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The first aim of this research was to find out whether the destination attributes of Ayutthaya and
Xi'an can promote film and TV programs making in their respective regions and this has required
detail analyzing of literature review and data collections. The second aim was to check the film
and TV series making can increase tourism in both regions and has required detail analysis of
rescarch findings.

At present, people are exploring different horizons in tourism. Films and TV programs are actually

promoting tourism industry directly or indirectly and are b ing integral part of economic

development. Filming certain locations and presenting it with the help of movies, videos and

series getting attentions from people and ging them to ch their next destination spot.

This paper is partly descriptive and partly explorative and the date collection is gathered from both

primary as well as secondary sources and well supported by the Crompton push and pull model of
motivation. The sample size was 400 including 200 Chinese respondents and 200 Thai
respondents. After data analysis, the results is 71.3% people think the destination attributes of
Ayutthaya and Xi’an can promote film and TV programs making in their respective regions;
77.9% people think the film and TV series making can increase tourism in both regions.

Keywords: Ayutthaya destination attributes, Xian destination attributes Film and TV programs
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Chapter 1

1. Introduction

1.1 Introduction and Background

In today’s scenarios tourism industry has surpassed all cliché forms of
tourism and has reached to a new and innovative way to visit different
places. In recent times tourists are getting highly influenced by the
films and television programs in order to select their new place for
travelling and this doesn’t happen with any tourism promotion
strategies or campaigns but due to the films and television programs
which show the images and videos of destinations. This concept can
also be described as film-induced tourism in which the tourists choose
destinations according to the attributes which they do see in films and
television programs (Hudson & Ritchie, 2006). Gartner 1989; Echtner
& Ritchie 1991) have also explained in this context images and
sceneries in movies and TV programs play a very important role
regarding the selection of place to visit and it helps in decision making
process also. Chon 1990 in simpler ways explained that the more
approving the image leads the higher chance of selecting the
destination. Butler in 1990 also explained that films and television

programs can impact on the travel inclination of those who reveal to



the destinations characteristics and produce an affirmative destination

image through their portrayal.

Schofield 1996 indicated that films and television programs induced
tourism to speedily become modish among audiences. Films and
Television programs can offer great amount of knowledge of definite
facets of the country or areas such as nature, culture, locations, events
and people which can generate an interest towards the country and if
the interest is positive and favorable which forefront to an actual visit

to the country or the areas (Iswashita, 2000).

This research study probes the impact of films and television
programs in order to increase and promote films and TV programs
persuade tourism and regarding that two different locations such as
Ayutthaya province in Thailand and Xi’an province in China which
are not much explored and featured were selected. The reasons to
select these two locations for the study as because Ayutthaya, which is
located in the central part of Thailand, has various spots such as
historical study center, museum, temples and monasteries, ancient
monuments, grand ancient palaces, arts and crafts center, elephant
camps. There are various festivals and fair held annually in Ayutthaya.
It has a very strong history behind which can be ideal contents for any

film and TV programs makers to cater the information and present it



to the larger audiences through Films and TV programs and this will
definitely increase and promote films and TV programs tourism.
These characteristics are illustrated and explained in more detail in

(chapter 2).

1.1.1 Ayutthaya

Avyutthaya, located in central Thailand, is an ancient capital and
modern city in the Central Plains of Thailand.Ayutthaya is 80 km
north of Bangkok, Chao Phraya River, Lopburi River, Pa Sak River
interchange, surrounded by the Chao Phraya River. According the
Indian epic Ramayana records self defense city, named Ayutthaya.
Sanskrit means a city will not be destroyed.Ayutthaya, a ancient
Thailand capital which has long history , and in 1347, Sukhothai
dynasty decline, King Uthong built the kingdom of Ayutthaya, taking
Avyutthaya as the capital, to declare independence, from plain to
Thailand. Soon the Kingdom of Ayutthaya swallowed Sukhothai

dynasty.

