2. Literature Review
This literature review was put together to provide background and justification for the research study. It looks at how tourism has developed over time in line with changing trends in the tourism industry. Screen tourism is a growing niche trend, but little research has been done on the motivations of these tourists (Macionis, 2004). 
[bookmark: _Hlk513238875]The aim of this study is: To examine the influence of television and film on motivations to travel to a destination, visit an attraction or attend an event whether it be accidental or intentional. The objectives are; 
· To identify if television and film can influence a tourists’ motivation to travel to a destination, either accidentally or intentionally 
· To identify motivations of the screen tourist 
· To explore relationships between screen tourist behaviour and motivations 

2.1 Tourism 
The World Travel and Tourism council state that tourism is one of the world’s largest economic sectors, creating jobs and driving exports (WTTC, 2017). In 2016 the direct contribution of travel and tourism to GDP was USD2,306.0bn, up 3.1% on the previous year (WTTC, 2017). Tourism has grown over the last few decades, becoming one of the fastest growing economic sectors in the world, surpassing an equal business volume of oil, food and automobile exports (UNWTO, 2018). Tourism is now a global industry involving millions of people worldwide who travel domestically and internationally (Mason, 2015).
The United Nations World Tourism Organisation (UNWTO) who are the leading international organisation in the field of tourism, state tourism is the activity of persons identified as visitors. A visitor is a person who makes a visit to a destination outside of their usual environment for less than a year. The purpose of this trip could be holidays, leisure and recreation, business and or for educational purposes. The scope of travel purpose is much wider than the traditional perception of researchers who thought that tourists ‘only travelled for leisure’ (UNWTO, 2018). Researchers in the past believed people would only travel for leisure so definitions of tourism tended to relate only to leisure activities (Matthieson and Wall, 1982). As trends in travel habits started to be uncovered, researchers realised that tourism was a strong industry with growth potential. 
The UNWTO promote tourism as a driver of economic growth and environmental sustainability, and offer advice and guidance to its 158-member countries. The UNWTO is highly regarded in the field of tourism due to their pursuit of ‘mainstreaming tourism in the global agenda’ by advocating the value of tourism as a driver of socioeconomic growth and development (UNWTO, 2018). Destinations around the world have their own tourism organisations which use data and guidance from the UNWTO to promote and encourage tourism through the use of tourism initiatives and strategies. 
If tourism is managed and designed effectively by a region or place then many opportunities may be presented, tourism can empower host countries, generate trade, connect cultures and help preserve their natural and cultural heritage (WTTC, 2016). The importance of tourism can be reflected by 2016 global statistics, not only are 1/7 of the world travelling internationally each year but international tourism contribution to exports, goods and services is 7%, growing at a faster rate than general world trade (WTTC, 2016). As a worldwide export category, tourism ranks third making it an important sector in the global economy (UNWTO, 2016).  
2.1.1 Development of tourism 
Tourism became mainstream by the 1950s when the growth of air and rail transport made it cheaper and more accessible for people of all classes to travel outside of their usual environment (Robinson, Heitmann and Dieke, 2011). This accessibility of travel paved the way for ‘mass tourism’ to begin (Williamson, 1998). Mass tourism was recognised by tourism researchers all over the world, it became heavily referred to after the 1950s when the age of all-inclusive packages brought ‘a new way of holidaying’ (Gyr, 2010). 
Mass tourism had dominated the late 20th century which consisted of people travelling in large groups to inclusive resorts, but post millennium came a shift away from this way of travelling (Robinson, Heitmann and Dieke, 2011) because tourists started to reject the idea of mass travel for a more individual experience (Robinson, Heitmann and Dieke, 2011). Poon (1993) discussed that there was high demand from tourists to move away from mass tourism to more alternative niche forms. 
Major technological developments played a large role in the rapid growth of the tourism industry in the 21st century, these included; online travel bookings and travel apps. The internet is now accessible by 53.1% of the total world population (Stats, 2017), these people therefore have convenient access to book any type of travel or activity. The influence of the internet had a big impact on travel habits because people could research destinations before they chose where to travel, which allowed people to look for different types of tourism. Tourism has become a competitive industry from nation to nation, with alternative or new forms of tourism (Butler, 1990) becoming ever popular (Collins-Kreiner and Israeli, 2010). 
Nowadays Tourism accounts for 10% of the world total GDP (WTTC, 2016) this is due to an ever-increasing number of destinations around the world having invested in the opportunity that tourism has to offer, making it a key driver of the socio-economic progress, through the creation of jobs, export revenues and infrastructure development (UNWTO, 2016). The tourism industry has boasted virtually uninterrupted growth over time, showcasing the sectors strength and resilience (UNWTO, 2016) with an estimated 1.2 billion international arrivals travelling across the world in 2016 (UNWTO, 2016). This number of travellers has doubled since 2000 when only 674 million would travel internationally, emphasizing increased demand in the sector.
