blockbuster, given the momentum Scottish tourism. The secret of the Da Vinci Code, mystical film plot of the Knights Templar, is in itself enough intriguing topic, the key to the resolution of the secrets in the chapel of Roslin / Chapell Rosllyn / not far from Edinburgh. Cleverly intertwined stories, a mixture of myths, historical facts, and the plot of the film, the eternal theme - the quest for the Holy Grail, * which is the film version, tucked away in the medieval Templar chapel, resulted in a flood of tourists to Edinburgh, as well as in the very chapel located in the vicinity of Scotland capital. 
There are numerous examples of exceptional growth in the number of tourists, when after the film's release, the locations where they were filmed striking staff, becoming an attractive destination. We will mention a few: 

*   Braveheart -  an increase of 300% of the visitors, after setting up the monument. 
*   Dances with Wolves -  25% increase in visits to Fort Hayes, Kansas. 
*   Field of dreams - Iowa, an increase of 35%, and still growing. 
*   Lord of the Rings -  New Zealend 10% increase each year in the UK. 
*   Harry Potter - more locations in the UK, all recorded an increase of 50%. 
*   Miami Vice -  150% increase in German tourists.
*   Crocodile Dundee -  Australia, American tourists increase by 20.5% from 1981 - 88 g. 
*   The Beach - Thailand, increasing 22% in the young population in 2000. 
*   Mission Impossible 2 - National parks, Sydney, 200% growth in 2000 
*   Four Wedings-and a Funeral - The Crown Hote, UK, completely filled the hotel at 
     least three years. 
*   Saving Private Ryan - Normandy France, a 40% increase  American tourists. 
*   Pride and Prejudice - Lyme Park-UK, an increase in visitors of 150%. 
*   Troy - Canakkale - Turkey, an increase in the number of tourists to 73%. 
*   Capitain Corelli's Mandolin-Captain Corelli's Mandolin, Cephalonai-Greece, is recorded 
     increasing the number of visitors than 50%.  (7)




1.2.   Film location - great opportunity for DMO`s  / Destination Marketing  Organizations /

At first glance it is clear how significant an impact on some destinations may be film screenings, by increasing the number of tourist visits. Attractiveness film location for tourists as well as a new type of tourist destination, drawing attention not only to tourism marketers, but many researchers engaged correlation movie - tourism, and there are numerous studies on this topic. So Woodward talks about the possibilities of DMO's / Destination Marketing Organizations / ie, activities that marketers of destinations can be taken before the shooting, and generate benefits during and after the screening of the film works. That concludes: "Despite the fact that the DMO often can influence the choice of where the film will be produced, they can be proactive promoters of its location film producers. Most destinations will focus on the short term benefits of film production, but some are active in supporting producers to make films in their region, with the aim of long-term benefits and impacts on tourism. DMO in the UK, USA and Singapore are good examples. Visit Britain, aims to Indian film producers, who believe that they can persuade the British to use the location for Bollywood films that will generate economic benefits for the British tourism industry. " (8) 
Some destinations hire professional public relations agency, to market their region of the film. Canada and the Bahamas, for example, identified the film tourism as a good marketing opportunity, and they hired a company Weber Shandwick, one of the largest public relations firms in the world, the maximum exposure for their destination in television and film. (9) 
Swiss Tourist Board will pay all costs for the top Bollywood directors, if Bollywood records in Switzerland, as an incentive to increase the number of tourists from India.  (10) 
During the recording of The Lord of the Rings, media reports are regularly reminded of the movie being filmed in New Zealand, providing an early link between the film and the location. Movie stars are also provided to detect the signature of New Zealand, raising the price island and helping to promote and become aware of all of Wellington.  (11) 

Thunderous propaganda can also be generated and about the activities of actors while on location. During recording Capetain Correli's Mandolin, a lot of publicity is created around two main actors / Nicolas Cage and Penelope Cruz / which flashed around the world, significantly lifting the way the popularity of Cefalonia - film location. Apparently, the couple had an affair, which further generate publicity.  (12) 
During recording and after the implementation of the film, media attention may be drawn to the film location. The Tourism Authority of Thailand / TAT / for example, persistently advertise your tourist attraction while shooting The Beach. The marketing campaign includes continuous joint activities with 20th Century Fox for the purpose of capitalization of expected future popularity of Thai beach that will be seen on film.  (13) 
The Australian Tourism Commission for years using the services of an actor named Paul Hogan, for his tourism following the global success of the hit movie Crocodile Dundee.  (14)    Promoting destinations during the film is another way to attract attention. The Scottish Tourist Board, distributed a promotional post cards / postcards / prepaid in all theaters that showed where the movie Braveheart, inviting viewers to write and send information home Braveheart.  (15) 
Between the films most DMO's are hired to try to take advantage of the popularity and impact of the film on the audience. At this stage, the challenge for the DMO to the attention of the audience with the film transformed into an interest in travel. Marketing opportunities are generated through multiple forms of distribution of film / cinema, video-DVD, TV, cable TV ../. Traditionally, this cycle lasts for a couple of years, although it can be considerably shortened if goes well DVD sales, which is the fastest way to reach viewers.  (16)

1.3.    Film – Induced Tourism

Very good and interesting study that was done by Sue Beeton, Film-Induced Tourism, which largely explains the phenomenon of the film and its impact on tourists take the trip, but it raises some questions, and among other things said: " The research can be done in one of two approach, applied or theoretical. Applied research seeks answers to specific questions such as the importance of film locations, whether real or fictitious - study and its impact on a small community. Theoretically, they can be set up many questions some of which are: 

-   What really makes the film actuator tourism, which are the elements that create a movie 
     drivers of tourism and how they are combined? 
-   When a movie is a primary and a secondary motivator when and why? 
-   What is the psychological driver in the film, which motivates the desire to travel? 
-   What is the effect of other types of film to tourists as a documentary of real life 
     or science fiction? 
-   What is the easiest way to present a site? 
-   Are cultural differences in the film, driven by tourism market? 
-   How can you study the history of film and tourism in a better understanding of tourism 
     development and the impact of film on tourism? "  (17)

We believe we have some questions give at least a partial response, while others presented problems subject for further research and analysis. 
Just to add, it can be an extremely effective marketing offer the organization of tours, tour of film locations - whether it's real / on -site / or fictional - Study / off site /. They are produced tourist maps as well as help tourists in monitoring locations used during the filming. Really are countless ways to motivate tourists to come to a film location, or when they are already there to bind the attention of various activities; the supply of clothing, props used during filming, even the auction sale of cars of movie stars - who often reach dizzying dollar amounts, to even offer makeup and little things like that are credible assertion that they are authentic!
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