Ayutthaya in the present day has prospered into a major food
tourism destination with a density of high quality Thai restaurants and
the Thai-Chinese styled rice noodle soup shops, an abundance of local
food souvenirs in the river markets and food festivals along with a

plenty of events to attract tourists. From the interviews and
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observations, the result found that Ayutthaya is absolutely a food
destination for gastronomic tourists and the city illustrates its success
through these concepts: 1) presenting food as a means to create
cultural capital and social status, 2) developing a density of local food
product which results in a tourism eating and shopping experience, 3)
creating a local authentic promise based upon good quality and fair
pricing, 4) creating a unique food product better than that found in
other regional food destinations, 5) local entrepreneurs seeing
themselves as being involved in tourism and 6) tourism providers

focusing on food as a point of difference.

Ayutthaya in the present day has prospered into a major food
tourism destination with a density of high quality Thai restaurants and
the Thai-Chinese styled rice noodle soup shops, an abundance of local
food souvenirs in the river markets and food festivals along with a
plenty of events to attract tourists. From the interviews and
observations, the result found that Ayutthaya is absolutely a food
destination for gastronomic tourists and the city illustrates its success
through these concepts: 1) presenting food as a means to create
cultural capital and social status, 2) developing a density of local food
product which results in a tourism eating and shopping experience, 3)
creating a local authentic promise based upon good quality and fair

pricing, 4) creating a unique food product better than that found in



other regional food destinations, 5) local entrepreneurs seeing
themselves as being involved in tourism and 6) tourism providers

focusing on food as a point of difference.

The reign of the Ayutthaya, which began in 1350 and ended in 1767,
lasted 417 years, with a total of 33 monarchs.The kingdom of
Ayutthaya was conferred the title of Siam by the government of the
Ming dynasty in China, and the King Uthong was conferred the title of
King of Siam.In the 16th century, Ayutthaya was one of Asia's most
prosperous cities, nearly 1 million population. Ayutthaya was greater
than London, Paris at the same period.There were a good deal of
businessmen from all over Europe, the Middle East and Asia in the
market . In 1767, the Burmese army captured Ayutthaya,. Ayutthaya
was underwent a catastrophe.The fire destroyed most of the buildings,
and population dropped to thousands of people.A lot of glorious
incomparably and beautiful palaces and temples were destroyed, only

leaving smoldering rubble,. Ayutthaya dynasty perished.

Today, Ayutthaya covers an area of 25,56.6 square kilometers, with a
population of about 870,000.The north is connected to the Hongtong
and Lop Buri, the east is connected to the Saraburi,borders Pathum
Thani on the south,borders Suphanburi and Nonthaburi on the east.

Ayutthaya has jurisdiction over 16 counties, divided into 209 districts,
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and divided into 1,328 villages.In the original city, there are only a
few palaces, temples and relics, precious statues and exquisite
carvings for visitors.It has now been established as a historic park for
Ayutthaya and is listed as a UNESCO world heritage site.The central
area of the great city hall is the site of the ancient imperial palace in
the kingdom of Ayutthaya.In the ruins of the ancient palace, there are
some Buddharupa built in the 15th century, which are in good
condition, and their sculptures, lines, shapes and architectural
techniques are the most ancient art features.At night, when tourists
take a boat along the Chao Phraya River, the fluorescent lamps of the
Bouddhanath spires appear solemn and solemn.There are many
famous tourist attractions ,such as

Wat Yai Chai Mongkol,Wat Phra Mahathat,Wat Lokaya Sutha,Wat C
haiwatthananram,Bangpain.Every year in November, Ayutthaya will
hold a festival of water lanterns.Many Buddhist temples will hold a
feast of worship Budda , and the night lights festival will attract many

people to come here.

Year King

135069 Ramathibodi I (Uthong)
1590-1605 Sanphet II (Naresuan)
165688 Ramathibodi III (Narai)
175867 Borommaracha III (Ekkathat)
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Similarly, Xi’an province in China has also got certain attributes to
promote tourism through Films and TV programs. It is located in the
central northwest of China. It has mountains, museums, pagodas and
temples. Xian has also conducive weather which is an ideal spot to
shoot romantic movies and TV programs. In ancient times it is one of
the birthplaces of the ancient Chinese civilization in the yellow river
basin area. The Xian history and its historical sites and cultural relics
haven’t been presented much in Films and TV showbiz. The
characteristics of Xian provinces are illustrated in more details in

literature review.