Over time global and local events like terrorism, politically uncertainty and natural disasters have also had a big impact on tourism. Large events like these have larger impacts on local communities around the world bringing them social and economic change (Beeton, 2005), and according to Beeton (2005) tourism can play a major role in reconstructing those communities. Popular media also plays an important role in today’s society particularly the medium of film and television. The link between travel and popular media has been long recognised, while the persistence of film in todays globalised society has strengthened this link (Beeton, 2005). There are many different classifications of tourism now including; sport tourism, business tourism, celebrity tourism, film tourism, volunteer tourism or experiential tourism (Mason, 2015). Tourism in the 21st century can therefore be seen as developing away from ‘’mass tourism’’ to more forms of ‘’niche tourism’’ (Roesch, 2009). 
2.2 Film Tourism  
Before film and television, the mass audience would only have access to written advertising, but from the mid-20th century television and film became the main mass media outlet, which can be particularly effective for a tourism purpose (Beeton, 2005). According to Butler (1990) tourists often choose their destination based on what they have seen from television and audio-visuals and the process of this influence may be accidental or voluntary. 1/5 overseas visits to the UK are now believed to be partially motivated by film or television (Steele, 2008). Butler (1990) stated when considering people are reading less in the modern world, anything that appears through the means of film or television penetrates easier into society. Popular media of the day influences the appeal of travel destinations, through the reinforcement of images of those destinations, if a person is attracted to that imagery they have seen, then this might encourage them to travel to that place (Beeton, 2005). 
Scientists have long researched the influence of film on human behaviour with many studies over time supporting the claim by Huesmann and Moise (1996) that visual depictions on the screen can have a negative effect on a person’s behaviour. Extensive research has been undertaken on the negative effects of film and television, but now we are witnessing the recognition of the role that It plays in tourist motivation and behaviour. The influence of film on tourist motivations and behaviour has been substantial over the past 50 years ‘so we must develop our understanding of film’s tourism motivational power’ (Beeton, 2005). 
Film tourism is defined by Sue Beeton (2005), as what she says is the most commonly used phrase ‘film- induced tourism’, it is the process of tourism that follows the success of a movie made or set in a particular region, this also includes television. ‘Film-induced tourism’ (Beeton, 2005) has been referred to in many different ways including ‘movie-induced tourism’ (Riley, et al 1998), ‘cinematographic tourism’ (Schofield, 1996) and ‘on-Screen tourism’ (Lundberg, et al 2017). Many different terms have been used over the years because researchers have yet to agree on a definition which combines film, tv and cinema; in an easy way for people to understand (Beeton, 2005). This is because the term ‘film induced tourism’ has been known to mislead people to believe it only relates to the influence of film (Roesch, 2009), therefore newer definitions are needed. 
Film tourism was referred to as ‘on-screen tourism’ in a recent report by Lundberg, et al ‘Conceptualising on screen tourism destination development 2017’ the report discusses the phenomena of on- screen tourism which relates to tourism through the use of film and television. In 2014 Creative England expanded on this idea of ‘on screen tourism’ by using the phrase ‘screen tourism’ to define the process of tourism influenced by media we would experience through a screen i.e. film, television and cinema. According to research completed by Creative England (2014) people recognised the term screen tourism to be more relatable to the context than the understanding of film tourism, therefore the term ‘screen tourism’ will be adopted by the author for the rest of this report. 
2.3 Forms of Screen Tourism 
Screen tourism had long been developing before tourism researchers started to pay attention to it (Roesch, 2009), but it became particularly noticed in 2003 when fans flocked to New Zealand (NZ) to see and experience the Lord of The Rings film locations, but not much in a way of a set was left to see. The opportunity then arose for the destination to create an attraction on those film locations where, once unimportant land could suddenly become a tourist attraction (Roesch, 2009), this included parts of the movie set, the Hobbiton attraction has a Hobbiton Shire café, Dragon Inn and other themed activities for guests to enjoy. 
