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Abstract

This thesis report deals with researdhto the area of screeinduced tourism. Screemduced
tourism is a niche within the overall tourism industry and the research done in this area is often
regarded as unsubstantial in certain areas; one of these dasgasirism induced by small screen
productions. This study adds to this argued unsubstantial pool of research as it focuses on the
guestion of travel motivation and how a destinatioconnected to a small screen productican

attract tourists.For this thesis report, the small screen produntia focus is the American hit TV
show Game of ThronesAs the show is very international in its chosen filming locatiomasny
diverse locations have been used which can make it difficult to focus on all the locations
connected to the T\8how due to theiwvast differences, one specific destination was chosen as the

focus of this study: Northern Ireland.
This study seeks to provide a possible answehédfollowing problem statement:

Gl 2¢g OFy | RSaGAYFGAZ2Y Dldxd@ks ard& db 2NI K S-shify 3L NGl

Game of Thrones to the numerous Northern Irish filming locations used in saikK®”/g K €

This study is an exploratory qualitativeudy where the writing and research has been done in
accordance to the constructivist paradigm and whizat entails. The data was collected through
interviews and a survey. Eiginterviews were conducted with nin&ame of Throne®llowers -

three faceto-face interviews, three email interviews and two skype interviewand two
interviews with represetations from the tourism industrg one conducted fac¢o-face and one
skype interview. Additionally, 6Game of Thronefans responded to a survey posted on various
Game of Thronefan sites. Both th&ame of Thronefllowers and fans were asked quest®on

the topics of travel motivation, opinions on the matter of authenticity, the forming on opinions in
regards to travelling and their attitude towards online content creators. The two tourism industry
representatives were in turn interviewed on the tiop on destination branding challenges
connected to locations with a relation to screen productions and on the use of online content
creators as a method of both combatting the referred to challenges and of attracting tourists to a

specific location.
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The theory of the motivational push and pull factors were applied in accordance to Macionis'
(2004) conceptual approach to explore which factors could serve as the strongest points of
attraction. Additionally, theory on destination branding, its challenges thwedtheory of opinion

leadership put in relation to social media were also topics which were explored for this study.

Several things were found to baotivational factors and although few differences were detected
between the followers and the fans, thoslgat were detected are of a significant character which
may make it difficult for a destination to cater to both groups. An agreement in relation to attitude
towards online content creators was also uncovered. This attitude can generally be characterised
by mistrust due to lack of transparency but solutions are presented of which one received much
support. On the topic of authenticity, those interviewees identified as followers were faand

OF N3 Y2 NB I 0 fdiiof duthehtit) thanAads/ lutithe result clastwith some of

the motivation results which raises the question of whether the principles of authenticity can co

exist with screeanduced tourism.

The two tourism industry representatives were fourallioth consider online content creators as
a viable method of both combatting branding challenges and attracting tourists as both have

experience in this area, though to a varying degree.

Many things can be done to attract toulssto a specific destinatig but that destination may

KIS (2 OK224aS 6KAOK ALISOATAO ANRdMzLI 2F (2 dzNR a

and needs may differ to such a degree that catering to one group risks alienating another.
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1. Introduction:

1.1. Welcome to Westeros:
b2 KSy @&2dz LXIFe& GKS 3FLYS 2F GKNRYySas @Martm, gAY
1996: 471).

¢tK2aS INB GKS Oft2aAy3d g2NRa&a 2F OKIFILIISNI np 27
series,A Song of Ice and Firerhich may be better knowtoday as the HBO hit 8howGame of
Thronesg KA OK A a o0 &SR Ganfe ohThides yn@p@ic famtasy Téhdw which

follows a number of warring noble families fighting to avenge betrayals and murder and to,
ultimately, win the title of King or Queen of the Seven Kingdoms and the Iron Throne, the regal
seat of the fictitious realm of Westerost is a multilayered tale, greatly inspired by the™5
century English civil war known as the Wars of the Roses (Larrington, 2016: 17) with characters
LI AYGSR Ay akKFRSa 2F 3INBe FyR gAGK2dzi GKS FI Y
which seems to always have been a fixed feature within the fantasy genre (Irwin and Jacoby, 2012:

X).

The manyGame of Thronefans all around the world are currently watching the seventh season of
gKIFEG KIFa 3aANRgY G2 0 Sshowohdline (Rendid) 20550z0 Simprebsive ¢ +
record holder of being shown in 170 countries and filmed all over Europe: from Iceland to
Morocco (Smith, 2016). The home of this-§Aow, however, must be considered be the Pairt

Hall studios,in Belfast and the suounding Northern Irish nature, coastlines and castles
(GameofThronesWikia; Ireland; VisitBelfast). Not only do the Paint Hall studios house the interior
sets of sets such as the Red Keep, the royal residence of Westeros, and the Great Sept of Baelor,
the center of religious worship in Westeros, (GameofThronesWikia; Ireland), Northern Ireland also
provides the picturesque backdrop e&veral screens from the showuch as Tollymore Forest
Parkwhich serves as The Haunted Forestside the Stark strongholdf Winterfell, which are

filmed at Castle Ward (Smith, 2016), to name a few. But what does itftake destinaton, such

as Northern Irelandto attract tourists to these o#ocation shooting sites? Some tourists might
prefer clear, visual representatisnof what has been filmed there, while other tourists find
themselves attracted to more undisturbed sites where they can allow their imagination to run wild

(Matos et al., 2016).
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One of the things that have long been debated to have an effect on humanvimelrais the
popular media such as big screen productions, television productions and literature. This effect is
believed to include influencing the appeal of travel destinations (Beeton, 200%. 8efore the
emergence of screen media, such as big amalsscreen productions, it was a media such as
literature which were found to be the source of inspiration for people's choice of travel
destination as seen in the case of seventeeogimtury Scottish author, Sir Walter Scott (Beeton,
2005: 4; Connell, 22: 1010 1011). In 1810, he published the poéfihe Lady of the Lakehich

by Beeton (2005: 4) and Connell (2012: 101011) is argued to have inspired the beginning of
commercial tourism in Scotland and, thereby, made literary tourism the predecessscieen
induced tourism. Here it is important to emphasize that literary tourism and seireguced

tourism are, despite the similarities they share, regarded as two different types of tourism.

Defining screesinduced tourism is nothe most straightfoward task. Within tourism literature
there exist certain distinctions which must be taken into account when it comes to choosing the
right term to describe the type of tourism which are believed to have been induced by the
watching of various screen medighich results in actual visitation to locations used in said media.
According to Connell (2012: 1009) these distinctions revolve around the form i.e. big or small
screen production, and the medium through which the image is transmitted. One of the makt use
terms, filminduced tourism, is accepted to encompass forms such as big and small screen
productions, prerecorded products such as DVDs and various forms of digital media (Connell,
2012: 1009). The afore mentioned is also the case regarding the terrmesmolviced tourism for
which the only difference to filAmduced tourism is the name which is believed to stem from
cultural and geographical differences (Connell, 2012: 1009). The third term, which is widely used
within tourism literature, is screeinduced tourism. Albeit a somewhat generic term, screen
induced tourism signals a higher degree of inclusiveness of the various forms of screen media
which exists todayConnell, 2012: 1009T he term deemed most accurate to apply for this type of
tourism in ths thesis report, due to its focus being on a specific television production, is that of
screeninduced tourism since a term such as filmluced tourism, byts name, can be considered

to downplay the importance of television productions when it comesstinnulating tourism

(Connell and Meyer, 2009: 1948eeton (2005: 11) defines the term flimduced tourism as:
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GOAAAGLFGARZY (2 &aA0GSa 6KSNB Y20ASa IyR ¢+ LN
production studios, including fikmelated theme parkd....] tourist activity associated with the film

industry, be it orsite in the field, or at (or near) the production studio."

This definition has been adopted for this thesis report due to how it includes the visiting of
production studios and actudbcations used during the filming of both big and small screen
productions and, thereby, it includes the effect television productions can have on generating
screenA Y RdzZOSR G 2dzNRaYd® LG A& GKS FdzikK2NDa O2y JA
Bedi 2y Qa4 RSTAYAGAZY | LUdtused HesHiteSthefa2t thatfsteallsiitdiddy” & O N

induced tourism.

Proactive efforts in order to secureig or small productions havia recent years become a
practice which countries, specific cities or areds country use more often than seen earlier as a
way d promoting a destination andttracting tourists (Hudsorand Ritchie, 2006a: 389)n |
relation to this increase in the use of screen media as a marketing tool, television productions has
proven itsel to be interestingas they have grown in popularity over the recent years along with an
increase in the number of tourists who find themselves influenced when they chose holiday
destinations by various screen productions (Connell, 2012: -10008; Conné¢land Meyer, 2009:

194; Hudson and Ritchie, 2006b: 2267; Rewtrakunphaiboon, 2009: 2).

Another thing which makes television productions interesting to look at from a sdnekrced
tourism pointof-view is found in Riley, Baker and Van Doren's (1998) %@king of screen
induced tourism to the concept of hallmark events for which they use a definition presented by

Ritchie:

G a | 2 2 e 2/ Bcurring events of limited duration developed to primarily enhance the
awareness, appeal, and profitability afdestination in the short and/or long term. These events
rely for their success on unigueness, status, or timely significance to create interest and attract
FGaSydrzyé o

It is important to point out the flaw that emerges by linking screeduced tourismto hallmark
eventsdoes emergesince neither big nor small screen productions are seldom made with tourism

purposes in mind and, thefere, cannot strictly be characterized as hallmark events (Beeton,
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2005: 9; Connell and Meyer, 2009: 196; Macionis, 2@84:Rileyet al, 1998: 922). However,
elements of the definition of hallmark events fit the characteristics of scirdaced tourism due

to the release dates of a television production which can be viewed as the mentioned major one
time or recurringevent while it suggests a television production must have one or more of three
qualities in order to stimulate screenduced tourism (Rileet al, 1998: 922). The author will
argue that one of the things that make television productions interestingaé loto in relation to
screeninduced tourism is how they tend to have more lel@gm impacts compared to a big
screen production which, depending on its popularity, might only have the one majctirare

event; its theatrical release (Beeton, 2005: 12).

Game of Thronesas proven itself to be a television production of immense popularity with over
10.7 million viewers for the opening episode of its sixth seamot 9.8 million viewers for its
season 5 premiere (Hibberd, 201@).can bearguel that each sason premiere acts as a film
premiere would, which creates the lofigrm impact Beeton (2005: 12) talks about. By its
popularity, Game of Thronéhas achieved a unique status and in relation to screeliced
tourism certain questions arise; does the popitlaof a television production mean anything for
GKS t20FGA2yaQ dzZaSR RdzZNAYy3I FAfYAy3a OKIyOS 27
does, what do the tourists expect from these locations and what is it specifically about these

locations that attracted them?

According to Macionis and Sparks, most tourists become sareRrced tourists incidentally but
studies have begun to show an increase in visitors to specific locations which correspond with big
and small screen production showcasingagibnis and Sparks in Connell, 2012: 1016). Such
studies indicate that a television production's popiutiarand subsequent fan base gay a role

when it comes to how certain locations used in said television production performs on the tourism
market. Agpointed out by Linden and Linden (2017: 108¢ing a fan can serve as an instigator for
travel but it is, however, nobnly those who will charactegsthemselves as fans @ame of
Thrones for instance, who finds themselves becoming screetuced tourst due to visiting a
place and castle which has been used during filming of thishbW. According to Macionis (2004:

87) there exist three types of screémduced tourists: a serendipitous, a general and a specific.

The difference between these three tgp is the tourist's level of awareness of the location's use in

PagelOof 282



a big or small screen production where the serendipitous sciedaced tourist just happens to

be in a destination used as a location of filming, while the specific sengleiced tourist adavely
sought out the destination due to it being a location featured in a big or small screen production
(Macionis, 200487).

Screeninduced tourism is merely considered a niche within the overall tourism industry and the
research done in this area is aéively new and often regarded as unsubstantial in certain areas
(Connell, 2012: 1007; Hudson and Ritchie, 2006b: 256). Sordeced tourism has come to be
considered a growing phenomenon worldwide (Connell, 2012: 1007; Hudson and Ritchie, 2006a:
387; Kin, 2012: 387) but most research conducted on the topic has been done in relation to the
marketing perspectives and other business related issues such as branding, motivation and
destination choice while the area of tourism induced by small screen prodhsctias received

little attention (Fernandezy¥oung and Young, 2008: 195; Kim, 2012: 387). In this thesis report, the
author will examine how a specific destination, in this case Northern Ireland, can attract tourists to
locations used for the filming of an&ll screen production by looking closely into motivations for
travel. This will make this thesis report a much needed addition to the existing body of research on
the topic of the relationship which may exist between consumpti@n viewingg of small sceen
productions and the consumption of tourism. By combining these two consumption focuses, this
thesis report will look into the perspective of the audience as consumers which is an area of
research which deserves more attention (Connell and Meyer, 20995; Fernandex’'oung and
Young, 2008: 195; Kim, 2012: 387), along with exploring the understanding of Godeeed
tourism associated with small screen protlons, such as television showahich has received

relatively little sustained research (Ki@012: 387).

In order to give a possible answer to the problem statemevhich will be preented in the
following chaptertwo types of research will be carried out. The first type is a qualitative interview
with people who can be identified aGame of Tlones followers and the second type is a
guantitative survey questionnaire, hereafter referred to as a survey, with people who can be
characterised assame of Thronefans. The definition of the terms ‘followers' and 'fan' will be

presented to the reader ichapter2.3. Data Collection.
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1.2. Problem Statement:

With an offset in the analysis and its outcome, this thesis report aims to aid in mapping out the
various factors which can motivate tourists asichultaneouslyachieve an understanding of what

can make a certain destination stand out to tourists. With a focus on the Northern Irish filming
f20FGA2ya dzaSR T2 N -shéwSante bif TNrdngaad serderintduced drisnK A (1 ¢
as a niche within tourism le&& GKS AYUNRRdAzOUA2Y GAGK GKS

statement:

a1 26 OFy I RS&EGAYIFGA2Y &dzOK 4 b2 NIKS8Hgw LNBE I

Game of Thrones to the numerous Northern Irish filming locations used in saikK®”/g K €

What separates fans from followers is found in how fans are active partisipaithin a fandom

and organisghemselves in communitiegflenkins and Tullocl2005: 23). The exact definition of
fans and followers will bpresented in chapter 2.3. Data Coliea. In order to provide the reader

with possible answers as to how a destination can attract tourists, the motivational theory of the
push and pull factors in the form of the conceptual approach created by Macionis (2004) will be
applied togain insightinto what motivates the respective followers and fans Game of Thrones

to go to Northern Ireland to visit its filming locations. Additionally, the concept of opinion
leadership and the destination branding challenges will be explored to gain an und#rejawf
which challenges and opportunities a tourism organisation may encounter when trying to brand a

specific destination and attract tourists.
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2. Methodology
The folbwing chapter on methodology introduces the methodological choicesthadnethods
appliedin order to provide an answer fdhe problem statement put forth in chaptetr.2. Problem

Statement.

The first subchapter of this chapter is a clarification of the thesis report's research deSigm
research design is based on thangiples of the hermeneutic circle but with slight modifications.
What the principles of the hermeneutic circle entails along with the modifications made to it, will

also be elaborated on in this stdhapter.

The second subhapter deals with the philosdyy of science of the authcand dwells into the
topics of ontology, epistemology and methodology where the reason behind certain choices made

during this research process are explained.

The third subchapter explores the methods ajid to help answer théhesis'problem statement

such as interviewing and the conduction cdwvey.
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2.1. Research design:

This sukchapter presents a clarification of the thesis report's research dedapicted in the

model below It is made up of four circles makiog the process in which the thesis was created.

Problem Statement

Philosophy of science

Analysis

Processed Data

Own design 201, based
on: Matos et al. 2016

The auter circle consists of three processes; the problem statement, literature research and the
theories which are all three interconnected with one anoth&ihis connection stems from how

the problemstatement integrateswith the use of certain theoriegeadingto a literature research

on said theories and other related subjects. This restarts the process where the literature
research, instead of # problem statement, ge rise to which theoriesam be applied, which in

turn can lad to changes in the problem statement as an increase of knowledge on the subject has

occurred.
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The next and second circle is made up of the methodological aspects of this thesis wapolt
consist of the philosophy of science and methodologie phibsophy of science is the step
which connects the second to the first circle as what may initially have been the selected problem
statement and theories of this thesis report might change because of the philosophy of science
and the other way around. Aftarards,we encounterthe best suitable methods for the aim of this
thesis, which leads to the usd the methods of interviewing and survey.As with the previous
circle, tie elements of this circle areonnectedthis can be seen in how each individual tpar

inspires the orgoing workings on the thesis changes as a whole.

The third circle consists of the analysis and the processed data. Tlésisinot reached before
the two previous circles have been exposed to some degree of charigeh meanghe analysis
and processed findingare based on the previous foundationshich are determined by the
paradigm of the thesis. It is important to stretbe analysis, too, has the possibility of influencing
the outer rings of the research desigwhich carbe due tofindings or the lack othereof, which

can require changes to the theory, applied methods or a rethinking of the problem statement.

The fourthand final circle, theenter of the research design, is the conclusion. This circle builds on
how the focus of a project can change while it is being written, which can mean changes to the

problem statement may be required.

This research design is based dre tprinciples of the hermeneutic circles, though with slight
modifications. The hermeneutic circle builds on the understanding that all understanding, or
knowledge, is contextual, which means we understand the whole based on its parts, but at the
same timewe also understand the parts based on the whole they apara of (Holm, 2012: 10p

The workings of the hermeneutic circle are illustrated by the model below:
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S N

The whole
(the context) The parts

Source: Holm 2012: 87 K—/

For the sake of this thesis report, this means that there is a movement between undersjandi
and elaborating each individual theory and method applied in the report which, at the end, when
connected into a whole creates the finished thesis report. This means that you, as a reader, cannot
understand how the whole is created, how certain conduasiare reached without considering
each individual theoryand method, or part as they might be deemdthe modification comes in

the form of the circle analogy which is considered unsuitable for the explanation of this research
despn. t is not to be vigved as a repetition of previous understandings but rather asif-on or
addition to those previous understandings as new knowledge and new ideas are added on top of
previous knowledge anitleas(Holm, 2012: 110)This gives rise to the consideration to substitute

the circle analogy with a spiral analogy.

2.2. Philosophy of science:
The following chapter and its subsequent sthapters are dedicated to the clarification of the
methodological understandings belongirto the author of this thesis report and how it, as a

consequence thereof, has been constructed.

Ly 2NRSNJ 2 LINRPOGARS | LlaaAiroftsS yasgSN G2 (KA
dzy RSNRGIFYRAY3I 2F 620K (KS sh¥uelBag gaining insigh? iduNiRed (i & ¢
relevant workings of the tourism industry. This understanding can be gained in various ways which
largely depends on the author's choices during the research process and her/his philosophy of

science, or scientific padigm.A paradigms by Guba (1990: 17) defined as:

G | osetafbelefs that guides action, whether of the everyday garden variety or action taken in
O2yySOUA2Yy 6AGK | RAAOALIE AYSR Ayl dzA NB d¢
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Additionally, a paradigm deals with the answering of the questions of ontology, epistemology and
methodology (Guba, 1990: 17). Teabsequent sulthapters address these questions and how
these approaches were utilised during the writing and research & tiesis report which is

written in the constructivist paradigm.