1.1.2 X"AN

Xian is the capital of Shaan’xi provincial , an west important
national center city of China.The national important base of scientific
research, education and industrial. Xi 'an is one of the four ancient
capitals of China . UNESCO established the "world famous city" ,in
1981, one of the world's top ten ancient capitals.It is located in the
middle of Guanzhong plain.It has jurisdiction over 11 districts and 2
counties with a total area of 10,108 square kilometers.At the end of
2016, the permanent population was 88321 million, among which the

urban population was 648.54 million



Xi 'an has been the capital since the 11th century BC., including 13
dynasties: the Zhou dynasty, the Qin dynasty, the Han dynasty, the
Xinmang, the Wei dynasty,the Sui dynasty and the Tang dynasty,etc.It
is the starting point of the Silk Road, the important birthplace of
Chinese civilization and the Chinese nation. Xi’an played an
important role in economic and cultural exchanges between ancient
Chinese and foreign countries, especially from Xian Qin dynasty to
Han dynasty . Xi 'an is one of the pop tourist destination in

China .Until 2016, six sites in xi 'an have been listed on the world
heritage list. There have the “Xi’an complex” about splendid Tang
dynasty and Han dynasty culture, rich and colorful folk art..Epang
Palace, Weiyang Palace,Daming Gong Palace, Great Wild Goose
Pagoda,Forest of Steles,etc. Terracotta Army,magnificent, known as
"the eighth wonder of the world".Since the implementation of the One
Belt And One Road strategy in 2013, the tourism industry in Xi 'an,
the starting city of the silk road, is faced with excellent development
opportunities again.Xi 'an will have more opportunities to
communicate to other countries and regions, and it will be more
involved in the international society.At the same time, Xi 'an, can
learn more advanced experience, explore system development model
from Europe and other countries. It also can explore deeper exchange

and cooperation with the international community, which is beneficial



to Xi 'an become a top-ranking international city. In 2016, xi 'an
received 150 million tourists from home and abroad, with a total

tourism revenue of 120 billion yuan.

Year Dvnastv

1046 -771 B.C The Western Zhou Dvnastv
221-206 B.C The Oin Dvnastv

206 B.C. -AD. 8 The Western Han Dvnastv
9-23 The Xin Dvnastv

25-220 The Eastern Han Dvnastv
265-316 The Western Jin Dvnastv
319-329 The HanZhao Nation
351-385 The Former Oin

386-417 The Later Oin

535-557 The Western Wei Dvnastv
557-581 The Northern Zhou Dvnastv
581-618 The Sui Dvnastv

618-904 The Tang Dvnastv

However, in this research study the characteristics and attributes of
Ayutthaya in Thailand and Xian in china will be investigated and
discussed thoroughly in development and promotion of Films and TV
programs tourism. In other words, this topic can be assessed as
branding of Ayutthaya and Xian province with the integration of films

and TV programs to promote tourism in both regions.

1.2 Research objectives
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The objectives of this research are discussed as below

e To develop a model which will help and bring tourism benefits
and developments in both locations (Ayutthaya and Xian) with the
help of films and TV programs

e To identify the current images of films and TV programs that
tourists having in their mind of Ayutthaya and Xian.

e To find out that promotion of films and TV programs will develop
Ayutthaya and Xian tourism potentials.

e Lastly, to brand Ayutthaya and Xian tourism with the integration

of films and TV programs.

1.3 Research questions

In this section there is one main question and three sub-questions are

discussed as below.

Main question

e Do Ayutthaya and Xian have attributes to attract tourist with the

help of promoting films and TV programs?

Sub-questions

e Do Ayutthaya and Xian have attributes that can influence tourist

with the help of promoting films and TV programs?



e Does the promotion of films and TV programs is directly
proportional to tourism?
e Discuss the conclusions and recommendations on the basis of

research analysis and findings?

1.4 Scope of the study

The demographic coverage of this study is selected in two different
areas as discussed earlier; which are Ayutthaya in Thailand and Xian
in China. The research questions selected in this study involves both
primary as well as secondary source of research. The findings of
secondary source of information presented in literature review and that
is in chapter 2 of this research study. The main questions of this paper
involves mostly secondary source of information which can be
collected and gathered from the internet, books, reports, articles based
on Films and TV programs tourism, tourism branding, destination
tourism. The sub questions involve both primary and secondary source
of information and the outcome of primary source of information is
collected through survey with the help of physical distribution of

questionnaire. The list of questions in the survey is constructed on the



basis of literature review and respondents and is reviewed by the

faculty members of Siam University, Thailand.