In the opening years of the Hobbiton attraction, tourism numbers doubled in NZ, from 11, 500 in 2003, to 29,200 in 2004 and upwards of 50,000 visitors by the end of 2005 (Tenbrock, 2005), now they are still enjoying the benefit that film tourism can accumulate, with an estimated 360,000 visitors attending the Hobbiton attraction in 2015 (Herald, 2015). New Zealand government estimate the film trilogy to be worth up to $500 million each year to the local tourist economy (Herald, 2015). Tourism New Zealand recognise that film influences travel choice so they invest in screen tourism in line with their tourism and growth strategy (TNZ, 2018). TNZ state that producing films offers a destination an opportunity to gain access to quality content and marketing opportunities to promote that nation as a tourism destination (TNZ, 2018). Research conducted by NZ Institute of economic research found that the marketing of NZ as ‘Middle-earth’ had a significant and quantifiable impact on growth in visitor arrivals (TNZ, 2018). 
Roesch (2009) states that Hobbiton’s mass success gained attention to screen tourism from tourism researchers, but the phenomena had been around long before (Riley, et al., 1998 ), some popular sites include, Braveheart (1995) in Scotland, Titanic (1997) in Belfast and The Sound of Music (1965) in Salzburg, which still benefits from over 300,000 film tourists each year (Roesch, 2009). In 1996 VisitBritain became the first tourism organisation to capitalise on screen tourism, through the promotion of film sites in the UK, this was portrayed through publications such as movie maps, this was the first sign of a Destination Marketing Organisation (DMO) using the influence of the screen to increase tourism (Beeton, 2005). 
Roesch (2009) discusses the importance of studying the different types of screen tourism, because it is known that tourists, will travel primarily because of attraction to a destination they have seen in a film, but they also have a desire to attend and visit film and television related attractions. Screen tourism can be; visit to a specific filming destination, studio tour, themed attraction, celebrity spotting/ Hollywood tour, going to a film festival or screen themed event. (Connell 2012; Beeton, 2005; Roesch 2009) 
There are also two types of screen tourism, these are on and off location; on- location is where the film was originally filmed and off-location is usually an attraction that has been produced to promote that media (Beeton, 2005). A good example of this would be in Watford, London, the Harry Potter Studio, is a Warner Bros attraction which attracts up to 6,000 visits per day (Express, 2016). Alongside this Alnwick Castle, Northumberland which also features in the Harry Potter series has seen an increase of 230% visits since 2011 with visitors pumping an extra 9 million into the local economy (Express, 2016). Historic sites and castles are one of the biggest attraction markets in the UK (AVLA, 2018) making them an asset to destinations to promote for screen tourism. In 2017 an estimated 1 million Americans visited a castle or stately home and contributed in excess of £1 billion in spending to the UK GDP, making these attractions very important to the UK tourism industry. Harry Potter being one of the most successful film series (IMDB, 2017), made the perfect promotion tool to promote Alnwick Castle and increase tourism in the local area. Screen tourism is being recognised by tourism agencies across the UK because of the power that imagery can have (Butler, 1990). In 2016 film and TV industry was the second largest contributor to GDP growth in the UK and according to the Office of National Statistics, the industry has grown by 72.4 per cent since 2014 against the EU average of 8.5 per cent for the same period (Financial times, 2017). 
In 2017 the West Midlands saw a record of 1.8 million oversea visits up 10% from the previous year (BQLIVE, 2018), the Black Country Living Museum an attraction in the area, also received an influx of visitors, this increase was attributed to the release of popular TV show Peaky Blinders. Peaky Blinders is set and shot at the Museum which had its highest ever visitor total in 2017 of 330,000 guests up 8% from 2016 (Dudleynews, 2018). It is not possible to predict which TV show or film will be popular, but once the West Midlands became aware of the impact of the TV show in the area they invested in Peaky Blinders attractions which included festivals and events to promote the show and bring in extra revenue to the local economy.  
Screen locations are consumed in many ways, MacCannell (1976) and Riley et al, (1998) state that visual focal points such as a plaque or signpost in a place can act as visual icon for an attraction or place and can be the centrepiece for destination marketing strategies which rely on the image building process (Roesch, 2009). 
One attraction in particular that uses this type of visual marketing is the Game of Thrones trail/attraction in Northern Ireland. Game of Thrones is a popular TV show which is going to air its final season in 2019. Since its release in 2010, Northern Ireland Screen have contributed £13.75m to the production of the TV series which has seen a return in revenue to the local economy of estimated £146million. Northern Ireland Screen invest in screen tourism opportunities across the country as since the launch of Game of Thrones have become very aware of its destination marketing power. In evidence to this a visitor survey conducted by Northern Ireland Tourism attributed that the Game of Thrones attraction was a dominant motivator for visitors and some visitors stated that they wouldn’t have travelled their otherwise (Tourism Northern Ireland, 2018). Judith Webb the Experience Development Officer for Northern Ireland said ‘NI can see that businesses are growing on the back of Game of Thrones’ with more than 25 operators now promoting Game of Thrones through attractions/ Experiences in the local area (BBC, 2016). Furthermore, Irish News (2017) has praised the use of screen tourism saying it is having a phenomenal economic impact in Northern Ireland. 
[image: ]