Two of the basic beliefs withioonstructivismare that no theory can ever be fully tested due to
induction and 100% obijectivity cannot be achieved as the results will always be shaped by th
interaction between inquirer anthe subjectinquired into (Guba, 1990: 286). What this means

and how this paradigm affects this thesis report will be explored in the following three sub
chapters where the author's ontological, epistemological andthodological stances will be

explained.

2.2.1. Ontology:
Ontology according to Gubas the question of:

"What is the nature of th&knowableQ K h NE g KI G A a (@6&bS, 1990: fi8)zNE 2 F

It is, to put it in other words, about our understaing of reality (Bryman, 2012: 32; Guldi®90:
18). People of theonstructivist paradigm tend to adopt a relativist ontology (Denzin and Lincoln,

2005: 193; Guba, 1990: 27).

Being a relativist means that you as a researcher belieaeseveral realities>ast and that these
realities are mentally constructed (Guba, 1996:27; Ingemann, 2013: 160yhis means that each
AYGSNBASESSQa |yR Sl OK & diNané percagddd ofzhg RuSri isU &
different from the other interviewees and respondengsdditionally, a relativist believeacts can
only be considered facts within a theoretical framewdinkis; there can be no talk of a definitive
truth as a given truth can only exist in the right cexit (Denzin and Lincoln, 2005: 193; Guba,
1990: 25; Ingemann, 2013: 16061).

C2NJ 0KS al 1S 2F (KAad (GKSaArAa NBLRZNIZ o6sSnbty 3
believe there is one definitive answer to what motiva@sd attracts tourists agvery tourist is
different from the next. This emphasises how the focus of this thesis report is on gaining insight
and urderstanding and not on generalg in terms of what patteramight be unearthed in the

analysislt is important to have in mind, @t each decision concerning the writing and research
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process of this thesis report is influertt®y itsauthor; anything from the choice of theories, the
research methods, who should be interviewed and who should have accdbe twurveyand,
ultimately, to how the processed data from the analysreinterpreted. Thus, another researcher

might make different decisions or be able to reach different conclusions.

2.2.2. Epistemology:

Epistemobgy deals with the naturef the relationship betweerthe inquirer and the knowable

(Guba, 1990: 18Ingemann, 2013: 136 Those working in theonstructivist paradigm usually

adopt a subjectivist epistemology (Denzin and Lincoln, 2005: 193; Guba, 1990: 27). A subjectivist
tend to believe that the inquirerrad what is being inquired into are fused together into a single
entity, and thatdt CAY RAYy 3a INBE fAGSNIffte GKS ONBI A2y 2
(Guba, 1990: 27 his epistemological stance can be seen in the way the results in tiesenare

AAAAA

interpretedg KA OK A& dzZf GAYI GStfe FFSOGSR o6& GKS | dziK

The conclusions reached from the analysis and its processed data are influenced by the author of
this thesis report as well as the interviewees andveyrrespondents. As the author of this thesis
report previously haveonducted research othe topic of screeAnduced tourism and motivation,

the knowledge and understanding acquired due to that previous research has influenced the
writing and research rcess of this thesis report. This can be argued to have had special influence
on how the questions for the interviews and the survey was formulated and selextdcthe
expectations concerning the outcome for the processed data. That this special infloecuweed

is backed up by Murphfd997: 5)as he states that this influence due to previous experiences can
be expected, as the inquirerf &knowledge constructs his/hengality based on those previous

experienceand interactions with his/hersnvironment

That the author of this thesis repottas previously made research into the topic which is also
explored here can both have positive and negative affem this thesis report's outcome. It can
be regarded as being of a positive nature as already hanngnderstanding for the mechanisms
of screeninduced tourism and ideas of possible motivational factors, meaning as a rhsegitte
author of this thesis report did not have to start frasaratch. A negative aspect of having previous

experience with thetopic of research ishat possible bias may arise. Tourists are different from
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each other and the motivational factors of the interviewees and survey respondents featured in

this report might be very diérent from those featured in the previous research.

2.2.3. Methodology:
The matter of methodology deals with the question of how an inquirer could and should acquire
knowledge in the best way possib{&uba, 990: 18). In relation t@onstructivism esearchers

tend to adopt a hermeneutianddialectic methodologythis entalils:

"The hermeneutic aspect consists in depicting individual constructions as accurately as possible,
while the dialectic aspect consists of comparing and contrasting these existiagiual (including

0KS AYIljdzZANBNRay O2yailiNdzOGA2ya a2 GKIG SFHOK NB
O02YS G2 SNX¥Gubaglfod:R7).0 KSY dé

That a hermenelt and dialectic methodology &pplied in this thesis repoits evident fom how

the analysis was conducted. As a researcher, the author of this thesis report aims towards not
simply describing the datdout to comprehend and include the data in the overall contekthe

thesis report; what is it truly they wish to achievexperience wisefrom a visit to aGame of
Thronesfilming location in Northern Irelandwhat does it really take for both the fans and
followers of the TWwhow to feel motivated to go there and how can it be done. The dialectic
aspect of the mdtodologycomes into the pictureas the findings for both th€ame of Thrones
followers andGame of Thronefans are compared in order to find similarities and contragste

find patternsc both withinanddo S 6 SSy GKS (62 3INRdJzZLIAQ Yok OF G A
influenced by how the author herself understands and defines these ntainal factors,

however, without generalising.

Part of the hermeneutics is the belief thgbu, as a researcher when you start a research process,
carry on whatever preconceideideas and prejudices you might have on the topic into your initial
understanding of the problem or topic you aresearching (Ingemann, 2013: 116).rétation to

this thesis report, a lot of preconceived ideas were carried into the initial proceedingfseo
research processbecause the autbr, as previously mentionedn a previous semestehas
conducted research on the topic of screemluced tourists’ motivational factors. Based on the
learnings from this earlier conducted researthe author startel with already contextualized

ideas This opens up for the possibility thearlier preconceived ideas &3 which isthe best way
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to conduct research in this field of study blocked the way for the author of exploring other ways of

conducting research iragd field of study.

2.3. Data collection

In the following chapter, the process and criteria for data collection will be describedthis
thesis report, three types of people were purposefully sought out. Nine people who can be
identified asGame ofThronedollowers were interviewed while those who can be characterised as
Game of Thronetans were asked to participate in a survey, which 63 ultimately did. To define
these terns, the definitionoutlined by Jenkins and Tulloch (2005: 23yénadeen adoptd for this
thesisre@ NIi 6 KSNB WT I gl abeihghBive QatticipahtOvitBrNaifandomhich is
LISNOSAGSR a | a20Alf>x Odz Gdz2NI £ | yR Ay idSNLINB
person who acts as an audience memibieat enjoys watching a gien programme while not
claiming any part in a social communigssociated withsaid programme.Additionally,
representatives from the tourism industry were also sought out for the purpose of an intervie
For these interviews, it was impant that the interviewee had experience with destination
branding as the challenges which might occur, especially in relation to stréeced tourism, is

an important topic to discuss for those interviews
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2.4. Applied methods:
This chapter igledicated to the methods used in this thesis report to help the author give a
possible answer to the report's problem statemesntd guide the thesis reparfThese methods

are interviewing; a senstructured interview, and a survey.

Three types ointerviews were conducted; faem-face interviews, Skype interviews anerail
interviews. What characterises these types of interviews along with the positive and negative
aspects of them will be explored in detail in sOK | LJG SNJ WH &n dAvSHvad de & LIS 2 F

2.4.1. Interviews:

In the following chapter, the method of interviewing will be explored along with its relevance for
obtaining data. For this thesis report, three types of interviews were conducted:téafzece
interviews withGame of Throne®llowers and two representatives from the tourism industry and
interviews conducted online in the form dfiree email interviews and threeskype interviews.
These interviews have been designed to provide the author of this thesis report with data which
will enable her togive a possibl@answerto the thesis report's problem statement. They are the
tools helping the author in the investigation of travel motivation, opinion |eaship and

destination branding.

The qualitative approach of interviewing is relevda this thesis report because there within
interviewing is, as stated @ . NBEYlIY OHAMHY nTtn0X | 3ANBFI SYL
own perspectives also stated by Dunn (2000: 52) who elaborates by stating interviewsirare:
excellent method ofaining access to information about eventginions and experiencesihd

addthat interviews can allow a researcher to understand how opigican differ among people.
Thusmaking interviewing a suitable method for this thesis report as it is peoplehiops and

experiences on various topics the author of this thesis repeeks.

Two pilot interviewswere conducted to see how each question were understood by the
interviewee and to get an idea of which type of answers these questions had the possibility
generating. After each pilot interview, suggestions to changes in wording of the questions and
order of questions were encouraged to optimise the interview guide and minimise the possibility

of misunderstandings.
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The semstructured interview is structeed in such a way that is only partly predetermined
which allows greater flexibility on the part of theterviewer (Bryman, 2012: 471; Dunn, 2000: 52;
Longhurst, 2003: 119). The sestiuctured interview is by Longhurst (2003: 119) described as
conversational and informal in tone, which is a sentiment shared by Bryman (2012: 471) and Dunn
(2000: 52) who bdt adds to thecharacterigition, that semtstructured interviews, even if aided by

an interview guide, leaves great room for leeway to both interviewer and interviewee in terms of
way of asking and answering questions. Even though interview guides weted;réee questions

were formulated in a way that aimed at opening up a conversation with the interviewees and to
encourage them to talk about the topic at hand in their own words as well as probing for reasons
by asking followup questions when somethindpé interviewee said needed further elaboration as
encouraged by Longhurst (2003: 119), Ritchie and Lewis (2003: 148) and Valentine (1997: 120).
One of the main attributes of the serstructured interview can be regarded to be the
aforementioned flexibility which can be seen in how the continuity of the questions in an
interview guide can change depending on which directions the flow of the conversations takes the
interview (Bryman, 2012: 21214; Dunn, 2000: 54). ThHisppened at times during the interwies
conducted for this thesis report at which times the author, in the role of interviewer, had-to re
direct the conversations if it moved too far from the research topic as can be s¢@ppendix 3;

ex.interview 1)(Dunn, 2000: 61).

Another reason fochoosing the method of interviewing is found in how it provides the possibility

of achieving irdepth answers to variouguestions (Bryman, 2012: 47@71; Valentine, 1997:
120). In this case, these are questions on the topic of travel motivation and howpations on
travelling are formed. However, there are negative aspects of this method which can be pointed
to. One of these are the danger of formulating questions that are too specific as these can be an
indication of bias from the point of the intervieer (Bryman, 2012: 473; Ritchie and Lewis, 2003:
154). This was ensured by formulating questions which yield the possibility of being answered in a
broad manner and produce full answers, without intend to influence the answer itself (Ritchie and
Lewis, 208: 154).This resulted in only a fewnterventions from the interviewerbesidesasking

for clarifications and active listenir@ppendix 3 and bydoing this the likelihood of bias from the
point of the interviewer waseduced (Mathers, Fox and Hunn, 2002). Another way of reducing

the risk of bias was achieved by recording the interviews and letting the interviewees fill in each
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guestion on their own, as was done with therail interviews conducted. This reduces bias as it
can be believed to occur me easily if the interviewer takes notes during the interviews due to
GKS FIFOG GKFG GKS AYOGSNBASESNI YAIKG dzyAydaSyia
Fox and Hunn, 2002: 1@1). Thereforesix of the interviews conducted with followers @Gdme of
Throneswere recorded through a recording devjcehile three of these interviews were
answered over gnail where the interviewees filled in the questions in their own time without

intervention from the interviewer.

2.4.1.1. Type of Interviews:

As mentioned, three types of interviews were conducted for this thesis-tadace interviews,
Skype interviews and -mail interviews. Of these three types, the preferred method of
interviewing for this thesis report is the fate-face interview; howeve in order to ensure the
needed data was collected the author had to be flexible and accommodating towards the

interviewees, which resulted in three Skype interviews and threead interviews.

A faceto-face interview is based on physical presence loé tinterviewer and interviewee
(Bertrand and Bourdeau, 2010: 1) whereas amal interview, or an enterview, is characterised
by an exchange of one or morenaails between researcher and interviewee (Bampton and
Crowton, 2002: 2).

For this thesiseport, three email interviews were conducted. Additionally to being characterised
by an exchange of-mails, this method of interviewing is also characterised by being of an
asynchronous nature (Bampton and Cowton, 2002: 3). This means the intervieavriuesber of
pauses of varying lengths between communication while the relationship between interviewer
and interviewee is of a distance from each other (Bampton and Cowton, 2002: 3). This

asynchronous nature of-mail interviews has both positive and neyat aspects to it.

A positive aspect of this method of interviewing isttlabusy interviewee does not have to make

an appointment and physically show up to an interview with the interviewer. The busy
interviewee thereby has the time and the opportunity going back and forth from answering the
guestions (Bampton and Cowton, 2002: 3) which was a valued option by the thn¢endewees

as they could not find the time for a physical meeting. This seemly positive aspect, however, can

be argued to not be direly positive; being allowed to answer the proposed questions in your own
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time allows the interviewee to reflect and give a well thought out replyt this also reduces the

possibility of getting a spontaneoasiswer.

This spontaneous answer can moras#dy be obtained in faem-face interviews but how
important is this spontaneity? As can be seen in several of the conductedddaee interviews,
several interviews displayed a tendency towards starting a sentence, change their mind mid
sentence andhen start at new sentencéAppendix3; ex. interview R This can be&onfusing to a
researcher as it makes it difficult to truly uncover and understand one's interviewees. Being able
to think out a complete answer without the pressure of an intervieweiront of them waiting for

an answercan produce a well thought out replyhich is no less valid than the spontaneous
answer (Bampton and Cowton, 2002 8, which ultimately showed -nail interviews were a

more appropriate data collecting method thamtially thought.

Three interviews were conducted over Skymich can be regarded as a faithful way of collecting
data (Bertrand and Bourdeau, 2010: 8). A Skype interview is not much different from a true face
to-face interview. Today, many laptops anolmputers come with a builih camera and thereby
making it possible for the interviewer to bond with the interviewees and see their reactions to the
various questions, an opportunity not present in with thenail interviews (Bampton and Cowton,
2002: 6). Additionally, the Skype intgew allows interviews to be conducted cheaply and was
therefore used whernnterviews were conducted with interviewees wmovere not in Denmark at

the time of the interview. The quality of the Skype calls can, however, vary due to various factors
such as he speed of the internet connection and quality of the signal. However, no problem of
this character arose during the three Skype interviews making this data collecting method viable

when no other options were present.

2.4.1.2. Interview guide:

Separate iterview guides were created for theinterviews conducted with followers of the TV
showGame of Throneand the representatives from the tourism industry. These interview guides
were created to ensure certain questions were asked and answered and in am tralewas
considered the most logical introduction of the subjects investigated as well as instigate the best
train of thought by starting with very general questionghich then grew increasingly specific

(Dunn, 2000: 56; Ritchie and Lewis, 2003:-14%). Theinterview guides were followed to make
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sure each question was answered and the order of the questions was generally followed as
displayed in the interviewguide (Appendix 1) as is characterised by the structarenterview, but
some deviations fromthe interview guides occurred to follow up on things said by the

interviewees.

As mentioned, the questions in the interview guide were formulated in a manner which aimed at
opening up a conversation with the interviewees and to encourthgen to talk freely about the
topic at hand as well aasking followmup questions when something the interviewee said needed
further elaboration (Longhurst, 2003: 119); Ritchie and Lewis, 2003: 148; Valentine, 1997: 120).

The questions in both interview gles were designed in such a way that they covered the topics
considered necessary in order to enable the authopiaviding a possible answer to the thesis

NB LJ2 NIl Q& LINE dhie §uéstichdiwere S13031g5igred with the aim of being as open as
possble which allowed the interviewees to give many different answers as the author cannot
possibly anticipate every single possible answer there is. This was done in accordance with the

thesis report's ontological stance.

2.4.1.3. Sampling of the interviewese
For this thesis report, purpose sampling was choasit is the recommended type of sampling

when conducting a qualitativetudy (Ritchie and Lewis, 2003:)/8

The firstgroup of interviewees, theGame of Thronegollowers, wasselected based on two
criteria; 0 KS& g G OK -showlGanie ofKThrinestdithey could be characterised as
followers of the Twshow as defined byenkins ad Tulloch (2005: 23) in chapter 2.3. Data
Collection These interviewees were found among family, friends and actpraes.This can be
argued to open up for discussions on lack of reliability and bias. Blichfeldt and Heldbjerg (2011: 14
17) point out having a relationship to the interviewee prior to an interview can have a positive
effect to the interview as the intetiewee can feel more comfortable and thereby be more open
and have a greater willingness towards giving full and elaborate answers (Wengraf, 2001: 106).
This was also what was found to be true as the interviews felt a great deal like conversattbns

the answers provided were full and elaborate in character.
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The second group of interviewees, the representatives from the tourism industry, were
approached and asked to participate in an interview due to their experience from working with
destination brandinghrough their job at Visit Aalborg and Visit Denmark in the Netherlands. Of

these interviews, two were conducted.

2.4.1.4. Profile of interviewees:
This sukchapter and its subsequent sections are dedicated to the presentation of those who

participated ininterviews for this thesis report.

2.4.1.4.1. Game of Thrones followers:

DFAYAY3 dzyRSNEGIFYRAY3I 2F LIS2LX $Q&a SELISNASYOS
possibleanswering of this thesis report's problem statement as it can help pinpoint what needs to

be done and which measures needs to be taken if a destination such as Northern Ireland wish to

attract tourists to theirGame of Throneilming locations.

This undestanding was gained partly through interviews with people who can be identified as
Game of Thronefollowers as defined bylenkins and Tulloch (2005: 28) chapter 2.3. Data
Collection Additionally, these people belong to different age and social grolips.important to
stress that for this thesis report it was the interviewees' experiences and motivational factors
which were of interestand the focus was not on creating a study of various target groups.
However, the author of this thesis report tddo achieve a degree of diversity in the experiences,

opinions and motivational factors by interviewing people of different ages and social groups.

The duration of the six interviews which were recorded ranges from lasting 00:17:50 to 00:37:12
while the emaining three interviews were done overngail correspondences. Four of the six
recorded interviews were conducted in Danish and later translated into Enghgéa the three e

mail interviews were answered in English, both versions can be found in App@pgendix2

and 3.
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Name Age Type of interview
Anna 26 Skype interview
Sofie 25 Skype interview
lda 25 Faceto-face
Victor and Emma 50 and 43 Faceto-face
Oscar 20 Faceto-face
Henrik 31 Emall

Maria 37 E-mail

Steve 46 E-mail

2.4.1.4.2. Tourism industry representatives:

Gaining understanding of how the tourism supplyeshandles the challengeésey may encounter

in their work with destination branding in relation to scresmuced tourism as well as their
thoughts on possible use of merch opinion leaders in the form of online content creatois
relevant to this thesis report as it gives the author an idea of what is being done to attract tourists,
albeit at other destinations tha Northern Ireland. Additionally, it gives the authosight in the

use of what can be considered online content creators in terms of which experiences they have
and what considerations they have made when it comes to choosing online content creators for
collaboration. These insights will help the author gamunderstanding of what a destination such

as Northern Ireland can do to combat possible destination branding challenges through the use of

online opinion leaders.