1.5 Significance of the study

The importance of this study to attract tourists through the portrayal of
the Ayutthaya and Xian in films and TV programs along with the
economic benefits that film and TV showbiz can bring to these two
provinces. It will also reduce the problems of seasonality tourism
because Films and TV programs are made throughout the year. The
other significance point of this study it will increase the cultural value
of these two places because if audiences can see films and TV
programs on TV and they will learn about the culture. The films and
TV programs tourism will generate double revenue for the
government as first from the makers for movies and TV showbiz and
second from entrainment tax when makers will collect from the
audiences. This study will increase the destination image and
awareness of these two areas and it will be exposed as popular
destinations for film and TV series making. The attributes of these two
areas are largely suitable for mythological type of film and TV series
making as because these two areas are rich in heritage which is ideal

for this genre.

1.6 Hypotheses



e Does Ayutthaya destination attributes can promote films and

TV series making?

e Does Xian destination attributes can promote films and TV

series making?

e Does the promotion of films and TV series making can increase

tourism in Ayutthaya and Xian provinces?

1.7 Conceptual framework

Independent variables mediating variable dependent variable

Ayutthaya destination
attributes:

Temples
Museums & Palaces

Floating market

Park
Increase
Promote films tourism in
Food i
and TV series Ayutthaya
making and Xian

Xian destination

attributes:

Terracotta Warriors






Chapter 2: literature review

2.1 Film and television tourism

2.1.1 Overview

Film and television or interchangeably can also be called as film —induced tourism and it was
firstly described by Scottish tourist board (STB). It’s an activity in which tourists visitors can
be attracted through the medium of films and TV shows exhibited in the form of portrayal of
the place in film, video and television. According to Visit Britain, a tourist can decide to visit
certain place as the particular place is being presented or featured on television, movies, and

serials or in the cinema screen.

Films and television tourism can add benefits and provides business profits for the
government as it can attract large number of visitors because all those visitors are highly
inspired by the images and pictures featured on the scene of the films and TV programs

(GDRI, 2005; SERI 2004).

According to the Travel and Tourism Analyst, 2013 Film and TV programs based tourism add
benefits to cultural value of the country as tourist will have knowledge about the culture and
traditions of the place. Hudson and Ritchie, 2006 have stated that films and TV programs
tourism enhance the growth of not only entertainment industry but also in the increase of
international market. In Asia Film and TV programs tourism once got boom due the Korean
TV series and film making and soon when it started being telecasted in other Asia pacific
regions and people from this region started traveling to Korea because of its attributes that
attracted tourists in Films and TV programs. In current scenarios, Films and TV programs
tourism now a days offering so much back to the society and the benefits are growing in

numbers.



2.1.2 Backdrop

Film based tourism is not a 21% century phenomena as it had started back in 20™ century
almost more than 100 years ago when the titled movie “Jaws” in 1975 showed the rest of the
world about California. Films and TV showbiz enables countries to increase and enhance their
tourism potentials. There was a movie called “Out of Africa” which relatively brought the
American-African back to their continents. “Crocodile Dundee attracted tourists to visit
Australia. The “Harry potter” series had definitely resurgence the British tourism back to the
business as it was facing a serious crisis. The famous “Lord of the rings” in 2001 has created a
huge furry in the international tourism an increase of tourism by 3.8% in 2002. According to
the New Zealand tourism 2002, according to a survey conducted by the NZ tourism and it was
reported that 9.3% of international visitors visited New Zealand because of the “Lord of the

rings” movie.