Figure 1. Game Of Thrones Economic Impact

Roesch (2009) states that some films / TV shows generate so much tourism that it is profitable for operators to create screen related products and packages. This is the case for Visit Cornwall who have profited from packages which advertise to showcase the area in which the TV series Poldark was filmed. Visit Cornwall (2016) started a marketing campaign with the objective ‘to convert viewers of Poldark into visitors to boost the local economy’, since the release of the series visitor numbers have gone up by 155% in Cornwall and Devon (Sun, 2016) and their promotion has led to 20% more hits on the Visit Cornwall Website. As a county they have devised marketing tactics such as; online interactive Poldark map, printed maps, social media activity and up to date press releases. 
Destination marketing organisations (DMO) must utilise different marketing techniques when promoting screen tourism so that their attraction has a unique selling point that sets them aside from any others. Screen tourism is being used for the process of place imaging which is also known as ‘image management’ which forms an integral part of destination marketing (Roesch, 2009). 




2.4 Destination Marketing 
The goal of place marketing is to construct or portray a new image of a place to those who currently hold negative or vague images of that destination (Holcomb, 1993). There has been much discussion in tourism over what the definition of image is and what people perceive an image to be, according to Hall (2003) an image can be a subjective evaluation of a destination which is made up of all the individuals knowledge of that place, whether it is true or not. Schofield (1996) suggested that the modern tourist shapes a destination image through ‘the consumption of film and television’ with Morgan and Pritchard (1998) suggesting that ‘destination placement in film is the ultimate tourism product placement’. 


It is the role of DMOs to incorporate new initiatives into their marketing strategies to further the product (destination) reach, screen tourism has been recognised as an effective tool to do this (Beeton, 2005; Roesch, 2009), with multiple tourism agencies across the UK promoting their destinations through the screen; Visit Cornwall, Northern Ireland Screen, Visit Scotland, Creative England etc. 
Destinations look at films as a marketing investment and can estimated how successful a film will be by the size of budget and popularity of the actors. More successful productions may be offered tax incentives to film in a certain destination, this encourages producers to choose these locations. Immediate effects of film production can help the local economy by creating jobs and contributing to businesses which offer accommodation, food and beverage. 

I need to finish this section it will include: importance of screen tourism to destinations/ potential benefits. Place promotion initiatives. Investment and strategy etc. importance of attracting international market. Immediate / secondary effects of filming 





2.5 Motivations 
People have different motivations for why they would want to travel, with the why being the most important part. DMOs need to establish the main motivations for travelling in order to structure their marketing strategies, the study of motivations has therefore been heavily researched over time because of their importance in allowing people to understand why a person would choose to do something. One of the main motivational theories was developed by Maslow who states that the 5 main principles of motivation are 1 Physiological needs, 2 safety and security, 3 social needs, 4 self-esteems and 5 self-actualisation. These basic principles of motivation can be applied to most motivation studies because of their generalisation of needs. 
Riley and van Doren (1992) argued that the push and pull motivation theory is the best framework to study screen tourist motivations. The push and pull motivation theory was originally developed by Dann in 1977 because he believed there were only two factors that motivated you to travel; these are push and pull factors. Pull factors are those that attract a tourist to a destination e.g. climate, beaches, scenery, affordability and push factors are internal motives of the tourist which could be escape, search for identity or prestige (Dann, 1977). Push factors in screen tourism can be identified as fantasy, escape, prestige, search for self-identity as well as participating in a vicarious experience. Pull factors are identified as attributes of the location, scenery, landscapes, weather, culture, characters, celebrities, plot, theme and genre. 
2.5.1 Pull motivations 
Pull motivations of screen tourists can be broken down into 3 different factors these are place, personality and performance (Macionis 2004). 
Place factors are location attributes, scenery and landscape. Many studies have attributed that film can induce a tourist to visit a specific location (Riley van Doren, 1992), tourists are often attracted to the scenery or landscape, this was the case for New Zealand which gave the tourists an authentic experience because they could experience the scenery at the site of Hobbiton. When people visit a destination because they have seen it on film, they have expectations and perceptions of that place (Busby and Klug, 2001). The more authentic the attraction or place, the more screen tourists are motivated to visit (Roesch, 2009). Beeton (2005) stated that scenery and landscape were the top motivators for people who were primarily visiting a destination as a screen tourist because of its portrayed image in film. 