Two interviews were conducted on the topics of destination branding challenges and modern
2yt AYS 2LAYAZ2Y fSIRSNAKALID . 20K AYGSNBASsa ¢S
experience in the field of destination branding amdth are currently verking for tourism
organisations within this field. The duration of the two interviewkich were recorded ranges

from lasting 00:36:21 to 00:37:44. Both interviews were originally conducted in Danish and later

translatedinto English
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It is important tostressthese two representatives are not from Northern Ireland nor do they work

in or with Northern Ireland. Therefore, when discussing destination branding challenges related to
Game of ThroneBIming locations irNorthern Ireland(Appendix6) the interieweesare not able

to provide answers based on personal experience. However, these representatives have several
years of experience of working in the field of destination branding which makes them able to give
gualified answers and speculations on the ito@’hey provide a point of view on the supply side
regarding destination branding challenges in relation to scr@eliced tourism as well as their

attitude towards the use of online content creators.

Another possible drawback to these interviews is the fact that only two of this kind was
conducted. It can be argued that two interviews are not enough to base a conclysoon(Dunn,
2000: 79) and the author of this thesis report wowltso have preferreé to be able to conduct

more interviews of this kind.

2.4.1.5. Process of the interviews:

Before each interview was conducted the interviewee were asked to make certain decisions;
where would they prefer the interview was conducted and in which language. This was done to
make the interviewees feel more comfortable up to and during the intervielhe comfort and

ease of the interviewees were a factor taken into consideration as this is often something which
can make theinterviewee more inclined to participate actively in the interview and more
communicative (Dunn, 2000: 67; Longhurst, 2003: 1Z28)iswas the reason for giving the
interviewees, both theGame of Throne$ollowers and the representatives from the tourism
industry, the choice of location and language for the interviews, which can be seen some of the
interviewees' choice of being iatviewed in Danish as that made them ma@mfortable (Ritchie

and Lewis, 2003: 166).

2.4.1.6. Data processing:
This sukchapter aims at explaining how the data collected from the conducted qualitative

interviews have been processed and analysed for tiesis report.

A way of processing recorded interviews is throaigimscription(Ritchie and Lewd, 2003: 78 All

the conducted interviewswhich were recordedwere first ranscribed in the languagéhe
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interview was conductedn (Appendix2 and § and was later translated into Englidppendix3
and 6.

As this is a study focusing on motivation and the forming of travel opinions the interest during the
processing of the interviews were not on the words used by the intervienwmaéson the overdl
meaning which could be derived from the interviewees' answers. This means that all the
guotations used in chapter 4. Analystan at times be abbreviated both due to the length of some

of the quotes and to make the opinion expressed in the quote startdlbis important to stress

these abbreviations have been made in a way which does not change the meaning expressed in

the quote.

The data from the interviews were analysed using a eotmling method. For the interviews
conducted withGame of Throne®llowers every time a push motive was detected it was marked
with ared colour, while every time a pull motive was expressed it was marked withecolour.
Whenever the interviewee expressed his or her views on authenticity it was marked witiee
colour and, lastly, when the interviewee talked about things related to the topic of opinion

leadership, it was marked with ari colour.

For the interviews conducted with the two representatives from the tourism industry, the relevant
data detected was also cologoded. Opinions and thoughts on destination branding in relation to
screeninduced tourism was marked withpaurple colour whiletheir opinions on the use of online

content creators as a form of modern opinion leadership was marked wit a colour.

2.4.2. Survey:
Theselfcompletion, or seKkadministered questionnairas they are also called, is characterised by
being answerd by the respondents themselves till the questionnaireampleted (Bryman, 2012:

232). The goal of this type of research can be described as:

Godds (G2 | OldZANBE AYTF2NNIGA2Y | o02dzi GKS OKIF NI C
administerirg a standardized questionnaire, or a survey, to a sample of individgslsL'afferty,

2003: 87).
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It is important to have a clear understanding of the research matter before embarking on the

actual survey. This includes a clear definition of what the aivjes are for the research, what the

158 ljdzSadAazya akKz2dzZz R 6S +ta ¢Sttt Fa GKS NBASIN
population for the survey (McLafferty, 2003: 88). Another important aspect of conducting survey
research is the design amebrding of its questions as they have been shown to have a significant

effect on the answers gathered (McLafferty, 2003: 89).

2.4.2.1. The forming of questions:

Good questions can be defined as the gnekich provide a useful amount of information about
what the researcher is attempting to measuras well as thought put into what could be
anticipated as to how the respondents will interpret the questio@ryman, 2012: 247,

McLafferty, 2003: 89).

A suney guestionnaire can be constructed using two types of questions;-epeied questions

and fixedresponse questions. Opesnded questions are questions that allow participants to
formulate their own responses in their own words, which means they can exphes opinions

on various topics to the fulleswhich ultimately may ensure their true viewpoints are better
represented (Bryman, 2012: 247; McLafferty, 2003: 80). It is not on} the openended
guestions that have its advantages. Fixedsponse quesons can act as a guide for the
respondents and thereby make it easier for théonanswer the questions put forth. Additionally,

the fixed structure of the questions makes the responses easier to analyse as they fall into a
limited set of categories (Bryam, 2012: 247; McLatterty, 2003: 90). The questions formulated for
the survey conducted for this thesis report can be described as a cotidrinaf openended
guestions andfixed-response questions. As a method of investigatihg survey respondents’
motivational factors and opinionghe respondents were asked to guide a rating on a scale
representinga wide range of possible responses anchored by two extreme, opposing positions, as
advisedby McLattery (2003: 91). Thegeestions served as fixagsporse questions with the aim

of providing the author of this thesis report with answgevghich could easily be analysehd fall

into patterns used for the analysis. However, these were not the only questions used to gather

information from the survey respaents. After one or more fixedesponse questions which
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centered on the same topic, an opemded question was added asking if the respondent if he/she

had anything to add to his/her answer to the fixegsponse questiofAppendix7).

This practice oincluding operended questions in a survey fits with the relativist ontology of this
thesis report. By adding opesnded questions throughout the survey where the respondent can
freely express his/her attitudes, preferences or emotions on certain topiestihor ofthis thesis

report shows that she does not presume to know every possible answer to the questions.

2.4.2.2. Sampling of survey respondents:

The survey respondents were located based on one criterion; that they could be characterised as
Flya 27F Ishow@aine df Khibnessslefined bylenkins and Tulloch (2005: 23) in chapter
2.3. Data Collectian

t I NG 2F WSYylAya |yR ¢dzf f 20KQa RSTFAYyAparStfie 2 F |
fandom which is a social, cutal and interpretive community. An example of such a community is
an online fan forum dedicated to that specific fandofirhe survey was posted and-pested

several times on fouGame of Thronefan forum sites to ensure as many responses as possible.

2.4.2.3. Profile of survey respondents:

As it is important to gain understanding of tf@ame of Throne¥F 2 f f 2 6 SNEQ SELISN
motivational factor, so it was with those who can be identifiedz@sne of Thronefans as defined

in chapter 2.3 . Date Celttion. Their opinions and attitude towards various motivational factors

were looked into with a survey questionnaire.

A total of 63Game of Thronefans responded to the survey which was posted on var®asie of
Thronedan sites. Out of the 63 respondena very clear majority of themvere found to be male
and between the ages of 19 and 25. Additionally, a majority ofGaene of Thronefans had
never been to Northern Ireland beforeven though a majority othem want to visit the places
used for the iming of Game of Thronem Northern Ireland. Of the 63 respondents, only 4 have

visited one or more of th&ame of Thronefiming locations in Northern Ireland.
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2.4.2.4. Data processing:

This sukchapterdetailshow the data collected from the conductesirveyhave been processed

and analysed for this thesis report.

As already mentioned the aim of this thesis report is not on garseng the patterns which might

be unearthed in the analysis, but to gain insigimd understanding on the explored topics. Nor
does the author of this thesis report believe there is one definitive answer to what motivates and
attracts Game of Thronefans, which is in accordance to thethar's relativist ontological stand
point, which meansany answer to the problem statement would only serve as one out of
potentially many possible answer€onsequently, the results from the conducted survey are not
presented in percentages in the analysis as those can read as rather definitive stédeimstead,

the results are presented in a more descriptive manner.

2.5. Evaluating qualitative research:

Within qualitative research trustworthiness exists as a criterion for assessing a qualitative study
adzOK a4 GKAA 2y S 2 KrBeof tiusiworfhingss, i criteria Sustibie tae® Q 4
into account (Bryman, 2012: 390392) Of those four, transferability and confirmability is

interesting in relation to this thesis report.

Transferability is interesting as there within qualitative research is often found intensive studies of
smallgroupsor of individuals which share certain characteristics, qualitative findings tend to focus
on contextual uniqueness and significarafethe aspects of the given social world which is being
studied (Bryman, 2012: 392).he research conducted in this thesis report is tied to its author and
her perceptions on the matters investigate@his means another researcher will not be likely to
get the exact same results, therefore, there is little to no transferability which is in accordance to
0KS ldziK2NRa SLIAadSy2t23A0rt adlyoSo

The other criteria, confirmability is concerned with ensuring the researcher can be shown to have
acted in good faith meaningot allowing personal values to sway the conduct of the research and
the findings deriving from it toauch (Bryman, 2012: 392). This must be done while recognizing
that within constructivism and in accordance to this thesis report's ontological stanogplete
objectivity is impossibl€Denzin and Lincoln, 2005: 193; Guba, 1990: 25; Ingemann, 2013: 160
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161). To prove everything was done in good faith and according to good research practices
everything from interview guides, transcrib@&tterviews¢ both original and translated versions
survey questions and results along with audio recordings of the conducted interviews can be

found in the report'sappendix(appendix)to ensure transparency.
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3. Theory

As mentioned earlier, screenduced tourism ismerely considered a niche within the overall
tourism industry but the research conducted in this area is relatively new and by some regarded as
unsubstantial (Connell, 2012: 1007; Hudson and Ritchie, 20066). 2As explaed in the
introduction chapter,this thesis reportwill attempt to answer how a specific destination can
attract tourists to locations used for the filming of small screen productions. This will be done
through an examination of peoples' meations for travel. This chapter is organized ifit@ sub-
OKFLIJGSNBRY az2l0AQFGA2y>Y tdzaK YR tdzZf ¢KS2NRBRI a

and Opinion Leadership.

In the first subchapter Motivation the topic of motivation is explored ahdefined. This sub
chapter also serves as a bridge to the chosen motivation thebtlyis thesis reportthe push and

pull theory and the conceptual approach by Macionis.

The second subhapterPush and Pull Factopsesents and explores the concept aigh and pull
factors and puts it in relation to the topic of screemuced tourism. The theory of push and pull
factors are considered the most suitable motivation the@y this thesis reporbecause it deals
directly with and pinpoints the main elemesntthat motivate a person to travel to a certain
destination which will help the author gain an understanding of what it takes for a destination to

attract tourists.

The third sukchapter deals with the conceptual approach Bhacionis (2004)This conceptula
approach is based on the theory of push and pull factors and have been created as a tool meant to
aid researchers in their understanding of screeduced tourists' motivation. It is also this

purpose the approach will serve tiis thesis report

In the fourth subchapter, the topic of destination branding is defined and explored with an
emphasis on its challenges connected to scragmhuced tourism This topic is included to provide
the point of view of the supply side of the tourism industry andetglore the challenges the
tourism industry encounters when it comes to fulfilling tourists' expectations in the realm of

screeninduced tourism.
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In the fifth and final sukchapter Opinion Leadershighe concept of opinion leaders is presented
along with adiscussion of the emergence of social media and how this can be argued to have
changed the spheres in which the opinion leaders operate and how this presents companies and
tourist agencies with neyossibilities. The topic of opinion leaders is exploredagrossible way

to overcome the destination branding challenges discussed in the previous chapter as a way of

attracting tourists.

3.1. Motivation:

In the following chapter, the topic of travel motivation will be explored and defined, additionally
this chapter will act as a bridge to the theory of push and pull as definedlysal and Jurowski
(1994) and Dann (1977; 198B8ince motivation is the driving force behind the topidhis thesis
report it needs a proper definition. Defining the concept of mation proved not to be a
straightforward task due to the multisided nature of motivation as a concept ranging from
al &af 26 Qa | Ne&dblJSohlfiidad etAlf 2008: 122), thaomie and Egd&Enhancement
(Dann, 1981) anthe Optimal Arousarlheory (IseAhola, 1982).

Human needs are considered the basis of all modern marketing and in order for a company to
understand their consumetheeds they must understand what motivates th¢8chiffman et al.,

2008: 103). Schiffman et al. (2008: 105) ssativation as a driving force which stems from a
tension created within individuals as a result of unfulfiled needs which people strive both
consciously and subconsciously to reduce by engaging in activities they believe will relieve them of

this tension Murray (2@6: 140; In Snepenger et al.) defimastivation as;

gl 8 YFIMFISNY K FILrOG2NI GKIFG | NPdza Sas aldhg NS O
with further stating that;d wl Y2 0A @S8 Aa y20 20aSNWWSR RANBO
simf @ | aadzYSR G2 SEA&AG Ay 2NRSNI G2 SELXIFAY KAaAa

This is backed up @rompton and McKay (1997: 42¥ho view motivation as a dynamic process

of internal psychological factors, such as needs and wants, which in turn generate a state of
disequilibrim within individuals. Hsu et al. (2010: 2849 on describing motivation as a stimulus

that a given situation gives to an individual for its expected desirable or undesirable incentives
GKFEG OFrYS a | O2yaSldzsSyO0S 2 ¥ haidnindviddaybaseshisR dzl

or her behaviour for the expectecksults. Pizam et al. (1979: 19ate that within the realm of
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tourism the motive for travelling should be understood as a combination of needs and attitudes
which predisposes a person to anta touristic goatlirected way. What all these definitions have
in common is the belief that motivation is a prerequisite step to action and subsequent travel, in

the instance otourism (Hsu et al., 2010: 284).

The theory of push and pull factors iseeant to this thesis report because it deals with the
guestion of what makes an individual want to travel to a certain destination as opposed to
another. Additionally, push and pull factors pinpoint the exact elements which are found to be
motivational fadors. In the context of screemduced tourism and this thesis report, the push and
pull theory will help the author gain understanding of what intrinsic and extrinsic motivations

could make the individual tourist travel to a destination used as a filfoication.

Ly G(GKA&a GKS&aAa NBLR2NII (GKS O2y OSLJidzl £ | LILINE I ¢
the FlmL Yy RdzZOSR ¢2dzZNRAAYQ gAff 06S dzaSR Fa +y |yl fe&
thesis report's author to gaionderstanding of the interviewees as potential consumers of sereen
induced tourism and their desired consumer experiences. How it will be used and what it entails

will be discussed in detail later in sehapter3.3® al OA2yAaQ /2y OSLIidz £ ! L

3.2. Pué and Pull Factors

The aswer to the question 'why do people travel' is one that has proven itself difficult to give due
to the individual nature of peoples' motivations and needstfavelling (Dann, 1981: 189). the
following chapter, the theory behid the push and pull factors will be presented along with the

conceptual approach created by Macionis (2004).

According to Dann (1977: 188y c 0 2y S 46l & 2F SEFYAYyAy3a LIS2L¥ S
using the push and pull theory. The concepttusitheory incorporates the notion that

GLIS2LIX S GNI 9St 0SOldzaS GKS& INB LJzZKSR Ayd2
SEGSNY It F2NOS&a 27T (UysaSndRBawski 10940844.y | G G NA o6 dzii S &
Push factors are characterized by being the intrinsic and intangible motivations which might

prompt one to travel to a specifidestination (Bowen and Clark, 2009: 92; Dann, 1981: 191,
Seebaluck et al., 2015: 203; Uysal and Jurowski, 1994: 844). Pusis factode motivations and
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relaxation or nostalgia (Dann, 1977: 186; Dann, 1981: 191).

Pull factors, in turn, are defined as the extrinsic and tangible motivation&ri&evhich become
apparent to the tourist as a result of the attractiveness alestination (Dann, 1977: 186; Dann,
1981: 191; Uysal and Jurowski, 1994: 844). Pull factors include the tangible resources of a
destination such as beaches (Dann, 1977: 186aland Jurowski, 1994: 844).

It is easy to get the idea that push and pull factors are motivational factors which occur at two
different points in time due to the two facto€xlefinitions, but accordingo Bowen and Clark
(2009: 92) and Heitmann (20103)3ush and pull factors work together and should therefore not
be understood insolation. Heitmann (2010: 33), howeydollows up on this notion by stating
that the push factors are the dominant factor of the two since push factors have the potehtial

directing tourists to certain destination as opposed to others.

When considering push and pull factors in relation to scrieeluced tourism Riley and Van Doren

(1992: 270) statehat big screen productions function as an effective type of communicabaoa

big market segment, such as the market for potential tourists, in which both big and small screen
LINE RdzOGA2ya 0S0O2YS WLz £t Q FFOG2NB 6FGAONI OlAzy
screen productions have the potential of funatiog as advertisement for the destination used as
filming locations (Riley and Van Doren, 1992: 270). By watchémigus screen productions the
viewers are able to see what certain destinations can offer in terms of experiences and sights
without having 2 ¢ G OK Fye& | OlGdzaf O2YYSNOAIFIfasx gKAOK
locations function as a type of product placement for the gidestination (Connell, 2005: 764;

Riley and Van Doren, 1992: 270). This esayptmakes every screen production wer a

potential screeAnduced tourist.

To sum up, push and pull factors are the intangible and intrinsic and the tangible and extrinsic
motivational factors which has the potential of pushing and pulling tourists to choose a certain
destination as opposedo another. Any screen production can be an effective way of
communicating what certain destinations can offer to an almost unlimited amount of potential

tourists.
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and pull factors, these factors will be considered in the analysis in connection with the interviews

and survey answers.

odo®d al OA2Y Appreach 2y OS LJG dzl £ !

In her article describing her conceptual approankntioned in3.1. Motivation, Macionis (2004)
refers to screeAnduced tourism by using the term fikmduced tourism. For the sake of the
continuity of this thesis report, the term applied in this repavill be that of screeAnduced
tourism, even though Macionis preferred the other term to desctitbe phenomenon of tourism
induced by various screen productiongacionis (2004) created a conceptual approach which is
based on the push and pull theory of motivation and aids in the understanding of the potential
and actual motivations of scrednduced tourists. Macionis (2004: 86¢haracterises the
experiences screeimduced tourists have as being highly personalised and unique which opens up
for the possibility of many and diverse motivational factors which drives people to become screen

induced toursts.

