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Abstract

There is little in the way of academic publication which deals with the effect of television
film on the popularity of film locations as visitor destinations. There is, however, some
relevant material about the effects of motion picture film (movies) on tourism. This
paper surveys material drawn from academic research, journals and newspapers about the
effect of film, both television film and movies, on visitor numbers. Four UK case studies,
which deal with television film, are presented. The distinguishing feature of these case
studies is the hard data which demonstrate that film causes an increase in visitor
numbers at the film location. The authors discuss related matters, including evidence of
the disbenefits of television film to the location, put forward proposals for further
research, and draw conclusions for the film and tourist industries.
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