Personality factors that may motivate a screen tourist are the characters or celebrities in films and television. Tooke and Baker, (2006) state that when watching film or television a person can gain an emotional attachment to a character or actor. Film stars have a big influence in the mass media, so it is no wonder that people form powerful connections to them (Macionis, 2004). Beeton (2005) identified that more developed research should be conducted on ‘the cult of celebrity’ because of their powerful influence. She states that fascination with famous people is not a new trend and has been around for a long period, screen tourists have visited Hollywood and participated in Hollywood tours for decades and the fascination with celebrities is not dying down. The popularity of reality TV is also an important aspect to consider, television shows such as made in Chelsea, keeping up with the Kardashians allow the viewer to indulge in the belief that they too could be famous one day (Beeton, 2005). The attraction to celebrities or actors is a strong force in screen tourism especially when associated to event activities such as film festivals. 

Performance factors which could motivate a film tourist are connections to the plot, theme or genre of the media. Having a connection to a storyline or plot can induce the motivation to ‘escape’ or seek experience different from that of everyday life (McKay, 2000). People are drawn to putting themselves in a particular place from a film because become connected to the plot. A good example of this is Maya Bay in Thailand featured in the film The Beach with Leonardo DiCaprio, it is now one of the most popular beaches in the world since the release of the film. The film portrayed this idea of escape and relaxation away from the rest of the world which screen tourists desire (Macionis, 2004). Maya beach has become so popular over the decades that it has had to be temporarily closed so that the marine life and the environment can be preserved, it is important to remember that in some cases screen tourism can be damaging (Roesch, 2009). 




2.5.2 Push motivations 

Need to finish writing up this section, which will also include a visual of the conceptual framework. 

Research into screen tourism suggests that people often like to enjoy film together (Aden, et al 1995) and if that is the case then they also seek social experiences when participating in screen tourism (Roesch, 2009).
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3. Research Methods
Norbert Elias (1986) said that research is; ‘the aim to make known something, previously unknown to human beings, to further advance human knowledge’ (Elias, 1986), research is therefore important because it can unearth something previously unknown to humans. Data collection, knowledge and understanding of the natural, social and economic environment, has shaped the cultural and material development of contemporary societies and economies, around the world (Veal, 2011). When research is conducted it can lead to the beneficial implementation of new policies, initiatives and strategy changes. In tourism this is especially important for destination marketers or advertisers alike, who seek new ways to increase tourism in an ever-competitive market. 
3.1 Research purpose 
According to Elias (1986), there are three different types or stages of research; one is discovery, this type of research is called ‘exploratory or descriptive’ as it finds out the simplest, bare information which might only describe what exists. Elias goes on to state that the accumulation of those facts however is not enough to ‘further advance human knowledge’ therefore research should aim ‘to provide an explanation for why things are as they are and how they might be this way’ (Elias, 1986), this type of research is called ‘explanatory’. 
The main type of research conducted in this thesis was ‘Exploratory’ because it sought to find out statistical data which could be used to discover trends in niche tourism; like screen tourism. Motivations of the screen tourist were identified and explored in this study.    
3.2 Justification for Research 
Screen tourism is a growing trend in in the 21st century (Creative England, 2015), even though it has been around since before the 1950’s, that reason alone has meant that there is a lack of research in the topic field (Beeton, 2005). We know that the success of Lord of the Rings franchise increased tourism in New Zealand (Herald, 2015) and after that destination marketers placed a focus on research into the study to try similarly capitalising on screen tourism (Roesch, 2009). Visit Britain were the first tourism association to study screen tourism in depth (Beeton, 2005) to identify trends in the industry. Creative England generously invests in creative industries and film production because they recognised that advertising a destination within a television series or film directly encouraged tourists to purposely visit a destination (Creative England, 2015), in recent years some of the most popular screen sites in the UK were Game of thrones (Northern Ireland) and Poldark (Cornwall). 
Film and television production in the UK has grown 72.4% since 2014 and was the second largest contributor to UK GDP in 2016 (FinancialTimes, 2017), this is what has assumedly led to the growth of screen tourism in the UK, thus meaning it is something DMO’s should consider in their destination strategy. Film production in the UK has had its many successes from Harry Potter to Downtown Abbey, popular film and television shows can influence a person to travel to a place because of many different factors which have been studied by many researchers to date. 
Sue Beeton (2005) discussed the need to further study the ‘cult of celebrity’ within screen tourism because she believed screen tourists were generally motivated to participate in screen tourism due to a connection to the actors or characters in that production. A small emphasis in this study has been placed on analysing whether the connection to an actor or celebrity would encourage you to participate in screen tourism to add to the research of ‘celebrities influencing tourist habits’ (Beeton 2005). 
This study investigates television and film as a tourism motivator. If it can be understood what motivations a person has to participate in screen tourism then specific destinations can tailor their tourism strategy to meet the demand of screen tourists and capitalise from a growing trend in the tourism industry. Beeton (2005) discussed in her book ‘film induced tourism’ the importance of ‘developing our understanding of film tourism motivational power’ this thesis has attempted to develop that understanding by making connections between quantitative research and theoretical framework. 