Increasing interest in film

Serendipitous Film Tourist General Film Tourist Specific Film Tourist
A those who just haA those who are not s pTEhose\ho actively sgek dut a
in a destination portrayed in a film to a film location but who participate placesthat they have seen fitm

in film tourism activities while at a destination

Motivations include: Motivations include: Motivations include:
A social interac A escape A eeghancement
A elyv A novelty A saetdalfsation
A education A pilgrimage
A nostalgia A sdetity
A vicarious exper
A fantasy
A status/prestiage
A romance
A nostalgia

Increasing selfactualisation motivations

Decreasing importance of authenticity

Increasing importance of Push Factors

(Macionis, 2004: 95)
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Place, Performance and Personality as motivational pull factors and how these different types of

motivations can affect travddehaviour(Macionis, 2004: 87).

Table 1: Push and Pull Mativation in Film Induced Tourism Pull Factors (Film) Push Factors
(Internal Drive)

Place Personality Performance Ego enhancement
Status/Prestige
Fantasy/Escape
Vicarious

Location attributes Cast Plot Experience

Scenery Characters Theme Search for self

Landscapes Celebrity (stars) Genre identity

Weather

Cultural origin

Social origin

Activity origin
(Macionis, 2004: 90)

For the conceptual approach, Macionis (2004: 87) created a continuum wénges from the
serendipitous screeinduced tourists- those who just happen to be in a destination used as a
filming location more or less by accident and who often do not participate in the role as screen
induced tourists; to the general screeinducedtourists - tourists who does not find themselves
particularly drawn to destinations used as filming locations, but they do participate in the role as
screeninduced tourists while at the locationsand finishes off with the specific scre@rduced
tourisi & 6K2 | OGA@Ste asSS| 2dzi RSadAylrdAz2ya dzaSR
continuum it will make it possible for thauthor of this thesis reporto compare what it is that
motivates the different types of screanduced tourists andwvhat it is that ultimately attracts

these tourists to destinations used as filming locations, such as those in Northern Ireland used for

the filming ofGame of Thrones

¢tKS O2yliAydzzy &adzZaSada GKIFIG + IAGSY @teNRA &l Q
tourist becomes more a specifically motivated scréeeuced tourist. It can be argued that this
increase in interest of screen productions corresponds with the notion of followers and fans as

defined byJenkins and Tulloch (2005: 2@8hich were pesented in chapter 2.3. Data Collection.

As mentioned earlier, Macionis operates with the three motivatiopall factors of Place,
Performance andPersonality. Places defined as a possible pull factor to screeduced tourists

which refers to any attributes connected to destinations used as filming locations such as scenery
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and landscapes, which are easily identifiable and evokes certain emotional responses in the
viewers of a given screeproduction (Couldry, 1998: 97; Macionis, 2004: 90; Busby and Klug,
2001: 322). The emotional responses tioairists might experience when visiting scresestated

locations are found to stem from an anticipation of experiencing b@ng part of the screen
production which used the location in question. The visitors may even need clear confirmation
that they are in fact at the place where their favourite scrdeiNP RdzOG A 2y WK I LILISY
1998: 97; Herbert, 2001: 314). For the sjfie screerAnduced tourists, it is about getting so
absorbed in the experience that they feel it would be entirely plausible if the main character of the

given screen production walked up to them (Herbert, 2001: 314).

As a pull factgrPerformanceefers to the storyline, plot or any thematic content of a given screen
performance (Hudson and Ritchie, 2006b: 257; Macionis, 2004: 91). Such a pull factor might
induce travel in order to fulfill a need of escape through the experiences offered at destinations
used as filming locations (Dann, 1977: 186; Dann, 1981: 191). As Macionis (200&ateXx]) s
people may make strong connections with the performance aspects of a given screen production
and they therefore become determined to visit these locations andtpeinselves in the physical
place that acted as the thematic backdrop of their favourite screen production. In the case of
NELISIFGSR GASsAy3aT (GKS OGASsSNDA SELR&dNNB G2
viewer's familiarity and attachment to thecreen production which may in turn increase the
desire to visit the filmindocations (Hudson and Ritchie, 2006b: 25&hen it comes to small
screen productions, such &ame of Throneshe viewer often watches a whole season worth of
episodes which nmemns that by the end of the season in question, the viewer has watched several
hours of storyline which often exceeds the durations of big screen productions by many hours. For
Game of Thronesach season, as of season 6, has comgisif 10 episodes whichach havea
duration of approximately an hour. This means a viewer who has followed the show from the
beginning has watched approximately 60 hours of storyline by the end of season 6 ¢|@&he

of Thrones)Therefore it can beargued that even though person only watches each episode and
subsequent season one time, that person will end up having watched so many hours of the
television production to increase the familiarity and attachment to a level well above that which

could be achieved by having watththe same big screen production several times.
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factor refers to both the tourist's favourite characters of a given screen production or their
favourite acta or actress (Macionis, 2004: 92)his pull factor is closely connected to the allure of
Hollywood andaccording to Till and Shimp (1998: 68) teelings people have towards a celebrity

can be transferred to any brand through endorsement and associafiba.author of this thesis

report argues that if peoples' feelings towards a celebrity can be transferred to whatever brand
the celebrity endorses, then the same feelings can also be transferred to destinations used as

filming locations in screen productis if they carry an associatiavith the celebrity in question

Accordingto Cohen (1988: 373) and Hannam and Knox (2010: 149) autlenticity, which is
defined by MacCannell (1973: 594) as a tourist's desire to experience the real life of the visited
destination, is considered a key motivational factor for tourists. According to Macionis (2004: 92),
however, autkenticity takes an unfamiliar fon in relation to screefinduced tourismas the
importance of the authenticity of a screeelated location dearases as the tourist moves from
being a serendipitous, to a general and, finally, a specific sdrekited tourist. Rality and
artifice are often mixedn order to give visitors the besixperience possible (Couldry, 1998: 97).
This suggests that in re¢ian to screeninduced tourismauthenticity is something which is highly
negotiable and closely related to the individual scréeduced tourist's expectations to a certain

destination used as a filming location.

Screeninduced tourists, especially thosehe can be characterised as specific screetuced
tourists, often wish to visit locations and get the chance to live out their fantasies. This means,
they want to see the locations as portrayed in the screen production in questions which may ruin
the authenticity of the destination. This can be discussed to have happened in Matamata, New
%SEFflFyYyR 6KAOK g1 & dza SR R dziik oA of Rikdrilogywhevelayed 2 F
scale model of Hobbiton has been built after the film trilogy's conclusion for the joy ofwfaas
wants to experience Middk&arth (Carl et al., 2007: 523 pecific screeinduced tourists could
therefore be said to accept, and at timeven expect, a hypeeal experience in which the lines
between model or other type of visual representation of a screen production and reality becomes
blurred, which ultimately means that authenticity becomes a subjecéxperience (Herbert,
2001: 317)
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Push factors, also referred to as internal drivers by Macionis (2004: 94), such-ashegaement,

fantasy or escape and statbé @ ©6S F2dzyR G2 o6S Of2asSte NBfI
continuum (200495), the push factors increase their importance as the tourist goes from being
serendipitous, to general and on to the specific scraetuced tourist. Macionis (2004: 95) goes

on to stress that it is at the specific scremauced tourist, located at the end of the continuum,

that the push faabrs are at their most significant when it comes to fulfilling -seffualisation

types of motivations.

¢2 &adzY dzLJz al OA2yAaQ O2yOSLIidz- £ F LILINRBI OK A&
wishing to understand screeinduced tourists' travel motiations. The approach makes a
distinction between three concepts; place, performance and personality as potential motivational
pull factors. These distinctions are not featured in the conceptual approach but they have been
included in this thesis report @uto their specific relation to motivational factors for screen

induced tourists.

. @ dzaAy3a (GKS Y2RSt al OA2yAa ONBIFIISR T2N GKAa
going on screefinduced tourism will be examined based on the push and fpatbrs which can

be detected through the conducted interviews amairveys.Additionally, by using Macionis'
model, the author of this thesis report will not only be able to determine which level of
involvement the given interviewee can be expected to mplhying at a given destination used as

a filming location based on the detected push and pull factors. It will also enable the author to test
if there indeed is a connection between the decrease in importance of authenticity as the level of
the individud screeninduced tourist's involvement in the role as an active screg®wluced tourist

increases.
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3.4.Destination Branding

As mentioned earlier, the study of travel motivation is the study of why a tourist chooses one
destination over another, or in other words; what is in demand among tourists? It is up to the
suppliers such as the tourist agencies a&stination marketing manizations, hereafter referred

to as DMOsto communicate what their specific destination offers in terms of unique experiences
to answer their potential customers' intrinsic arektrinsic needs. This is where destination
branding comes into the picturand what makes it relevant tithis thesis reportIt will provide the

view of the supply side i.e. tourism industry and mainly focus on the challenges connected with
destination branding along with how it can influence tourists' behaviour which will beaexztad

to the concept of opinion leaders as explained in the followingchdpter.

Brands, including destinations, have been found to have social, emotional and identity value to its
consumers (Morgan et al., 2003: 286) and the most widely acceptedititaiiof branding is one

put forth by Aaker (Aaker in Blain et al., 2005: 329) wiatest that the primary role of a brand is:

"To identify the goods or services of either one seller or a group of sellers, and to differentiate
those goods or service froll2 &S O2 YLISGA G2 NBR £ ®

However, this definition does not address the experience element which is extremely relevant in
relation to tourism. This element along with the concepts of identifying and differentiating which
can be considered the core of brandinginsluded in a definition by Ritchie and Ritchie which

makes it suitable for the purpose tifis thesis report

"A name, symbol, logo, word make or other graphic that both identifies and differentiates the
destination; furthermore, it conveys the promiseaahemorable travel experience that is uniquely
associated with the destination; it also serves to consolidate and reinforce the recollection of

pleasurable memories of the destinatierperience'(Ritchie and Ritchie in Blain et al., 2005: 329).

Even thogh brands and destinations are put side to side in many definitions of destination
branding it is important to remember that a destination should not be regarded as a product
(Morgan et al., 2003: 287), and there is one big difference between the twadhgany creating

marketing campaigns for a brand are often found to be the owner of said brand which allows them

a lot of freedom when dealing with the brand. A tourist agency or a DMO does not own the given
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destination they are trying to brand and makerattive to tourists (Morgan et al., 2003: 288he
destination might be situated in sovereign states or in territories governed by competing interests
and politicalor socialagendaswhich may cause conflict within theommunity (Morgan et al.,
2003: 286 Pike, 2005: 258)lins, 2002: 17). This creates certain demands for those who are trying
to brand the destination because their marketing material has to fit into the context of the wider
global sociepolitical system which might not leave much room foeking the Northern Irish

country side and its historical buildings into a small copy of Westeros (Morgan et al., 2003: 286).

Another problematic factor connected to destination branding is ignorance (Olins, 2002: 24). This
ignorance is believed to stemoin the fact that most people, including business people possess a
very limited amount of knowledge regarding the history of the country or more specific area in
which they are born (Olins, 2002: 24ome of the locations used in Northern Ireland for the
flming ofGame of ThroneR2 y 20 2yt & aK2g0lFIasS a2YS 2F GKS
showcases what to some people, political parties or organisations are considered historical
heritage in the form of castles amdins (Ireland; Smith, 201670 thesepeople and organisations,
emotions and heritagean be tied tothese castles and ruins and the prospect of seeing these
places used actively in tourism promotion and perhaps even decorated with set piecesafro
small screen production mightrovoke conflict in the communitfOlins, 2002: 24Kotler and

Gertner, 2002: 48).

In the case of Northern Ireland ar@@iame of Thronean extra potential problem presents itself; a

lot of the filming locations used in the filming Game of Thronemay be locaéd in Northern

Ireland, but Northern Ireland does not own the rights@Game of Throned he rights toGame of
Thronesare owned bythe American televisiometwork HBO (Fleming, 2007) whiateans that
Northern Ireland might not be able to create the visuaepresentation, such as castle banners
carrying the crest of the House connected to the given location, at the actual filming locations as
suggested by Couldry (1998: 97), Macionis (2004: 90) and Busby and Klug (2001: 322) are highly

appreciated by touris visiting these locations.

Destination branding can be regarded as a method of influencing tourist behaviourabut
mentioned there may be certain circumstances which prevent tourist agencieBMOsfrom

branding a given destination as they wish to. However, it is not only by using official marketing
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methods that touists' behaviour can be influencedstudies in destination image and post
consumption have shown that the intentions of visiting and r&ting a destinationare highly

affected by the spreading of a positive westmouth which is a practice defined as:

G Ly ¥ 2 N -té-gersonISomEnihigation between a perceived noncommercial communicator

and a receiver regarding a brand, a productcaganization or & S NJJQu@Sag, 2011: 468).

This definition of worebf-mouth fits well with the traditional definition of opinion leadership

which will be presented in the next sudhapter. It does, however, by its wording eliminate the use

on onine media to help counteract the above mentioned challenges connected to destination
branding. With slight changes to the definition of wesimouth which could be an expansion on

what types of communications can be regarded as 'petteeperson’ so thatit includes online
O2YYdzyAOFGA2yd ¢KA& OFYy 6S R2yS o6& aualiaiay3a O
noncommercial communicator' by questioning its possible inclusion of bloggers, people with a

YouTube channel or an Instagram account.

To sum upa brand is more than its name and accompanying logo; a brand as well as a destination
carries social, emotional and identity value to its customers. There are several challenges
connected with destination branding which vary depending on the specificrdd®tn. Connected

to Northern Ireland and the locations which have been used as filming locationSdre of
Thronesthese challenges are especially founded in the fact that Northern Ireland does not own
the rightsto Game of ThronesThis means it is vedimited what Northern Ireland can do in terms

of visual representation of the give television production at the specific locations. Destination
branding is also regarded as a way of influencing tourist behaviour but it is not only by using
official markeing methods that tourists' behaviour can be influenced. Here, wafrchouth plays

a central role but the traditional definition of wordf-mouth needs to be updated as to include
online communication and thereby include online content creators in the tfancof opinion

leaders, a topic which is explored in the following iapter.
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3.5. Opinion Leadership

In the following chapter, the concept of opinion leaders will be explored as well the emergence of
social media and how this technological advancement have added another dimension to the
spheres which opinion leaders were traditionally considered to roanThe concept of opinion

leaders is relevanto this thesis repordo SOl dzaS A0 OSYGSNBR 2y (KS y2
opinions and choices which has the chance of affecting their perceived motivationalsfactd

can be regarded as a possible santto the above discussed challenges which can arise with

destination branding in the realm of scre@rduced tourism.

For decades, it has been clear within social science research that there in any type of community
or group, is a group of people or agle individual which others look to in certain matteéoshelp

them form opinions and ke decisions (Weiman et al., 2007: 173). These people can be referred

G2 a4 W2LIAYA2Y fSFRSNBQ 2N WAYTFEdzSYdAlt &dQ 62 &

Lazarsfeld (in Weimann et al., 2007: 174) deGpa@ion leaders as:

"... leadership at its simplest: it is casually exercised, sometimes unwitting and unbeknown, within
the smallest groupings of friends, family members, and neighbors. It is not Iegdersthe high
level of Churchill, nor of local politico; it is the almost invisible, certainly inconspicuous form of

leadership at the perseto-person level of ordinary, intimate, informal, everyday contact".

There is, however, a problem with callingStd S A Y RA @A Rdzl £ & Woehlatyan® y £ S
[FTFNBEFSER omMpppY oHO YR 2SAYLYY oOomMbdnY TMmMO
Opinion leaders are not described as authoritative, charismatic or leading figures in their
respective communiéis but are rather seen as experts among their peers who can offer advice on
certain subjects (Weimann, 1994: 71). Therebore 1 KS GSNY UAY FE dzSYy Al € &c¢
G2 RSAONROGS (KS&aS AYRAQDGARIzZ f 24X o0dzi id#&Ssodab NY U
science literature and will therefore also be usedhiis thesis report.

Studies have shown that opinion leaders are not people who possess a unique trait which makes
them more equipped in influencingKtS A NJ LIS S NE Q 2 L{KayzAL95Y: $8). iAkybody 2 ( K
can be an opinion leader within the different communities they are a part of in their daily lives;

they are found at every social level, in both sexes, in all professage groups and socielasses

(Katz, 1957: 68; Weimann et aRP07: 176). But an especially important aspect of opinion
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leadership is the matter of intelligence. Thesedividuals are not charactees by being
intellectual superior to their peers as a big intelligence gap between the opinion leader and his or
her peers would serve as a barrier between them, rather than promoting petoiiluence
(Weimann, 1994: 7273). This suggests people are more likely to name people who they feel
intellectually comparable with as those who influence their opinions becausedah up of
possible similarities in considerations, interests, values and evaluations (Weimann et al., 2007:
176; Weimann, 1994: 7Z3). In relation to intelligence it is important to stress that there is a big
difference betweerbeing intelligent and beig knowledgeable about a certain topic since it largely

is the more or less specified knowledge that ultimately gives these individuals their positions of

opinion leaders in a community.

Who or what influences the opinion leaders so they in turn can inffeethe opinions of their
peers has been shown to be the mass media, such as television, magazines, radio and the internet
(Katz, 1957: 6364; Weimann, 1994: 91). This flow of opinions is referred to as thestep flow

of communication (Katz, 1957: 79hetwo-step flow communication makes the theory of opinion
leaders interesting in relation tthis thesis reportbecause it suggests that a tourist agency, for
instance one in Northern Ireland, by affecting the opinions of these specific individuals has a
chance of affecting the opinion of their peers and thereby reach a large group of people. Studies
have found thatpersonal influence has a greater chance of actually being influential enough to
make people change their minds and opinions on certain matters as opposed to the mass media
(Katz, 1957: 72; Weimann, 1994: 91). This is especially found to be true whemnei$ to various
customer decisions as the opinions of people in our social circles are perceived as more
trustworthy since they do not try to make money off our decisions, unlike the various companies

which actively try to sell their products (Katz, 195Z; Weimann, 1994: 91).

¢CKS (SN W2LIAYA2Y fSIFIRSNBQ gFa FANRG AydNRRdzC
not exist and back then, these individuals were mainly considered to influence the opinions of
people in their social circle, famitgembers and acquaintances (Katz and Lazarsfeld, 19982332
Weimann, 1994: 79). Todakowever, withthe emergence of social media it can be argued that it

makes it possible for these individusito influence a larger group of people without actually
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knowing them and without bing in direct contact to themSocialmedia is by Xiang and Gretzel
(2010: 180) defineds;

"Internet-based applications that carry consunmgegnerated content which encompasses media
impressions created by consumers, typically ingmnby relevant experience, and archived or

shared online for easy access by other impressionable consumers".