In the “Harry potter” movie, there was a place called Alnwick castle it had actually witnessed
a growth of 200% visitors after a year of the release of the film. In Thailand when the movie
“The Beach” was directed starred Leonardo Di Caprio the international travelers between age
limit of 15-24 years old from the US and UK were increased by 20% and 22% respectively.
The “Brave heart” movie was an example of increase in travelers from 66,000 to 176,000

visitors in a year to visit the Wallace monument in Scotland.
2.1.3: Overseas Film tourism destination

In this section the researcher tries to provide the idea about the list of movies that are made or
shot in overseas. There had been several research work done in this context by Choi, In-Ho,

2005. However the date in this section is not that recent but it would still be useful.

Period Destination Film/ Release Year




1950’s Niagara falls Niagara, 1953
Rome Roman Holiday, 1963
Repulse Bay in Hong Kong Love is a Many Splendored Thing,
1955
1960’s Manhattan of New York Breakfast At Tiffany’s, 1961
Jamaica 007 Dr. No, 1962
Jordan Lawrence Of Arabia, 1962
1970’s New York central Park Love Story, 1970
Hong Kong Enter the Dragon, 1973
Mont Saint Michel The Last Concert, 1976
1980’s India Gandhi, 1982
Australia Crocodile Dundee, 1986
China Last emperor, 1987
1990’s Paris Les Amants Du Pont-Neuf (The
Las Vegas Lovers On The Bridge), 1991
Scotland Leaving Las Vegas, 1995
Braveheart, 1995
2000’s New Zealand Lord Of The Rings, 2001-3
UK Harry Potter, 2001-5

2.1.4: Impact of films and TV programs on tourism

Film — “The beach”




In this section the researcher provided the example of the movie was shot back in 2000 in
Thailand called “the beach”. This movie was based on the story of a young American
backpacker in remote areas of Thailand so it has created a trend for young people to travel as
back packer. This movie had shown different locations, beaches and scenery such as Ko
Samui, Khao San Road and Phi Phi Island according to the report from Travel & Tourism

Analyst, 2003.

Travel Authority of Thailand (TAT) advertised those places which were shot in the movie
during the release of the film. There was a joint marketing strategy with the FOX studio and
TAT to promote the beaches. The travelers who came to Thailand were interested in staying
those hotels where Leonardo D1 Caprio stayed. This film marketing strategy and promotion
activities increased the UK visitors by 11.9% in 2000. The travelers from 15-24 years olds

rose by 21.96%.

TV program- “Korea TV industry”

Korean TV series are very famous in Asian countries especially in China, Japan, Taiwan and
Thailand as because these TV series provides the different locations featured and it creates
rise in domestic as well as foreign visitors due to popularity of the destinations appeared on
TV programs. There are various big hits TV series which had caught attentions of various
places in South Korea such Namisum shot Winter sonata and Daejanggum Theme Park shot in
Daejanggum witnessed a favorable growth of tourists from Asian countries approximately
more than 200,000 tourists only from Taiwan, Japan and China only ( KTO, 2006). The
Korean TV industry is a good example to present in this paper to show how tourism can be

increased with TV series.



There are other movies as well which have created positive impacts in the increase of travelers
and growth of tourism on the basis of films and TV induced tourism. The other movies impact
1s mentioned below. According to Hudson & Ritchie (2006) following movies impact on

visitors are explained as below:

Films Locations Impact on Visitor
Brave heart Wallace Monument, 300% increase a year
Scotland after release
Captain Corelli’s Mandolin Cephalonia, Greece 50% increase
Field of Dreams Iowa 35,000 visits in 1991

and steady increase

every year

Four Weddings and a Funeral | The Crown Hotel, Fully booked for at
Habersham, England least 3 years

Harry Potter Various locations in UK Increase of 50% or

more in all filmed

locations
Mission Impossible 2 National Park, Sydney 200% increase in 2000
Notting Hill Kenwood House, England 10% rise in one month
Pride and Prejudice Lyme Park, England 150% growth
Sense and Sensibility Salt ram House, England 39% increment
The Beach Thailand 22% surge up in youth
market in 2000

Troy Cana kale, Turkey 73% growth




The above table was first created by Hudson & Ritchie in 2006 and later it was used by other

researchers such as KTO 2007; MBC, 2007; Namisum Inc., 2007.

Another significant benefit of the film tourism is that it increases the cultural value for the
film location. Many heritage sites that serve as film locations gain fame after the film release
because these places obtain specific meaning through film narration. Without film storylines,
a castle or a stately home may not be distinguishable form others. Film can augment the
destination image and increase the awareness of the host city. Previous research (Kim &
Richardson, 2003) suggests that those who are exposed to the film have more favorable
destination image towards destinations featured through films than those who are not exposed
to films. Television series are even more influential since they can constantly emphasize the
appeal of the destination t