Figure:  Justification for Research 
3, This research has been conducted to help DMO’s understand what motivates a screen tourist so they can implement those new strategies. 
2, Screen tourism is a popular growing type of niche tourism, but is lacking in research. DMO’S produce reports to measure screen tourist behaviour and trends in order to create and implement new strategies and initiatives.
1, Film and TV production is known to increase tourism in a particular location if the production Is popular, especially if there are activities or events to get involved in which are Film/ Tv themed.






3.4 Secondary research
Veal (2011) states that secondary research is ‘data which already exists and was collected for some other purpose’, when another researcher uses that data, they become the secondary user. Secondary data is known to be accessible and inexpensive making it a good method of choice when considering the first steps to research and when designing the research process, secondary research was conducted in the first stages of this project.  
Secondary research is usually collected by researchers to set a background to the topic they are studying and can also be used as a base to develop new studies off (Veal. 2011). In academic research studies, reliable sources should be used to improve the reliability of the study, one of the main disadvantages to collecting secondary research is not knowing how reliable that information is, therefore information/ data should be collected from reliable sources such as books, journals and articles which make up most of the sources in this study. 
This study contains secondary data collected from the following sources; articles, books, journals and reports. Conceptual framework and theory used in this thesis was taken from academics in tourism and reports which have focused on trends in screen tourism. The secondary research which was collected and presented in the literature review can be viewed as further rationale for the study as it presents some interesting questions for investigation. 
(insert here framework which has been used) Push and pull visual 
3.5 Primary Research 
Primary research is ‘new data specifically collected by the researcher’ as part of a new study (Veal, 2011), in this thesis primary research was collected as a compulsory part of the dissertation process. Collecting primary research is an advantage to the researcher because they can collect specific data which they need to know by using data collection methods such as; interviews or survey (Veal,2011). Primary research can however be time consuming and sometimes expensive thus meaning it may not always be used in studies which have a rich collection of secondary research to work with. 
The primary research collected in this study was of a quantitative nature, with the majority of the questions in the survey seeking statistical data. The researcher wanted to conduct some Qualitative research in order to further explain why people have certain motivations to travel and how their motivations differ when it comes to participating in screen tourism to validify the research, but due to time constraints opted to conduct quantitative research instead. 
Qualitative data can be rich in personal perceptions, idea and opinions which can help explain why the statistical descriptive research is the way it is (Elias, 1986). If this study was to be done again in the future then qualitative research should be conducted with industry professionals who are directly involved with the investment in film production in Wales or a large collection of interviews could be conducted with ‘screen tourists’. This data could be used to further evaluate whether the investment by Welsh government was justifiable or not. 
(insert here my research process / strategy diagram) 






3.6 Research approach and philosophy  
Earl Babbie (2012) states that the deductive approach to research uses theory first to confirm a hypothesis and then utilises that theory to collect data in quantitative research. The approach for this study was deductive as it sought to test theory in a quantitative form, using survey collection. 
The other approach to research is called inductive, this research starts with data which the researcher then uses to make conclusions before conducting qualitative research (Babbie, 2012), with an aim to build theory. The approach for this study is deductive as conclusions were not made until the primary research had been analysed against the secondary and did not collect qualitative research. If the researcher had chosen to do qualitative research, then the inductive approach may have been applied however this study does not aim to build theory like inductive studies (Veal, 2011), just knowledge in the topic area. 
The deductive approach is usually linked to the positivistic philosophy in research which tends to produce quantitative data from large samples, by testing theory (Collis & Hussey, 2003). In this study the philosophy can be deemed as positivistic as it collected quantitative data, from a medium sample of 160, based on theory from tourism academics. The advantage of a positivistic paradigm is that the data collected can be highly specific which will higher the level of reliability of the study (Collis and Hussey, 2003). 
In hindsight a phenomenological, inductive approach would have been more fitting for this study as it would be beneficial to not only discover (Elias, 1986) the current trends in screen tourism but to explain how and why they are as they are by using qualitative research. The phenomenological philosophy concerns the understanding of human behaviour and focuses on the explanation of said behaviour rather than measurement (Collis and Hussey, 2003), Beeton (2005) wanted further research in screen tourism to be qualitative and investigate the perception and behaviour of the screen tourist, therefore this research should have served that purpose. 