This can be applications such as BloyouTube channels, fan forunisstagram accounts and
Facebook (Xiang and Gretzel, 20180; Hanna et al.2011: 2; Romero et al., 2011: 18}his
definition opens up for the possibility of a clash with the traditional theory of opinion leaders since
it stresses that the transfer of opinions happens through petsBperson everyday contact which
social media,to a large exnt, by definition eliminates. However, to marthese online
communities are real because théselreal along with them experiencing a lot of the same things
in their interaction with other people in these online communities as they do etthaditional
personto-person interaction (Thurlow et al., 2004: 111k can be argud, that with all the
technological advances which have happened over the feagtdecades the worldhas become
flatter (Xiang and Gretzel, 2010: 178)is now possible for an American to have a discussion on a
topic he is passionate about with a person from Peru and to, through this interaction, influence
that person to make another choice in his life than he would if the interaction had never

happened

The internet is filled with blogs and it is getting increabimgore common to make a living of
having a YouTube channel with a more or less specific focus, such asimakéooks Today,

being a consumer is more than being a passive recipient ddinemarketing processes. The
consumers of today have been found to take an still increasingly active rtile kreation of the
products theybuy in the sense that we create and share information and make subsequent
recommendations (Hanna et al., 201%:2]1 Xiang and Gretzel, 2010: 1,7/Romero et al., 2011: 18).

This active role played by consumers challenges the established marke#iogces (Xiang and
Gretzel, 2010: 180) but also presents companies with marketing possibilities which are already
practiced on, for instance, YouTube and Instagram; by embracing those individuals online who has
a lot of followers o subscribers and making theunofficial ambassadors for certain products by

sending them samples in exchange for an honest review on tloeif0be channel or Instagram
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account. As mentioned above, if a tourist agency can affect the opinions of these specific
individuals which operate on social media platforms then they have the possibility of reaching an

incomprehensible amount of people and atatedby Milano et al. (2011: 473);

GLIS2LIE S AY yYSU062N]l SR YIFIN]SGa KFEZS FAIdzZNBR 2 dz

from one another than from vendors".

A sentiment which echoes the notion presented earlier which stated that we, asicwnrs, are
more inclined to believe recommendations from people in our network than what is advertised to
us in a classicommercial (Katz, 1957: 72; Weimann, 1994: 913eAtiment, which could prove
valuable to a Northern Irish tourist agency with aneirgst of attracting more tourists to locations
dzZa SR Ay GKS TAf YGayediTAréned. . hQa KAG ASNRASA

To sum up, opinion leadership is not some unique trait which only a handful of people possess;
everybody has the possibility of influencing peoples' opinions and thereby become an opinion
leader. One of the most important traits an opinion leader can hiavwe be knowledgeable; be an
expert on a specific topic. It is important not to confuse being knowledgeable with being
intelligent as a big intelligence gap does not promote influence but rather servers as a barrier
between people. Studies have found thpersonal influence has a greater chance of being
influential enough to make people change their minds on certain matters. This has especially been
found to be true when it comes to customer decisions as we, as customers, tend to deem people
within our socal circle more trustworthy than commercials and various companies. This notion is
something tourist agencies in Northern Ireland can take advantage of by embracing various social

media personalities and making them unofficial ambassadors.

The concept obpinion leaders and the emergence of social media is a relevant combination in
this thesis report because the author wishes to examine in the analysis if various online content
creator can serve amodern opinion leaders and make people consider or recdesivisiting
Northern Ireland and it&Same of Throneflming locations. The above mentioned combination is
also interesting when viewed in connection to some of the challenges which can arise when

dealing with destination branding.
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3.6. TheoreticaFramework
The connections between the above discussed theories have been schematised in the following
model in order to illustrate how the theories are connected and to give the reader the overall idea

behind this thesis report.

Screeninduced tourism

Destination Branding

Push and Pull Factor EEESESESSESEEEEENG  Opinion Leadership

%

Source: Own design, 2017

Motivation and Destination Brandiraye both directly connected tocg&eninduced tourism since

the two topics can give possible answers to what can motivate tourists to go to a certain
destination and the branding of destinations with a specific focus. Destination Branding is directly
connected to Motivation as it dealsith how a tourism organisation through branding can
motivate tourists to pick one destination over another. There exists a double connection between
topics of Destination Branding and Opinion Leadershiphis thesis reportas the possibility of
using opmion leaders in destination branding, but also more specifically; whether or not these
individuals can be used as a tool to overcome destination branding challenges within the realm of
screeninduced tourism At the opposite side of the theoretical framework, Push and Pull Factors
can be found under Motivation because the theory of push and pull is the chosen motivation
theory for this thesis report as it directly deals with and pinpoints the main elementsibévate

a person to travel to a certain destination i.e. which extrinsic and intrinsic needs attract them to a

certain destination. Additionally, Push and Pull Factors are closely connected to Macionis'
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connections between the topic of Push and Pull Factors and Opinion Leadership can be found in
2LIAYA2Y fSFRSNEQ Ll2aarofsS KStLI Ay ONBFGAy3a 21
as well as the notin that opinion leaders can arise from push and pull factors in the sense that
people show or tell about different aspects of a destination which other people listens to. The last
connection, going from Screenduced tourism to Motivation is largely whttis thesis reporis

aiming at investigating; the attraction of a destination with a relation to screeiiced tourism

and in order to do this, the other displayed theories are essential as they all serve as a piece of the

puzzle.
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4. Analysis

This chapter presents thendysis findings of the collected data and gives possible answers to the

problem statement

G4l 26 OFYy | RSAGAYIGAZY BADK2 5 END 2 NJ RSBy & NBT |

Game of Thrones to the numeroNsrthern Irish filming locations used in saidshdéw?

Each sukchapter will be concluded by fallowing sub-conclusion drawn from the main findings

presented in the subsequent swdihapter.

The first subchapter is divided into three sections; the firgaling with the push factors déame

of Thronesfollowers and fans followed by the second, which deals with the pull factors of
followers and fans. The third and final section of the first-sbbpter explores theGame of
Thrones followers and fans attitud towards authenticity. All three sections are done in

accordance to Macionis' (2004) conceptual approach.

The second subhapter is divided into two main sections, the first dealing with destination
branding challenges in relation to scregmuced toursm from the point of view of two
representatives from the tourism industry. The second section is dealing with modern opinion
leadership in terms of howeame of Throne®ollowers and fans form travel opinions and their
attitude towards online content creators. After detailing the views on modern opinion leadership
from the demand side, the same topic will be explored from the view point of the supply side in an

attempt to explore possible correlations in attitudes between the three groups.
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4. 1. Push and pull factors and attitude towards authenticity of Game of Thrones
followers and fans:

As mentioned, this chapter is divided into three sections each dealing thest@bipush factors,

pull factors and attitude towards authenticity of bothame of Throne®llowers and fans. This
sub-chapter helps in providing a possible answer the problem statement as it provides the author
with an understanding of which motivation&ctors are the most important to th&ame of
Thronesfollowers and fans when picking their final travel destination. The findings presented in
this chapter are derived from eight interviews conducted with nine people who can be identified
asGame of Throesfollowers and from aurvey with 63 respondents conducted saveral Game

of Thronedan sites by people who can be identified@ame of Thronefans

4.1.1. The push factors of Game of Thrones followers and fans:
Push factors are the intrinsic andamgible motivations which may prompt a person to travel to a
specific destination over anotheithe andysis of the following push factors will be divided into

sectionswhich each deal h its own specific push factor.

4.1.1.1. Social interaction:

The firstgroup of push factors detected in the data is the need for social interaction and sharing
your experiences with other people.he reasons for wanting this can be many like the wish to
share experiences and create memories with other people. Antloe@Game of Throne®llowers

it was found that the chance for social interaction carries a considerable weight. It was found that
the inclination to share experiences can at times outweigh one's own interest, or lack thereof,
since the want to contributdo close friends' or family's positive travel experiences and create
memories can be strong as expressed by Oscar (Appendix 2, Interview 2, Oscar: Q8) and Ida
(Appendix, Interview 3, Ida: Q6.2.1.2).

Social interaction was also found to carry weight am@agne of Thronefans as the majority of
them were divided evenly between beisgpmewhat likelyand likely to be motivated to travel by
this factor while astrong minority of the fans was evenly divided betwewst applicableand not
likely (Appendix 8). Bwever, this factor cannot truly be considered a strong motivational factor

among the fans as very few of them consideredeiy likelyto be so but whether or not it means
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less to the fans and the followers are difficult to say as there are no cleangmduggesting this
(Appendix 8).

4.1.1.2. Escape:

The secondjroup of push factors, Escape, serves as a strong motivational factor among both the
Game of Throne®llowers and fans. This can be seen among®ane of Throne®llowers for
instance by Henrik's family's want to just have a classic summer vacation (Appendix 3, Interview 8,
Henrik: Q2) and Sofie's (Appendix 3, Interview5, Sofie: Q A2) hope of being pleasantly surprised
when exploring a destination without knowinghat to expect. Anna too found on a trip to
Scotland this break from her everyday life due to the magical and fairlkalefeeling she
experienced having while visiting the country which ultimately made her fall in love with the place
(Appendix 3, Interew 4, Anna: Q2). Feeling drawn into something out of the ordinary can be
considered to be a big part of what it means to want escape from one's everyday life and

destination with ties to both big and small screen productions can do that as:

& l[alscreerproduction]gives the viewers and fans the possibility of getting the feeling of going to
GKFEG 62NIR® 1 fyz2ad A1 Gppbriios, Inlaryled 6, AMria:25.8). T y il

As mentioned, the need for an escape from one's everyday life isaads@ng motivational factor
among the fans. This is made evident by the data stating that a definite majority of the
respondents found ivery importantto experience the sense of escaping into another world as
well as to achieve the sense of adventureiethis very similar to the wish for escape voiced by the
followers (Appendix 8). To further sentiment the importanof the mentioned push factpzero

and a clear minority of the respondents considered gaining these types of experi@oces

applicableand not important at all(Appendix 8).

4.1.1.3. Education:

Education ortheg  y i (2 ONRIRSY 2ySQa YAYR A& Of2aSt
something new which is something that can often be sought after as man is a curious creature.
Education is the first push factor where ti@ame of Thronegollowers and fans dispjaa
difference in opinions betweethem. Among the fans, a majority of them considered themselves

not likelyto be motivated by education and even though this majority is slim it is backed up by the

minority of them thinking itvery likelyto be motivated bythis factor ultimately making education
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a weak motivational factor among fans (Appendix 8). However, education was considered a more
important factor among th&same of Thronefllowers. The search for knowledge and new inputs
can be a great motivationdhctor as you through travelling can gain new cultural perspectives on

the world you live in as Sofie illustrates here:

GoddOd L FAYR Al NBrftte SyNAROKSaz yz2i 2yfeée Y
cultures"(Appendix 8, Interview 5, Sef Q1).

The wish to gain new knowledge about the world, especially about the specific places you visit as a
tourist, can to some be the whole reason for going in the first place. In the case of scdemed
tourism there can be a wish to know wha speific placewaschosen over another and to know

the histoly of the original place which armportant aspects of travelling to both Emma and Victor
(Appendix 3, Interview 1, Emma and Victor: Q Al). The wish of learning about the original place
can be regardd as a step away from scre@rmduced tourism as it centers on the notion of
achieving an authentic experience, which by Macionis (2004: 92) is often found to be of little
matter to specific screeinduced tourists, which be its definition most likely vi# a fan of the

specific screen production.

4.1.1.4. Nostalgia:

Nostalgia, the sentimentality for the past, can be regarded as a significant motivational factor in
the realm of screefinduced tourism as screen productions have the ability of leavingteadas
impression on its viewers and the want to relive a positive memory can be a strong factor which
can draw tourists to a specific destination as expresseGdmye of Throne®llowers, Sofie in the

following:

GaL ol yid G2 aSS GKAy3Ia GKIFG O NNABSINI3 Yiervignbsy 2 NB
Sofie: Q Al).
Following in a similar tune, Maria stresses how strong positive memories from one's childhood or

youth, and the wish to relive those by visitingartain place, can play a significant part for you,

even as an adult (Appendix 3, Interview 6, Maria: Q4.1.4).

Among theGame of Throne$ollowers, nostalgia can largely be considered one of the lesser

important motivational factors whichsialso the casamong the fans as anajority of the fans
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stated they weresomewhat likelyto be motivated to visit the Northern Irislkkame of Thrones

filming locations. All these findings are in great accordance with each other (Appendix 8).

4.1.1.5. Egeenhancement:

Ep-SYKI yOSYSyid NBFSNR (G2 YlyQa ySSR G2 0SS NBO?2
related to the fctorsof status and prestige which in turn revolves around gaining the sense of
NB&aLISOG FTNRY 2y SQa LISS Nihexdugiveclul RiSexafplé df BliBh ail 2 0
exclusive club could be one consisting of all those who have seen a very specific nature site. The
club might indeed not truly be exclusive but the feeling of exclusiveness is the most important; the
feeling that you are luckiethan most because you have seen something spectacular which to
Game of Thronedollower Sofie is a significant feeling (Appendix 3, Interview 5, Sofie: Q4.1.4).
Sofie is thinking back to the time she visited one of the nature sites in New Zealand wtech P
Jackson had used for the filming of his epic fantasy filims Lord of the Ring¥hese films have

been seen by millions of people and are beloved by film and fantasy fans all over the world and
the places used for the filming of these films may hdezomeimportant to many and the
thought of some people having been there can be regarded as a source of envy to those who have

not visited these places. This envy and sense of awe is clearly illustrated by Henrik here:

Gaeé az2y o a @SNE2 {ARY LINBKIARS REDRBISF, HneNEiv 8 Idedrik:¢
Q4.1.4).

Among the fans, it was found that gaining other peoples' respect was considered, by a nearly
evenly division, of the respondents to m®mewhat importantand important while a clear
minority of them found the gaining of respect to bt important at all(Appendix 8) The data
from both groups thereby clearly indicate that gaining respect from one's peers is a motivational

factor that carries a considerable weight.

4.1.1.6.Seltactualisation:

The sixthgroup of pushfactors detected in the data is sedttualisation. This largely revolves
around a person's want to realise their full potential in various areas of life. This can include
expressing one's creativity, participitd Ay OKI NAG& 62NJ] 2NE | a SELN
own way and do what you believe will contribute the most to your sense of freedom and

happiness (Appendix 3, Interview Sofie, Q4.1.2).-&x®ifalisation was not found to be a very
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dominant pus factor among th&same of Throne®llowers, which was also found to be the case
with the fans. The slight majority of respondents stated they weoemewhat likelyto be
motivated by seHactualisation which, however, was closely followed by fans who vesenly

divided betweemot likelyandlikely (Appendix 8).

4.1.1.7. Fandom and fantasy:

Fantasy as a push factor can be considered special to the realm of sodemed tourism as it
revolves around the notion of stepping into another world and livimg ifantasy, which makes it
closely relatd to the pushfactor, Escape. Fantasy is for the sake of this thesis report considered
the further development of the Escape push factor as it is more specific in terms of what the
interviewee or survey respondentishes to escape to. This makes the motivational factor relate
to the sense of belonging to a specific fandom. Since this thesis report focu§nos of Thrones

it was expected by the author to find little evidence of fandom being a strong motivatioor fec
theTMA K26 Qa FT2ff26SNBRS 6KATS Al o0SAy3a GSNEB aidNe
be the case as both followers Maria and Anna express sentiments tovéae of Thronewhich

can easily be considered to belong to someone who belomgetween the definitions of

followers and fans as put forward in chapter 2.3. Data Collection:

Goddy NBFffe& INBIG FYR F 0A0 adaNNBFHf G2 asSS:s
aLkid T2 NJAppehdix B, inteNidwsbdndia: Q6.1).

Godds A0 @g2dAd R 06S tA1S SYuSNAy3a | Fryidlae g2
been as those characters and it's really thrilling. (..) So it's really good to actually be there and feel,

and it's like, messing with your hdd@Appendix 3, Interview 4, Anna: Q5.3).

Being a fan can for many people mean that you are willing to go to great length to achieve a goal
or see something specific connected to that specific fandom. Emma explains this, as she states she
would need to beemotionally invested and consider herself a fan in order to feel drawn into the

experience at a screerelated location (Appendix 3, Interview 1, Emma: Q6.2.1).

| 26 SOSNE (GKS FAYRAYyIA FNRY |Y2y3 GKS Flya 4SSN
very strong majority of them were found to consider themselves tovéey likelyto be motivated

by them simply being a fan @ame of ThronesThis is also in fine accordance with the findings
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stating that the ability to follow in the footsteps of youdal is consideredmportant by the

majority of the respondents.

4.1.2. The pull factors of Game of Thrones followers and fans:

Pull factors are defined as those extrinsic and tangible motivational fatitat might be able to
draw a person to a specifetestination over anotherPullfactors can vary greatly from person to
person and as were the case wittndysis of push factorgach pull factor detected from the

conducted interviewsnd the survey wilbe looked at individually.

4.1.2.1. Exoticism andttractions:

Exoticism of the destination refers to those things that make a destination stand out compared to
your home country This can be factors su@s the aesthetics of the nature, biodiversity and
weather. Living in a country that in recent yeaes/a had a tendency towards short and rain filled
summers, the promise of warm weather can be a considerable motivational factor for travelling
somewhere with a warmer climate as made evident by Oscar and Steven who prefer such travel
destinations (Appendi8, Interview 2, Oscar: Q6.2.1.2; Interview 7, Steve: Q2). What was found to
be the strongest motivational factor when it comes to the exoticism of the destination is the
possibility of seeing beautiful nature sites which are specific to that destinafitve. more
exclusive the nature sites are to that specific destination, the stronger the motivation appears to
be. This can be seen in how Sofie and Anna talk about previous trips to New Zealand and Scotland,
respectively (Appendix 3, Interview 5, Sofie: )&, Interview 4, Anna: Q2). Additionally, some of
the interviewees stated that a destination needed other significant attractions besides the screen
related location for them to feel motivated to visit that specific destination. Ida especially felt this

way:

AGQa y2i Sy2dzaK GKFd GKS&@ IINB FAftY 20l 0A2Y
Sy2dzZaAK T2 N YAppdndix 3ArRervievKS INGS @b<3).

Sometimes, the lack of findings can in itself be a finding. It was only amor@attme of Thrones
followers that the need for exoticism and additional attraction were present, which is a strong
indicator that as a follower, you may find you need something extra in order to feel motivated to

visit a certain destination. It is also a sigpindicator that a fan would feel motivated to travel
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merely by the lure of experience something connected to the fandom which the fan was a part of

which in respect to this thesis, Game of Thrones.

4.1.2.2. Convenience:

Convenience is used as umbrdla term covering the comfort of having hotels, dining and
shopping facilities as well as easy access to transportation and restrooms. Amdagrttesof
Thronedollowers approximately half of them expressed wishes of these conveniences such as
Oscar and Mria who both put a heavy emphasis on having their hotel near the mtathey are
visiting to minimig the time they could have to spend on transportation (Appendix 3, Interview 2,
Oscar: Q6.2.1.1; Interview 6, Maria: Q6.2.1.1). Steve very much agiteebevabove statements

as he expresses his lack of wantiag

Goddy aLISYR | f24G 2F GAYS G2 FAYR | L} IFOS G2
(Appendix 3, Interview 7, Steve: Q6.1.1).

Having easy access to dining facilities were also found to be of significanceGaute of Thrones

fans as a clear majority of them considered it toveey importantwhile a strong majority of them

also considered access shopping facilities tetmewlat important (Appendix 8). Additionally, it

was found that access to restrooms were especially popular as a very strong majority of the fans
considered itextremely importantvhile none consideredot applicableto them, not important at

all and not important to have restrooms at the location (Appendix 8). The desire to have access to

toilet facilities is expressed in the following comment:
Ge2AfSia o@uENBX8).S yAOSdE

It is interesting that even though the followers expressed wishes towards ebydwtel, easy
transportation and access to dining facilities not one of them mentioned access to restrooms. This

could be seen as an indicator that people take having access to restrooms for granted.

4.1.2.3. Themed representation:

Themedrepresentationin relation to screernduced tourism refers to having spteces, props or
costumes present at the location used for filming. Among the lia#me of Thronemllowers and
fans, themed representation proved to be important motivational factors. Anna (Aqige8,

Interview 4, Anna: Q6.1.1.1) and Oscar (Appendix 3, Interview 2, Oscar: Q Al) both see themed
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representation as something which can help draw them into the worl@Gaife of Throneand

find it very important to have the desired experience at theestrrelated location. There was,

among the followers, a difference between how much help they thought would be needed to
draw them into the experience. Sofie mentions that she would expect to seapsgtat least
(Appendix 3, Interview 5, Sofie: Q Ast)d thereby indicating that would be enough to satisfy her

were she to visit a screerelated location. Anna (Appendix 3, Interview 4, Anna: Q7) dissg

clear indications that shevould need more to achieve a satisfying experience such as a display of
costumes, display of authentic living quarters and props. Oscar expects he would feel a greater
motivation towards going to, for instance, the northern Irish filming locationsSfame of Thrones

AT a2YSGKAYy3 tA1S bSg %SIHEtlyRQa |1 200A0G2y 66SNB

G 0 @ ¢o have KoSsell Northern Ireland like New Zealand did with Lord of the Rings, they could
easily do that with Northern Ireland and have all these different destinations you could go and see;

then I'd actually be more open about it ((Kppendix 3, Intenew 2, Oscar: OP7).

Even though themed representation must be considered to be a factor of some importance, only a
slight majority of the fans considered themed representation toveey importantwhile being
closely followed by the several who considered it le somewhat important an attitude

illustrated here by the following comment:
GLG 62dA R 6S ANBFG G2 aS@ppadivedi KAy3d GKSNBE TNR

Support of the statement that themed repsentation is an important motivational factor can be
found in how a very strong majority of the fans stated ivésy importantto them to be able to

recognise the location they are visiting (Appendix 8).

4.1.2.4. Human representation:

Within tourismhuman representation can be regarded as a somewhat vague cormetpfor the
sake ofthis thesis report and its topic of scre@mduced tourism, human representation refers to
people employed as guides, actors or performers present at a seedated locdion. As with the
themed representation, human representation was found to be an important pull factor among
both the Game of Throne®llowers and fans. Emma, backed up by Maria (Appendix 3, Interview

6, Maria: Q6.2.1.1) and Henrik (Appendix , Interviewd&nrik: Q6.2.1.1), thinks it would:
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Goddy 0SS YyAOS (G2 KI @S &2YS ofwhatiare ybu skeind reng, is2 NJ |
dzZaSR fA1S GKAa Ay (KS FAfY® |, 2dz (Y2 @ppentdi23, AA DS
Interview 1, Emma: Q6.2.1.1).

As mentioned, the presence of actors and performers can also serve as human representation at a
screenrelated location which is a type of human representation Victor and Oscar (Appendix 3,
Interview 2, Oscar: Q6.2.1.2) in particular Wwablike to experience while visiting a screexated

location:

"() some sort of SY I OGYSYy iG> L 3IdzSaa ( Kippendi© 2 dateRiewdlS 3 N.
Victor: Q6.2.1.2).

There are indications that it is not only the followers who appreciate tlygetof human
representation as the majority of the fans considered human representation teebg important
while zero fans considered it to be botiot applicableto them andnot important at all an

indication supported by the following comment:

(@]
(0p))

G{ SSAYKS | OG2NE 2 NJ LIS2 LX (BppeddtidBh a SR dzLJ ¢ 2 dzf R

4.1.2.5. Information on and off site:

Information on or offsite can vary from being practical information about the location, whaas

to offer on its own and what you as a tourist miggipect from your visit, what its relation is to

the screen production which used the location and about why it was chosen which are all things
that can intrigue tourists to make a visit at a screefated location. Access to information was
not consideredmportant by everyGame of Thronefllower but to those vio valued it, it carried

a lot ofweight like Steven who almost takes it for granted:

G!' YR 2F O2dzNES a2YS AYXEZENXIQ@E2 yf Oli a2 dzi & § &K 811 o0
f20F0A2yas L ySSR 1 2Appendiz & Intériddwy, Ste@YQ6f.2B.1 Ay 3 |
It is important to keep in mind that a screealated location was soething else before it also
became a location used for the filming of a-§how, for instance. To know the history of the

original place was considered especially important by both Victor and Anna (Appendix 3, Interview

1, Victor: Q Al; Interview 4, Anna6Q.1.1).
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Here we have a clear difference betwe&ame of Thronefllowers and fans as a slight majority
of the fans considered information on site to ery important closely followed by those who
considered it to beextremely importantwhile none founl it to benot important at all Regarding
information off site, it is a different story as a very slight majority of the fans considered
information off site to benot important, while being very closely followed by those respondents

who considered ihot applicableto them.

4.1.2.6. Place:

Placeis a special pull factor for scre@mduced touriss which refers to the attributes connected to

the screenrelated locations such as scenery and landscapes (Macionis, 2004: 90). Place was found
to be the least popular of the three special pull factors amongGaene of Thronefans (Appendix

8) which is in great accordance with the findings conceyrire followers. Only one follower of

Game of Thronesaid place was a dominant pull factor:

G O tieedmain thing that would actually drive me there would be the landscapes and the fil¥ces

(Appendix 3, Interview 4, Anna: Q7).

4.1.2.7. Performance:

Performance refers to the storyline, plot or any thematic content displayed in a given screen
LISNF2NXYIFyOS oal OA2yAas wnnnY ¢dmMOd ¢KAA ALISOAT
for escape through the experiences offered at screelated locations. Performance was by the
Game of Throne$ans considered the most important of the three aspects of theshidw
(Appendix 8) which was also the case with the followers. ThehdW's plot was what initially
caught their attention (Appendix 3, letview 3, Ida: Q7; Interview 5, Sofie: Q7) while its
untraditional nature in regards to especially character deaths was something that has kept them
entertained (Appendix 3, Interview 8, Henrik: Q7; Interview 1, Victor: Q7). The fact that
performance is byoth groups consideretb be most important of the three aspects Gfame of
Thronedndicates that it is the actual Tshow which appeals to them; it is not the landscapes, it is

not its characters or the actors playing them.

4.1.2.8. Personality:
Persoh f AGe@> | OO2NRAYy3 (G2 al OA2yA&d 6uHnnnY GHOZ N

given screen production or their favourite actor or actress. Spiscialpull factorand aspect of
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Game of Throneproved to be close behindegformance in tems of popularity among both
followers andfans (Appendix 8). To the followers Oscar, Emma and Maria the characters have
become important as they see them as a driving factor of thesHdWv (Appendix 3, Interview 2,
Oscar: Q7; Interview 1, Emma, Q7; Intewi6, Maria: Q7). Fictional characters and actors can
become pull factors for certain locations, but this is only the case when the viewer has formed an
emotional connection with that specific character or actor. Such a connection is ggneral
connected tofandom (Macionis, 2004: 92) and therefore it is unlikely that Oscar's, Emma's and
al NAI Qa fA1S &HBameibbEhBoneStdNddu@e tieMEio travgl since they are not
part of theGame of Thronendom.

4.1.3. Attitude towards authenticity oflGame of Thrones followers and fans:

Authenticity can be regarded as a key motivational factor for tourists (Cohen, 1988: 373; Hannam
and Know, 2010: 144145) as it revolves around the tourist's dkesto experience the original
version of a given destinabn (MacCannell, 1973: 594). Macionis (2004: 92) argues that
authenticity takes an unfamiliar form in relation to screwuced tourism as the importance of

the authenticity of a screerelated location decreases as the tourist moves from being a
serendiptous, to a general and, finally, a specific scrgmtuced tourism. Whether or not this is

true will be explored in the following.

To those identified a&ame of Thronefllowers, the authenticity of a destination matters. When

it comes to screefinduced tourism, both Maria and Henrik dislike it when a screetated
location becomes too staged (Appendix 3, Interview 6, Maria: Q6.1.1.1; Interview 7, Henrik:
Q6.1.1.1). A very wellnown destination within the realm of screenduced tourism is Hobbiton,
located in New Zealand. Hobbiton is adcale village created after the completionTfe Lord of
theRingsFAf YA 6KSNB GAaAld2NBR OFy @GAaAdG | LI NI 27
are from. As &he Lord of the Ringsd J. R. R. Tadk fan, Victor is somewhat conflicted when it
comes to his opinion on the place as he, as a fan, wishes to see the place but at the same time
dislikes it because it, to him, is not authentic (Appendix 3, Interview 1, Victor: Q6.2.1). Sofie, too,
expresses wish towards seeing Hobbiton but voices another problem with it having been made

of touristic purposes:
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"Of course, there's also the selling of culture, | would say, to some extent, or you're selling

something that's supposed to be something else(@ppendix 3, Interview 5, Sofie: Q5.3).

Many things can be found to ruin the authenticity a location; things which wenmade evident

in the two previous sections are also things that several of@sene of Throne®llowers and fans

would like to have prsent at a screeNBf I SR 20l GA2yd . 20K OI N
authenticity and wanting certain things to be present at the locations can turn out to be two
wishes which have great difficulties in-egisting meaning a screewlated location, fornstance,

would have to decide which road to take in order to attract tourists.

ToGame of Thronefans, the authenticity of screerelated locations was also found to matter but
its importance was found to be of varying degrees depending on which typeatidn they were
dealing with. The majority of them stated that the authentiamatters very muctwhen it comes
to destinations whib have not been used as a filmihgcation for a screen production. The
minority of respondents also stated, in accordanggh the above mentioned finding, that the

authenticitydoes not mattemwhen it comes to this type of destination (Appendix 8).

Next, the majority of fagstated the authenticity of a destination which was used for the filming of
Game of Thronesnly mattered somewhatAppendix 8). The ambiguity embedded in picking this
answer is illustrated clearly in the following statement where a fan voices a desire to have it both

ways;
G! dZGKSYGAOAGE A& AYLRNIUIYGZ 0dzi (Appetida a wmn w:

The minority of the fans wadivided between considering the authenticity of such destinations to
matter very muchand does not matterwhich acts as further support of the above mentioned
ambiguity (Appendix 80On the other side, the wish to perienceGame of Thronewhile visiting

the destination was also expressed by a fan as illustrated here:
GLT L 32 G2 I D2¢ 2 QhppeRdxPB)z (G KSYy L gl yad G2 as

Lastly, the majority of the fans stated that the authenticity of a destination used for the filming of
other screen productions besid€same of Thronemattered somewhato them while itdid not

matter at all to the minority of them.
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The fans who are like to find themselves being characterised as $jiescreeninduced tourists
were found to care less about the authenticity of Game of Throne§ilming location, which
supports Macionis' theory on the subject (2004: 92). However, their level of carirogitathe
authenticity at other screemelated locations is similar to that of @ame of Thronerelated one
while they were found to care very much about the authenticity of a location which is not screen
related. This suggests that there are different esja¢éions when it comes to a screealated
location which does not cexist well with the principles of authenticity, as was also found to be

the case among the followers.

4.1.4. Sukconclusion:

The theory of push and pull factors pinpoints which extarend intrinsic factors can prompt a
tourist to travel to a certain destination over anothewhen examining which factors were
dominant in Game of Thronedollowers and fans there were significant similarities, few

differences and some surprises.

Among he Game of Thronefllowers and fans there exists an overall great agreement regarding
which push and pull factors they considered to be important to them. This was somewhat
surprising to the author of this thesis report, who expected more differences/déen the two
groups. However, the differences which were found are of a significant character which greatly

illustrates the difference between being a fan and being a follower.

Among the push factors, it was only in relation to the motivational factorcktlon that any
significant differences were found. With the followers, this motivational factor carried a significant
weight as several of themxpressed wishes towards educatitigemselves while visiting @ame

of Thronedilming location while the fandisplayed little interest in educational aspects of visiting
such a destination. A guess as to why this was found to be the case could be that as a fan you
might feel you already possess a comprehensive knowledge about the locations tied to the

fandom youbelong to and, therefore, do not need to seek new knowledge during the visit.

Among the rest of the push factors, th@ame of Thronefollowers and fans largely agreed on
their importance as motivational factors though there were small differences in thay tvere
perceived. This was seen to be the case with the push factorefdggncement and Fandom and

fantasy. Regarding eggnhancement both groups found the possibility of gaining other peoples’
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respect to be a significant motivational factor but wheteamong the fans centered on having
exclusiveGame of Thronesxperiences it was different among the followers. Here it was found
that the followers achieved a sense of egwhancement through noame of Throneselated

experiences, such as visiting unspoidedi uniquenature-sites

As forthe push factor Fandom and fantasy, the results presented the author of this thesis report
with her first surprise. Th&ame of Thronefans did, as was expected, considee tandom and
fantasy aspects of visiting a filming location related to saksf®v to be of great importance. The
high occurrence of fandom and fantasy, along with the results on the topic of authenticity, as will
be explained in great detail later in thsubchapter, are strong indicators of the fans' wish to step
into the fictional world ofGame of Throneand experience for themselves what they have spent
so many hours watching on the television. This, together with the somewhat high occurrence of
the push factor Selfctualisation as motivational factors in tH@ame ofThronesfans can be
argued to be evidence of the fans' emotional connection to thesfidiv and things related to it.

This can be due to how visits to its' filming locations in Northeetahd would be of great
meaning to how the fans perceive themselves in general and perhaps especially within their
fandom. SeHactualisation was not found to be significant among the followers, but Fandom and
fantasy was. This can be interpreted as sighBope among the followers of achieving a stronger
emotional connection with the T8how, especially while visiting one of its filming locations in

Northern Ireland if that was to happen.

When considering the pull factor results they can generally be characterised by the word
‘agreement’ though followed by a big and interesting 'but’. This 'but' is found in how it is only
when it comes to the pull factor Information on and off site that argnificant change was found
between the two groups but sometimes the lack of results can be a result in itself. It quickly
became apparent during the early analysis that 8ame of Thronefollowers needed more,
something extra, besides the lure of Game of Thronedilming location thus, the category
Exoticism and attractions were adddtlwas only among th&ame of Throne®llowers that the

need for exoticism and additional attractions were present while it was never mentioned by one

of the fans. Tt can be regarded as a strong indicator that a fan would feel motivated to travel

Page66 of 282



merely by the lure of experience something connected to the fandom which the fan was a part of

which in respect to this thesis, @ame of Thronesyhile a follower would neg something else

It is also evident from the above displayed results that both themed and human representation
was found to be important to both groups, and while the reason of this is apparent concerning the
Game of Throne®llows as they explained ibald help them achieve a greater connection to the
T\Wshow and the experience at the location, the same cannot be said about the fansa Quégs

can be made in this regard. One guess is that ewéan needs something to help trigger the

imagination; sanething to take them into the world of the T8how to get the optimal experience.

On the topic of authenticity of the location, the findings from the survey conducted @idtime of
Thronesfans is in somewhat accordance with Macionis' theory on the tof@04292).Game of
Thronesfans care less about authenticity when dealing w@&hame of Thronefilming locations
compared to locations not used for any filming of a screen production at all. However, the
importance of authenticity ofcame of Thronefilming locations and filming locations for other
screen productions was considered to be at the exact same level which suggests the fans does not
consider authenticity to be that important when dealing with filmingdbens as their wish to
recogni® these loctions andthe subsequent screen productions which hataken center stage

in this instance.

The interview findings from the interviews conducted wiBame of Thronefollowers were in
ANBIFG | OO0O2NRIFIYOS 4A0GK al OA2Y A aQ hiants dNIronést n nn
FAEYAYyI (20F0A2ya |yR 20KSNJ aONBSyYy LINRRdzO0 A 3
matters more than t®& T2t f 2 6 SNE Q 6 theAldcadtiand. The 2mphaSiOansng kha
followers were not on the recognition of the locatis as filming locations but rather on being able

to see these locations in their unspoiled and original form.

A tourism organisation might experience difficulties with satisfying both target groups. To one
group, the fans, seeing the filming locations heit original form has the potential of being a
disappointment while to the other group, the followers, human and themed representation at the
location might act as a turn off and equal disappointment. However, this contradicts the findings
regarding the pll factors as both human and themed representation was considered to be of

great importance to both groups and the followers saw it as possible tools which could add
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positively to their experience. This strongly suggests that there are certain expestatioen it

comes to a screerelated location which does not eexist well with the principles of authenticity.
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4.2. Destination branding, its challenges and modern opinion leadership as a solution:

This second subhapter's first mainsection deals with the challenges connected to destination
brandingin relation to screernduced tourism while the secd is split in two which focusn the
possibility of utilising modern opinion leaders as a way to combat these challenges as well as
acting as a method of attracting tourists to a given location, for instance the NorthernGase

of Thronedilming locations, based on the view of tk&ame of Throne®llowers and fans and the

tourism industry representatives.

4.2.1. Destination brandinghallenges through the eyes of industry representatives:

This main section is divided into two sabctionsfor which the findings are derived from the
interviews conducted with representatives from Visit Aalborg and Visit Denmark in the
Netherlands. Thdirst subsection explores destination branding challenges in relation to sereen
induced tourism while the second focuses on the question of whether or not a tourism

organisation can work around these challenges on its own, or if outside help is needed.

4.2.1.1. Destination branding challenges in relation to screi@aduced tourism:

Both representatives, Cathrine from Visit Aalborgand Maudy from Visit Denmark in the
Netherlands, have worked with destination branding for several years. However, Maudy has not
previously worked with destination branding in relation to screéeduced tourism but when
pondering on the subject and the most immediate challenges which could occur she focuses on
the possible difficulty of meeting the expectations of fans and otherigts as illustrated be the

following statement:

G¢KIG A& ONBLF (GAY AN b8 HrelS Bdid dardngt \pét a Hhghph @ feerOthe
SELISOGFGA2Yy & | yiARppeadixlsMawly QzDBES i 0 dd O £

Cathrine, who hagpreviously worked with destination branding in relation to scréeduced

tourism both with the 2011 Christmas calendamidvig og Julemanderand with the 2016
animated film, Trolls confirms Maudy's assumption regarding the importance of meeting the

vish Ay 3 (2dz2NAaGaQ SELISOGIFGAZ2YyE a aKS NBO2dzyi:
Trollsdue to the lack of locations related to the film (AppendibxCéthrine: Q DB5)A destination

which, according to Catime has managed to creatsomethingunique which also mestthe
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G2dz2NA&GaQ SELISOGL (A 2 Yoid ofitie RingdefatedA&htibns (ARpendiy 63 i K
Cathrine: Q DB5)

LG Aa y2i 2ytée (2dNRAadaQ SELISOGIGAZ2Yya 6KAOK O
special comiderations tg for instance certain buildings or ruins and whether or not this could
present a challenge in relation to scregmduced tourism and destination branding, Cathrine gave

a confirmative answer when she looks back on when she workedlwikg og Julemanden

“(..) [the monastery]should make breakfasts where you could come in and eat as they do in the
series and something like that, but the monastery was just not geared towards that. So, it's also
about which facilities you have and which ideeome up, but you have to get along to get it

0 2 3 S U(ApPeNdix®, Cathrine: Q DB5).