3.7 Data methods 
The research strategy chosen for this study was a mono method approach, this was chosen because of time constraints as it is quicker to do 1 method than 2. If the study was to be done in the future then a mixed method approach would be applied, as stated earlier it would have been beneficial to collect qualitative data from interviews to validify research and build on theory. A mixed method approach also enables triangulation which makes the research more reliable through the analysis of consistent findings (Saunders et al, 2007) which would’ve been useful in this study. 
The data collection method chosen was a questionnaire. Questionnaires are often used in positivistic paradigms because they are efficient in collecting large samples, conclude easy to analyse data and are cheap to administer (Saunders et al, 2007). The survey creator selected by the researcher was Survey monkey as this is a popular choice amongst students in the UK and cost £50 for a two-month subscription. Questionnaires are usually economical and relatively quick to conduct (Saunders et al, 2007), these reasons contributed to the selection of this method. 
The design of the questions in the questionnaire incorporated theory using buzz words such as ‘escape’ in order for the researcher to interpret data against theory when analysing. The design of the questionnaire was mainly multiple choice, using multiple choice allows the researcher to incorporate theory (particular phrases) into these questions to gain statistical data in the context of tourism theory. For example, question 5 asks ‘How likely are you to visit a destination based on the following factors?’, some of the factors listed were; relaxation, escape, adventure, prestige etc. It was important to include those push and pull motivation factors as options to this question so that the results could be validified through the use of theory.  (INCLUDE DESIGN OF QUESTIONNAIRE IMAGES HERE) 
3.8 Pilot study
The researcher did not leave sufficient time to complete a full pilot study, but instead selected 5 people to take and test the questionnaire on Survey monkey once it was live. Feedback was given from the first five participants, some feedback related to bad grammar, interpretation issues and design of some questions. The relevant amendments were then made to the questionnaire before it was posted to the public, however some of the question designs i.e. scale, drop down menus could not be changed so the information/ data was harder to collate before analysing. 
[bookmark: _GoBack]One of the main issues from the pilot, which was also identified in the literature review was a person’s interpretation of what film or screen tourism was, to combat this issue the researcher felt they should include a small background to the study on the opening page (please refer to validity section for this). Providing education for the participant pre-survey also prompted an idea for a new question to be added to the survey which was ‘Which phrase do you think best describes the following definition: ‘the process of tourism influenced by media we experience through the screen i.e. film, television and cinema?’ the following options were applied based on, screen tourism theoretical terms; film-induced tourism, film tourism, movie-induced tourism and screen tourism. As stated in the literature review, there is a common issue in screen tourism research which is researchers using many different terms to describe screen tourism. The researcher felt this question needed to be asked to settle the debate in part, that screen tourism is becoming a more frequently used term than ‘film tourism’ as it better represents its meaning (Beeton, 2005, Creative England, 2015). 
After all relevant changes which could be made to the questionnaire were complete, it was posted live. 3 different drafts were checked over by the thesis advisor in order to avoid 1, being bias and 2, collecting data which would not have been relevant to this study. The researcher could monitor the questionnaire results in real time using an app on their mobile phone, it became quickly clear that there were certain questions the researcher would have liked to have asked in replace of some other questions which were almost duplicate and not needed. Duplicated questions are a waste in any study especially if there are questions the researcher should have asked but didn’t. The duplicate questions were identified as question 9 (If you could travel to a destination because you saw it in a film, where would it be and why?) and 15 (are there any destinations or attractions you wish to travel or participate in which are related to film or TV?). These two questions could have been simplified into one, in order to save time when analysing and to make the survey shorter in length, as participants prefer to fill out shorter surveys than long. 
Furthermore, instead of asking what type of screen tourism people participated in, the researcher knows they should have asked what screen tourism would they participate in, as this would be better data to relay in the recommendations chapter.
Finally, the researcher knows that if more time had been spent reviewing the background to the study and relevant theory had been selected in a timely manner then certain questions which needed to be asked would have been in the questionnaire. The researcher has identified the following as important questions that should have had consideration in the questionnaire:
1. Do you ever binge watch television shows/ what was the last tv show you binged watched? (In relation to binge watching trends)
2. What type of screen tourism would you participate in? (to find out what the screen tourist demands from a screen tourism destination, attraction or event)
3.9 Audience and sample 
The target market selected to complete the questionnaire, was random. The questionnaire was more aimed towards people who travel and have a interest in film, however it was important to see the data collected from respondents who had not participated in screen tourism to see if they would in the future. Convenience sampling was undertaken because this was the easiest and quickest form of sampling for the researcher to undertake, it will not be representative of any population however it will result in finding current trends in screen tourism, most importantly across generations as the questionnaire had many responses from different age groups. 
The questionnaire was posted on the researchers personal Facebook page aiming to encourage close relatives and friends to complete it. The post was also shared alongside screen tourism articles including that of the new Lord of the Rings theme park planned in Florida, to give participants an idea of what the study was based on. In order to gain more responses, the researcher posted the questionnaire on multiple survey swap groups on Facebook, where students and people alike swap questionnaires to gain respondents quickly. This type of collection is not ideal and was time consuming however it did reach the international audience, with the questionnaire gaining 20 respondents from outside the UK. 
3.10 Reliability and validity 
Reliability can be affected by two main factors, respondent error and respondent bias (Robson, 1993). In order to limit respondent error/ interpretation issues a background to the topic was given to the respondents before participation, the following statements were given to the respondent so they had a brief understanding of screen tourism:
· ‘Film tourism’ or ‘Screen tourism’ is a phrase used to describe ‘the process of tourism which follows the success of a movie or television series made in a particular place’, for example visiting New Zealand because Lord of the Rings was filmed there. 
· From previous research it is known that, ‘tourists often choose to visit destinations based on what they have seen through television and audio- visuals’, this then resonates an image of that place with an individual, Pre-visit to a destination. 
· ‘Film or ‘screen’ tourists often don’t realise they have been influenced by a television series or film to visit a destination, as they may not believe this to be their primary motivator. 
· Screen tourism can be consumed in many ways including; visiting a destination because you saw it on TV, visiting a TV/ film themed theme park, hotel or restaurant, taking a Hollywood tour or participating in film related events or festivals such as comic con.
The researcher felt that reliability would be improved if the respondent was aware of what screen tourism was to avoid the common issue in screen tourism research where the participant does not realise they have been a screen tourist. Another main problem that occurs is participants misunderstanding the phrase ‘film tourism’ because there are too many terms for the same type of tourism, to solve this issue the researcher included a question in the questionnaire to ask people which phrase best suited the definition for ‘film tourism’ as we know it. 
Furthermore, considering the validity of this research, the researcher has to be critical and again report that a mixed method approach of both qualitative and quantitative research would have been richer in data and should have been used.
3.11 Data analysis 
Due to time constraints of the research collection, SPSS which is used to analyse data in most social research studies has not been used. Instead the data was collated into graphs and matrix’s, Survey monkey provides a standard user with some software which will collate graphs and cross tabulate some answers on certain questions. The rest of the graphs and data was collated in excel. 
The data analysis chapter is broken down into different sections which each correlate to a set objective. To reiterate again the aim and objectives of this dissertation are:
To examine the influence of television and film on motivations to travel to a destination, visit an attraction or attend an event whether it be accidental or intentional. The objectives are; 
· To identify if television and film can influence a tourists’ motivation to travel to a destination, either accidentally or intentionally 
· To identify motivations of the screen tourist 
· To explore relationships between screen tourist behaviour and motivations  

3.12 Ethics and limitations 
Veal (2011) emphasises the importance of considering ethical issues when conducting any research study. In this study to avoid breaking ethical manners, the respondents were notified that their results would remain anonymous and were not forced to undertake any part of the study. The researcher reviewed the correct procedure when designing questions regarding the participants age and gender, if the researcher did not do this they would be violating the equality act of 2010 which seeks to protect individuals and promotes a fair and more equal society (EHRC, 2018). 
Several limitations impacted this study. The main limitation was time constraint, the researcher knows if they had spent more time on the thesis then qualitative research could have been conducted which would have improved the validity of the results, with educational studies cross sectional short research which takes a snapshot of a current situation is usually deemed fitting, but the researcher would have liked to collect more research over a longer period of time. 
Another limitation was trying not to be bias, the common issue of misinterpretation of what screen tourism is could lead the respondent to answer the questionnaire incorrectly thus meaning the data might not be reliable. To avoid this as stated previous the researcher provided the respondent with a background to what screen tourism was before they participated in the study. Some may say that, that was bias behaviour however to solve the misconception of what screen tourism is new strategies in research must be implemented/trialled. 
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