4.2.1.2. Can a tourism organisation work around these challenges or is outside help needed?
Maudy and Cathrine agree that meeting the tourists' expectations canuayadifficult job when
dealing with locations which have been used for the filming of a screen production. A lot of people
are involved in a screen production which raises the questions; can a tourism organisation make
sure that such a location meets tasis' expectations on their own or do they need help from
other actors? Maudy believes that a tourism organisation might be able to meet these
expectations if they had more influence at the beginning and give an example invGlang of

Thrones

G L lyOirdelwé can if we if we had more influence at the beginning. Now with Game of
Thrones, if Visit Ireland had been involved then they might easier find something they could build
on. If they had been there at the beginning then they could have had m salyat they feel is
magic or the place they feel have a special atmosphere and then, afterwards, they could offer that
a2YS FSStAy3a YR L GKAY]l AT 6S 6SNB Ayg2f 0SR
(Appendix 6, Maudy: Q DB5.1).

Cathrne goes in a different direction by suggesting that you as a tourism organisation have to be
creative and make your own spin off of it, as it can be difficult to make those people working

behind the screen production care about tourism iss(®spendix 6Cathrine: Q DB5.1Lathrine

goes on explaining how she previously has been involved in sandaned tourism and once
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again puts emphasis on that it is a tourism organisation'’s job to find something#mgo to spin

off of a given screen productiorssiccess and strike while the iron is hot to make the most of it:

Godds gKSY GKSNB gta | /KNARaAGYlF& /I fSYRFN G§KA
help say; 'here they are filming it, and now you'll see how Santa did it and that' yodocan
something spiroff on it, and it's important to strike while the iron is hot because when it will be
January 8, thenbum!¢ KSy 68 +NB Ff &2 FAY A AReRdix® ACatlitinel K N :
Q DB6).

LG aSSya ¢KSy I 1 A ¢Bwes intdzéoasidérafidh orl the dolidNdt geSKitation
branding challenges in relation to screguced tourism there are indications then some cases
outside help areneeded in order for a tourism organisation to fulfill the tourists' expectations.
Oneexample of outside help would be that of the film studio behind a given screen production
who Maudy (Appendix 8 DB5.1/5.25ees as an actor whaight be better equipped at providing
tourists with what they expect from a visit to a screeiated locaton as well as help trigging the
tourists' imaginationsCathrine, however, points out that it can be difficult to work with a film
studio or a similar actor since their agenda does generallyinvolve tourism and that a tourism
organisation has to find tber ways of creating something out of a given screen production

(Appendix 6Cathrine: Q DB5.1).

4.2.1.3. Subconslusion:

When focusing on screeinduced tourism both representatives agree that the biggest challenge is
meeting the tourists' expectation®tthe location as it at times can be very limited what a tourism
organisation has the power to do at such locations. This limitation suggests a tourism organisation
needs outside help to work around the challenges which can occur in relation to socheed
tourism to which the two representatives partly agree. The representative from Visit Aalborg
atdrisSa GKS G2dz2NRayY 2NBFYyAaAlFGA2yQa 2206 Aa (2
production as it can be very difficult to make a screen produncteam see things from a tourism
organisation's point of view. The representative from Visit Denmak views it somewhat differently.
She believes early collaboration between the given tourism organisation and screen production
team can lessen certain chaeiges as the tourism organisation can gain influence over certain

aspects of the screen production such as which locations should be used for filming. The same
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representative also admits that a collaboration with a film studio can serve as a great heiptwhe
O02YSa (2 GNAIIASNRAY3I GKS AYFIAYFGA2Y 2F {&aK$S G2
notion which is backed up by the results of the pull factors stating bothGlaene of Thrones
followers and fans considers humaand themed representén very important to their

experience.
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4.2.2. Modern opinion leadership The forming of Game of Thrones followers' and fans' travel
opinions and their attitude towards online content creators:

This first part of the second main section focuses on modern opinion leadership anGdoe of
Thronesfollowers and fangorm their travel opinions as well as exploring their attitudes towards
online content creators. This is done with the aim of investigating whether or not online content
creators can be used to combat destination branding challenges and to attract stoist given
destination. The findings on this topic are derived from tingerviews conducted with the nine
Game of Throne®llowers andfrom asurvey with 63 respondentsvho can be characterised as

Game of Thronefans, which wasonducted on severd@bame of Thronefan sites

4.2.2.1. Who influences the travel opinions of Game of Thrones followers and fans?

Travel ideas can come from anywhere, from InstagramteRest, movies and books to one's
friends and family. Getting travel ideas from one'etids and family has proved to be a popular
option to the followers ofGame of Thronesvhile some skepticism was held towards travel
recommendations they could get online. This was also found to be the case among the fans, while

their results were not as exlusive.

The Game of Thronefollowers Emma, Victor and Steve all point to their friends and family as
those they feel the most comfortable to get travel recommendations from (Appendix 3, Interview
1, Emma: Q OP1; Interview 1, Victor: Q OP2; IntervieSteke: Q OP1). While friends and family
proved the most popular source of travel recommendation a few of them; HéAglpendix 3,
Interview 8, Henrik: Q OP1Anna(Appendix 3, Interview 4, Anna: Q OP1) and Salfienention

online channels as places where they also get inspired to travel as illustrated here by Sofie:

Goddy L KIFI@S | INBLG OdzNA2aArAiGe F2NJ SELISNRARSYyOS
YR y20 2dzad 0S adANDBAASTRISI2DPE dRYSE w2KIZY R/
specifically follow certain people on Instagram, good photographers, Lonely Planet, National
DS23aNI LIKe& 06SOFdzaS L ¢ yyl @gé&dwXihtérview B Sofiec HNI R
OP1).

The practice bseeking out travel recommendations and following them is something several of
the Game of Throne®llowers find very beneficial as it can both help them narrow down the list

of possible destinations of this year's vacation and it can help them steey fraim destinations
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which might not have been to their liking (Appendix 3, Interview 7, Steve: Q OP2.2; Interview 6,
Maria: Q OP2.2However, even though the followers seem to agree on having a positive attitude
towards sharing travel recommendations tleers alsoa shared skepticism towards yahg too

much on other peoples' recommendations as illustrated here by Oscar:

GoddO L GKAY | nisliafeivhafftleyVvd exjekdndealitliis Btlof p&opléHave been
there then it's all different timgs they have experienced, so | think you should be very careful and
be careful that your vacation isn't based too much on their recommendation, so that you get to
SELISNASYyOS i K(Bppanflix3Qrierviad 21288 8: Q DRX?2).

It is one thingto seek out and receive recommendations. It is another to have your inclination
towards visiting a destination changed entirely by another person and to consider visiting
destinations which had not previously entered your radar. This happened to Emmantidrer

husband had not previously considered visiting Sardina before a colleague mentioned it:

G2Sff L KFERyQu S@Sy O2yaARSNBR { I NRAYAI 06S¥2N
go there and that it was a great place, and hoo tourist'eebecause it was a new destination with
Y Sg RSLI NI(Apeéhdix 3(ilmtedvieds 1 Emma: Q OP3).

When asked if another person could change their inclination towards visiting a specific destination
some of the followers gave confirmative answers; yethey heard something very bad about a
destination and they were advised not to go then they might reconsider travelling thekel Q& | y F
LYYlFEQa |yagSNBR 2y GKS (2LAO AYRAOFGS AG ¢2dz
travelling to a spedi destination as both ultimately value their own opinions m{A@pendix 3,
Interview 3, Ida: Q OP3; Interview 4, Anna: Q OP3).

If looking outside themselves who would the followers find they were more inclined to listen to? It
has already been stated & most of the followers seek out travel recommendations from their
friends and family and when asked if people online might also be able to sway their opinions the
answers were somewhat dismissive. Steve, backed up by Emma, Victor and Oscar, (Appendix 3,
Interview 7, Steve: Q OP3.1; Interview 1, Victor and Emma: Q OP3.1; Interview 2, Oscar: Q OP3.1)
finds it very unlikely due to the lack of transparency he feels exits online and states that he needs

a connection with people, a statement which Maria veryamagrees with but puts emphasis on
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how the conditions needs to be right; if the travel recommendations come from a person she has
followed for some time and it feels like she knows this person she might trust that person's

recommendations more (Appendix Biterview 6, Maria: Q OP3.1).

As made evident by the above presented results,@ame of Thronefllowers prefer to get their
travel recommendations from their friends and family while they carry a certain amount of
skepticism towards the travel recomendations from online content creators. This was also found
to be the case with th&ame of Thronefans, even though the results on this topic were not as
conclusiveOn a scale from 1 (not very likely) and 5 (very likely) theiare asked to assessWwo
likely they thought themselves to be influerct®y people they know, other people and people

they encounter online in regards to travelling.

The majority of fans considered themsehi#®lyto be influenced by people they know while no
one and the minaty of respondents thought themselvesot likely at alland very likely
respectively, to be influenced by people they know in regards to travelling (Appendix 8). Identical
results were achieved when then fans were asked to assess how likely they ceddigemselves

to be influenced by other people, meaning people they do not know intimately but are part of

their social circle (Appendix 8).

Like with the followers, the fans showed less of an inclination to listen to travel recommendations
from online cotent creators as the majority of the fans were divided between considering
themselves to besomewhat likelyandlikelyto be influenced by people online, while the minority
were divided evenly between considering themselvest likely at alland very likelyto be

influenced by people they have encountered online in regards to travelling (Appendix 8).

nOPHDPHDPHD DIFIYS 2F ¢KNRYySa F2ft26SNBQ yR FlyaQ
As illustrated by the above shown findings, there is an atdio that the Game of Thrones
followers have a low level of trust in people online largely due to a perceived lack of transparency

in regards to their agenda and lack of knowledge about the person creating the content. As
illustrated by Victor, a lack ddnowledge about person creating the online content can make it

difficult to know if it is a person you share any general views or opinions with:

Pager5of 282



GL ¢2dzdZ R NBIFIR AGX o0dzi L R2y Qi (1y26 K2g YdzOK 2
AGUda KINR G2 (1y2¢ AF @&2dz 3AINBS HAGK FyedK)
NBO2YYSYRLF A 2(%ppehdid 3] InteNdsvd D, Bicioh ©P3.1).

Victor goes on to elaborate that if this content was created by someone he had followed for some
time and if he during that time had gained some knowledge about this person, his attitude
towards that person's online content might be different (Aowlix 3, Interview 1, Victor: Q OP3.1).

To Anna, there is a clear preference in which online media she would use if she had to seek out

travel recommendations online:

GLG ¢2dAd R RSLISYR® L YSFIys AT AlG 6SNB pthe 2 dz¢ d:
LISNE2Y 2y &aONBSYy FyR 4SS GKSANI Syz2dA2ya | YR
media account that my mind could be changed. If it was a friend of mine, someone that | knew;

@8Sad , 2dz¢dz0S A& Fa FI NI (Apperdix 3 BiErvietvdziAnna: QIOR3.13 2 O A

Where Anna and Victor express openness towards getting travel recommendations from online
content creators, Henrik is very dismissive towards the practice as he is very distrustful towards

what is portrayed on sodianedia:

A R2dzod AlG® L R2y Qi aLIlSyid YdzOK GAYS 2y az20Al
aAyOS AG A&a az Srae G2 LI AYGH (AppadtiBa) lintervields,O (i dzN.
Henrik: Q OP3.1).

Only Sofie seems truly exciteldy the possibility of receiving input and travel ideas and
recommendations from people online as she is very enthusiastic about the content the people she

follow on Instagram are providing:

G5STAYAGSEE@H ! KYX 0SOIl dza S ¢ fdlespecilly the dedple f fallowy G |
on Instagram who go to different places and seek out the good places in a city or a country; they'll

A

aK2¢ (GKS o0Sal aLRda Iy RAFAaNYIR3, latdiel 5, Bdfie: @ OR3i). 0 S|

When asked on theiopinions about tourist agencies using online content creators to make
customers aware of what they offer the interviewees were divided as Victor, Emma, Oscar, Steve

and Henrik are skeptic towards the practice while Ida, Anna, Sofie and Maria are moigeposit
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towards the idea. Victor (Appendix 3, Interview 1, Victor: Q OP 4) describes it as a possible slope as
it can ruin the credibility of the online content creator and he could easily feel he was being

deceived if the content creator is not forthright ragling the collaboration on which Oscar agrees:

G¢KSY LQY Y2NB Ayid2 O2YYSNDOAL f dobsomething [iKeRthat, FS S §
they don't like do it directly; they are not telling you "this product | can make money off by
advertising it they do it by testing different stuff and like that. Then I'd rather they come clean

I 6 2 dzii (Appendix & thiergiew 2, Oscar: Q OP3.1).

Emma (Appendix 3, Interview 1, Emma: Q OP4) agrees with Victor and Oscar on the feeling of
being deceived by #hcontent creator as she suspects a potential transfer of money can make the
content creator paint a more positive image of the destination than what truly was the case. As
opposed to the above shown findings where a somewhat dislike towards the pradtioeirgst
agencies using online content creators is expressed, the next piece of finding is more categorical in
its dismissal of it. Steve fears it would be a wrong direction to go in (Appendimedyiew 7,

Steve: Q OP4), as he goes on to elaborate:here

&_..) | think it would devaluate both the person and the thing being adverggsbple would be
distrusting of the person because it would always be possible question the person's agenda."
(Appendix 3, Interview 7, Steve: Q OP4.1).

Henrik appears to beneither for nor against the practice but mainly states that the parties
involved should be careful of not making the content into a commercial as he finds that annoying

on social medigAppendix 3, Interview 8, Henrik: Q OP4).

As mentioned, Ida, Anna, $®fand Maria have a more positive idea towards the idea. Ida and
Sofie think it is a good way for the tourist agencies to get their message out since they bétieve

of people today use various forms of social media evenfégpendix 3, Interview 3, & Q OP4;
Interview 5, Sofie: Q OP4)nna agrees and goes on to mention how a social media platform is
currently keing used by a Portuguese actor showcase his travels all around the world which,

from what she says, appears to be popular:

G L O K Algfe really uséfid, nevertheless, because you might like a blogger or someone who
KFra + @ARS2 o6ft233 Al0Qa NBlItfe dzaS¥TdzZ IyR L ¢2
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gK2 (221 2FF FTNRBY | OdGAy3a I yR Idgderaindde @S hebnh y 3 { K
YFE1Ay3a | 20 2F Y2ySeé Rdz2S G2 GKFG 0of@mpendS Ol dza
3, Interview 4, Anna: Q OP4).

Lastly, Maria sees this practice as a good idea as it could be a method of showcasing some of the
world's lesser known destinations but she also emphases how important the content creator's

trustworthiness is in this regard:

GLG O2dz R o06S | 3I22R ARSI G2 YI 1S liked®llLidden | & N
treasures, but it is also a grey areachese these people need the trust of their follows which could
SIFaAaAte 06S NHAYSR 0SSO0l @gEpéndiR3Finténde® 6, Mdd® KQ OPL1Y Y S ND A

As already established by several of the above shown findings, the given content creator's
trustworthiness is of great importance and when asked, the followers point to a few things which
could prompt a greater level of trust. One of the things pointed to, which could elevate the
O2y iSyd ONBIG2NRa (NXHza (62 NI KA Y Skediondoxtuzplate leS A F

was promoting as illustrated by Victor here:

GOPPOUATFT GKSNBQA | yIFldaNFf NBEtFGA2Yy |t NBIFR& A
whole series in the area then | might imagine there being a deeper connection canpaneney

simply changing hands; if you have lived there your whole life then you can, like; Come to Ireland,
0KSNBQa dAlN®okv becaause NBave lived here for 50 years! That would make it more

0 St A S @pperidis 3p kiterview 1, Victor: Q OP5)

Another way this connection could be established would be, as Sofie suggests, by having the
content creator show themselves being at the location so it seems less like a paid promotion and
more like a place the content creator went to visit of own voht{Appendix 3, Interview 5, Sofie:

Q OP5).

Il 4SO2yR UKAYy3d 6KAOK O2dzZ R StS@IGS GKS O2yiaSy
if you, as a reader, could read a complete review of a given destination; both the positive and

negative aspects ohe destination and experience as that pamat more realistic and believable

picture of the experience as a whdl@ppendix 3, Interview 1, Emma: Q OP5).
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The last thing mentioned by th@ame of Thronef®llowers that could possibly elevate the content
creator's trustworthiness is something which has already been mentioned by Victor and Oscar
earlier: the forthrightness of the content creator about the content being possibly sponsored or
created in collhoration with a tourist agency. Being open and honest about how the content is
created can, according to Oscar (Appendix 3, Interview 2, Oscar: Q OP5) and Maria, make the
O2yiSyid ONBIF{I2NI Y2NB ONBRAOGES |yR OF \he&ddA YA Y |

into buying something:

GLG NBlIftfeée RSLISYRa 2y K2g AU A& R2ySo® LT (GKSE
are not trying to hide the fact that they get payed or gets to keep the products they are talking
about, but if they try ¢ hide it then I've got no time for them. Then | feel like they are trying to
OKSI G YS Ayid2 Edgentiyd Intardew §, Mkria:yQD®P5).

When exploring through which online channels tBame of Thronefans thought themselves
most likely tobe influenced by other people the majority of the fans were found to have picked
YouTube to be the online channel through which they considered themselves most likely to be
influenced by other people which was also seen v@d@me of Throne®llower Anna(Appendix 3,
Interview 4, Anna: Q OP3.1) to be the case as it allows her to see the content creator's reactions
Many fans also picked Instagram whiGame of Throne®llower Sofie pointed to as a favoured
social media platfornfAppendix 3, Interview 5, 8e: Q OP3.1)Several picked Facebook and Fan
Forums while the minority of the fans picked blogs and Tumblr as the online channels they
thought themselves likely to be influenced through. As illustrated by the following comments
given by fans Instagram ppars to have an edge, even though YouTube were found to be the

most popular, which appear to stem from the allure a great picture can create:
GLQY OSNE OAaddz f (AppeRdixBA 1S LINBGGe& LA OGdzNBaé
Gt AOGdzZNB A 3IAOSAppentieg). 2F AYaLANI GA2YE

As nade evident from the analysis @ame of Throne¥ 2 f f 2 6 SNEQ F GGAGdzRS &
content online, the opinions on this topic are divided which is also the case among the fans. The
majority of fans are open towards sponsored content online by statiag as long as it is not

KA RRSY I asilistated terfe:l &
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G¢KSe aKz2dzZ R (Sff @e2dz ¢KIFG GKS@ IINBX R2Ay3 |y
(Appendix 8).

¢CKAA NBadzZ i FyR 0KS | 020S RAaALIX &SR O2YYSyd |
towards sponsored content. It is all about how a sponsorship or paid promotion is handled by the
online content creator and openness and forthrightness arartyethe preferred methods among

both the followers and the fans. It is one thing to say you are okay with sponsored online content
as long as the sponsorship is not hidden, but how trustworthy do the fans actually find sponsored
content online? The majdgi of them considered sponsored online content to bemewhat
trustworthy which fits very well with the trust level held by the followers. None consideredri
trustworthy and several fans, however, still considered it tothetworthy. One comment was

found to be reoccurring which explains the respondents varying opinions on the topic:
GLO RSAPBeidxEBYP ¢

It can depend on many things; is people made aware of the sponsorship and how are they made
aware are just two factors which can play int@ b G NHza G g2 NI K& F+y 2yfAy

content is perceived to be.

4.2.2.3. Sukconclusion:

Opinions and ideas on travelling have been proved to come from anywhere, as made evident from
the conducted interviews witiGame of Thronesollowers. However, travel recommendations
from friends and family are generally preferred and more trusted than those coming from online
content creators. This, however, was not quite found to be the case among the fans as there was
no clear indicationhat the fans thought themselves more likely to be influenced by people they
know, other people or online content creators. However, where zero fans thought themselves
likely at allto be influenced by pedp they know and other people, sians thoughtthemselves

not likely at allto be influenced by online content creators. These findings suggest that, even if
only marginally, online content creators are considered less likely to be able to influence others
and that people would be more likely to seelat travel recommendations, for instance, among

friends, family and acquaintance.
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The practice of seeking out recommendations are largely considered beneficial by the followers
but it has also been pointed out by some of the followers that travel recontagons should at
times be taken with a grain of salt. Many factors can play into peoples' overall travel experience
such as bad weather which makes some of the followers ultimately value their own opinions more
and deems it very unlikely that their opims would be swayed by recommendations found

online.

CKS F2t€t26SNBQ FGdAGdzZRS G266 NRa 2yfAyS 02ydS)
mistrust due to a perceived lack of transparency. However, it is believed by some of the followers
that thismistrust would lessen if they already followed the specific content creator as they assume

a higher degree of knowledge about the content creator would make them more likely to trust
him/her. Among theGame of Thronefans YouTube and Instagram were geallgrfound to be the

most popular online channels. This can suggest that videos and pictures are considered more
LIS EAYT GKIYy GSEGD® ¢KA& NIAASE GKS |jdzSadtazy
watch a video than read a text? Or idbdcause people tend to think they can see through lies in
videos and pictures? The answer to this can be many, but what was found to be a dominant
sentiment among the fans was that sponsored content online was not something they considered
truly trustworthy as they have learned to accept it as long as it is not hidden form them. In fact,

the majority of them considered sponsored content to $@mewhat trustworthywhich supports

the findings regarding their attitude towards sponsored content as both findstrgsgly indicates

that the trust level of sponsored content depends on certain factors which corresponds very well
GAOUK GKS F2tit26SNBRQ GGAGdZRS (26 NRa 2yt AyS O

The practice of tourist agencies using online content creators to spreadheut messages has
divided the waters of the followers. Those against the practice especially points to a lack of
transparency and an unknown agenda from the part of the content creator, while those for the

practice sees it as great way to spread a messhge to the popularity of social media.

Several thigs were pointed to as methods tessen the aforementioned lack of transparency and
mistrust which the followers have towards online content creators. One of the methods that had
the most support amonghtem is the use of disclaimers when paid promotion or sponsorship

occurs and openness about the collaboration between content creator and tourist agency as this is
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believed among several of the followers to foster a more trusting relationship between donten

creator and reader.
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4.2.3. Visit Aalborg and Visit Denmark in the Netherlands and their use of online content

creators as modern opinion leaders:

This finalpart of the second main section of the analyfsuses on the use of online content
creators within the tourism industry and explores if they can be used, by the tourism industry, as
modern opinon leaders and be a tool to combdgstination brandinghallenges and as a method

of attracting tourists The findings displayed in thisection are derived from the interviews

conducted with representatives from Visit Aalborg and Visit Demark in the Netherlands.

4.2.3.1. View and use of online content creator as modern opinion leaders:

Over the years, as sena technological advances has been made a transition from paper to digital
media has happened. This transition has meant a change in how a tourism organisation can brand
a destination as they no longer need to be present at costly travel fairs but cawd $peir money
elsewhere, such as on online content creators which might prove a smarter choice if a proper

assessment has been made (Appendig#&thrine: Q DB3).

Both Cathrine and Maudy have in their work with destination branding worked with online
content creators and both mention picking the right person for their product as the most

important part of that process as illustrated here by Cathrine:

G2S GNASR Al F3FLAYy GKAA 1 0SS adzyYSnmkeywkSiNE ¢S
right for ourtarget group and then you reach a lot, a lot of people by using these individuals you
KIS AYy@AGSR | yR (KSe(Appentiy6, Cathindz®d OR1E dzNJ RS A G A Y |

In addition to stating the importance of picking the right content creator, Maudy gwego
mention what it is an online content creator can that she, as an employee at a tourism

organisation, has some difficulty doing which is telling a story about the destination:

G, SaH ,Sazx @&Sasx (9 8 bedoin&s saméthing campletalifidzénk ik | tell my
personal story and experiences; that | went there on holiday with my children and a house by the
gl GOSN 't 2F | AdzZRRSYy> LQY GStftAy3a I RATFTFSNES
become another person to thebg ppéntlix 6, Maudy: Q OP1).

There are some considerations which need to be made to ensure the picking of the right content

creator. One of these things is the preservation of credibility both in relation to the product and its
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senders. Cathrine refers to this preservation of credibility and explains how a certain development
GAGKAY a20AFf YSRAI Ay NBflLGA2Yy G2 F O2ydaSyl
criteria on which they choose content creators; it isloager about having the content creator

with the highest number of followers, it is abotaving the right people to writeabout the
product (Appendix 6, Cathrine: Q OP1). Once again, it comes down to being able to pick the right

online content creator taollaborate with.

When picking the right content creator, Cathrine also emphasises that the smartest choice is not
always to go with the biggest blogger in terms of number of readers. By picking lesser known
online content creators a tourism organisatioanccreate a very different reach and thereby reach

people who do not usually receive their messafgspendix 6, Cathrine: Q OP1).

4.2.3.2. The possibility of using online content creators to work around specific destination
branding challenges:

Each destiation has the possibility of presenting various challenges when it comes to branding
the destination which can be very difficult to work around as outlined previously. When asked if
online content creators could serve as a tool to work around these ciggke Cathrine gave a

confirmative answer as illustrated here:

d certainly think so and they will be able to add something to the story besides a tourism
2NHBIFYA&lIGAZ2Y &l @Ay3aT ay2¢3x @2dz Ydzald 32 KSNB o
will be able to add; "it was super cozy to go there and this restaurant and you need to experience
GKAA 6KSYy &ARpdendk$, (CatliriKeSQBPS):

What Cathrine touches on here is how an online content creator can add something to a given
destinationin the form of a story, as Maudy did in one of the above shown findings. Maudy
elaborates on the importance of providing the tourists with a story about the place they are
visiting:

G o0ddy LQY &2 FFNIAR OGKIFIG AT &R UzOB2YHKGRNBATKE
YIEGddz2NE FyR &8Sasx (KIGQa yAOS>T odzi y2¢ ¢KIGK La
story, then if we have a good storyteller who can tell the story then suddenly this area of nature

comes alive and they canofcéus | f 42 R2 { KApdpendixys, Ma&ly: QIORE). 0 D PO £
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Much in line with the above expressed fear of tourists not being able to get in the right mood
when visiting a screerelated location, Maudy mentions how a tourist's lack of imagination at

timesmakes guides a necessary feature on such a location:

G¢ KSe R2y niagirfatiodsd théyKéed some help along the way and, therefore, a guided
tour is very important and then it all of a sudden becomes more interesting because you learn
somethingabout it, for instance, you can look at a painting but if you suddenly know the story
behind it, then it becomes something different, and you look at it with different eyes and it's the
same with screei Y R dzOS R (AppedzikI6, aVMdutly¥: Q OP5).

It is ane thing to establish that online content creators can in fact be utilised to combat certain
destination branding challenges, it is another to establish that it is a good idea. Cathrine states
that what it is that makes online content creators a good tealltimately the possibility of getting

a good story:

Goddy AdG Aa €t Foz2dzi GKIFIG 3I22R ai2NEB |yR FTA
& dzNJF (Abéndi¥ 6, Cathrine: Q OP3).

4.2.3.3. Subconclusion

Working with online content creators is nothing new to both representatives as both have worked
with bloggers several times on the topic of destination branding and from this experience both
representatives agree that the best results are achieved whenbttst possible match between
content creator and product is achieved. In relation to this, the representative from Visit Aalborg
states that it is no longer about collaborating with the content creators with the most followers; it,

first and foremost, islaout achieving the best possible match.

To both representatives, the possibility of using online content creators to work around specific
destination branding challenges is considered viable. One of the stremitlonline content
creators both representases point to is the ability they have to tell their followers a story of their

own experiences at a given location. These stories are considered so valuable because they are
believed to be able to help put the tourists in the right mood and trigger timeagination while

visiting the location and help the tourism organisations fulfill the tourists' expectations to a

screenrelated location.
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4.2.4. Destination branding, its challenges and modern opinion leadership as a solution
conclusion:

Among all the pssible branding challenges which can occur in relation to sererced tourism,

the meeting of the tourists' expectations was pointed to as the biggest challenge, as well as being
the most important task, by two representatives from Visit Aalborg argit ienmark in the
Netherlands. This, however, can at times be difficult as there are limitations to what a tourism
organisation can do at such locations. The representative a Visit Aalborg mentions creativity as an
option and to find a way to create yomwn spin off of the given screen production. Awto do

this could be by utiling the help of online content creators. Both representatives have previously
worked with online content creators and believe working with them could be a viable way to
combatvarious destination brandinghallenges in relation to screenduced tourism due to their
ability to tell stories. Stories of their own experiences at the locations is by the representative from
Visit Denmark in the Netherlands considered very valuablghasbelieves they can help put the

tourists in the right mood and trigger their imagination, as many may need help in that regard.

In theory, travel recommendations can come from anywhere, as made evident by the findings
collected from the conducted intgrews withGame of Throne®llowers, but friends and family
were generally found to be preferred and more trusted while online recommendations were
largely considered unlikely to sway their opinions. This indicates mistrust towards online content

creatorswhich by some of the followers were attributed to be due to a lack of transparency.

TheGame of Thronefans, however, can be argued to have more trust in online content creators.
This is due to there being no indications that they thought themselve® rikely to be influenced

by people they know or other people compared to people online, as was found to be the case with
the Game of Throne®llowers. Some of the fans did considendit likely at allto be influenced by
online content creators. Howevgthis portion of the fans only makes up a margin of the total
amount of respondents and is, therefore, in accordance with the survey results stating the

majority of them were fine with sponsored content online as long as it was not hidden from them.

Opemess regarding collaboration and the use of disclaimers when sponsorship occurs was the
solution to elevate the trust level of online content creators which had the most support among

the Game of Throne®llowers. This is a strong indicator that, even tigh they generally were
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found to have less trust in online content creators than the fans, they agree with them on how
sponsorship should be handled which in turn suggests they may have more trust in online content
creators if under the right circumstancel$ can therefore be concluded that, if handled right and
with openness regarding the collaboration, a tourist organisation can utilise the help of online
content creators to combat certain destination branding challenges in relation to sineeiced

tourism.
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5. Conclusion:

Screeninduced tourism must be considered a niche within the latgerrism industry, but it is a
niche with great potential both when it comes to tourism induced by big screen productions and
that by the small screen. Most of the research done regarding screen induced tourism have
focused on big screen productions meamiexploring the understanding of scre@mduced
tourism associated with small screen productions, such as tele\gbiows has received relatively

little sustained researchin an attempt to add to that pool of research, this thesis report has
focused onthe American T\show Game of Throneand what it would take for a destination to
attract tourists to the locations used as filming locations for saiesAHdv. HoweverGame of
Thronesuses locations all over Europe, from Iceland to Morocco, which are gliverse.
Therefore, one specific destination was chosen and a study of semdened travel motivation

was created based on the following problem statement:

G4l 26 OFy | RS&AGAYIGAZY BADOK2 5 ENB 2 NJ R SBfy & NBT |

Game of Thrones to the numerous Northern Irish filming locations used in saltbW?

In order to provide the reader with a possible answer, what could be just one of many potential
answers, the author of this thesis report applied the push and pull thearynotivational factors
in accordance to the conceptual approach created by Macionis (2004), additionally the topic of
destination branding challenges was looked into as well as that of opinion leadership which were
explored as a possible method of comtiag branding challenges related to screewluced

tourism along with attracting tourists. This led to the following concluding remarks:

When it comes to the push and pull factors and which were deemed the most important among
the Game of Throne®llowersand fansfew differences appeared which, at first glance, may make

it possible for destination to cater to one group without necessarily alienating the other. This
result was somewhat surprising as a greater division between the two groups were expeeted d
to their difference in level of involvement i@ame of ThronesHowever, the differences which
were uncovered are considered to be of a significant character as they greatly illustrate the
difference between being a follower and being a fan. These rdiffees can also be what

ultimately may force a destination to choose which group, followers or fans, they wish to cater to.
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Among the push factors, the intrinsic and intangible motivations which may lead a person to travel
to a specific destination, the Bowers and fans were largely in agreement regarding their
significance. However, there were small differences in how some of the push factors were
perceived which may be what ultimately makes it difficult for a destination to cater to both

groups.

The prepect of sharing an experience with ones' friends and family was considered important by
both Game of Thronefllowers and fans which made the push factor Social interaction a strong
motivational factor. The wish to escape from ones everyday life andxpereence something

more unique was also strong motivational factor among followers and fans both in regards to
escaping from the bad weather of ones' home country and to achieve the feeling of escaping into
another world. As it is impossible for a tourissrganisation to control the weather, it could be
deemed wise for a destination, such as Northern Ireland, to create activities or direct tourists
towards locations where they can achieve this feeling of escape as this is identified as something

that can dtract both groups.

The educational aspects of visiting a screelated location were also considered very important
making Education a strong motivational factor by tBRame of Throne®llowers while it did not
carry much weight among the fans. Thisstles with the results regarding the pull factor
Information on and off site, as the fans found this to be a factor of significance while it carried
little weight among the followers. This indicates the two words ‘education’ and ‘information’ are
perceived differently by the two groups making further investigation into these concepts
something to be considered in order to get a clear view of what it actually is the two groups want

and if those wants can be united.

The prospect of achieving the feeling of tadgia can be a strong motivational factor. However,
this was not the case when considering the results derived of@hme of Throne®llowers and

fans. This suggests that neither group has nostalgic feelings toganee of Thronesvhich may

be attribued to it being a relatively new T8how, thereby suggesting it would be unwise of
Northern Ireland to focus on aspects connected to the push motive of Nostalgia in order to attract

tourists.
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Regardinghe push factor Bo-enhancement both groups found thgossibility of gaining dter
peoples’ respect to be a sidicant motivational factor but where it among the fans centered on
having exclusiv&ame of Thronesxperiences it was different among the followet$e followers
were found to achieve their sense of egohancement through experiences which were not
related toGame of Thronelsut, for instance, by visiting unspoiled nature. This is one area where a
destination may have to decide which group is theimary target audience as the concept of

egoenhancement is a strong motivational factor but ultimately perceived differently.

The want to realise one's full potential was not found to be a dominant motivational factor among
the Game of Throne$ollowers, which was also the case among the fans. This is somewhat
surprising as it suggests that the fans do not view visiGagne of Throneselated locations as
something which are connected to the factor Sattualisation and thdulfilling of their potential

as a fan.

The results in relation to the last push factor, Fandom and fantasy, showe@ahee of Thrones

fans did, as was expected, consider the fandom and fantasy aspects to be of great importance.
¢tKAa OFy 0SS &aSSy loe fictiofalwrd ®iGamé & Khrode@hich casdldo A y
0S [ NBdzZSR G2 06S SOARSYOS 27 (dhé&v. Sulpnsifgly, F&ndani A 2 v
and fantasy was also considered an important motivational factor among tfie A\2 6 Qa F2f f 2
Severalof the followers were found to achieve the sense of belonging to a fandom through non
Game of Throneeelated experiences such as visits to Harry Potter related locations which were
compared toGame of Throned hereby, the followers expressed what canrterpreted as a sign

of warting to achieve this sense of belonging and a stronger emotional connection with the TV
showbut as made evident by the results in relation to the pull factors, the followers might need
Ga2YSUKAY3I SEGNI£€.AY 2NRSNI (G2 | OKAS@GS (KAA

The need for something extra can be seen in how Themed representation and Human
representations were found to be important pull factors to both groups. Concerning the followers,
the reason of this is apparent, as theyplained it could help them achiewa greater connection

to the T\ishow and the experiencead at the location. ie same cannot be said about the faas

their reason for valuing these pull motives are without explanati®ne guess as to why themed

and human representatiomasimportant anong the fans is that even a fan needs something to
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help trigger the imaginationThis means, a destination such as Northern Ireland can, byirigl

the wish of themed and human representation voiced by both groups, simultaneously comply with
the follonS NE Q | F2 NB Y &chidving gehde ofddicading andl a stronger emotional
connection with the T\show and thereby makeGame of Throneselated locations a possible

strong point of attraction to tourists coming from both groups.

Among the remaimig pull factors, the extrinsic and tangible motivational factors which can draw a
person to a specific destinatiohere exists an overall agreement between the two groups in
regards to the different facto@mportance as where the case with the pushtéas. The only
disagreements were found in the results regarding the factors Exoticism and attraction, and

Information on and off site, as already mentioned.

The results regarding the pull factor Exoticism and attraction illustrates how the lack ofreaalt

be a result in itself. This pull factor centers on the need for something else which can be seen or
additional experiences with no relation t8ame of Thronesa need only expressed by the-TV
show's followers. This can be seen as a strong indichtatr 4 Game of Thronefollower would

need something else in order to feel motivated to make a visit while it simultaneously suggests a
fan would feel motivated to visit merely by the lure of experiencing something connected to the
fandom they are a part oEven thoughthe FR K2 6 Q& Tl ya SELINB&EASR y2 Y
having nonGame of Thronegelated experiences, it does not mean that a tourism organisation
would alienate this group of tourists by embracing this need as voiced by the followers. It could
therefore be argued that it could be a wise decision to make potential tourists awareyaftaer
attractions or experiences a destination, such as Northern Ireland, can offer as these tourists may

decide to visit &ame of Throneelated location since they are already at the destination.

The pull factor Convenience, which covers the comfurthaving hotels, dining and shopping
facilities in close proximity to the locations visited, as well as easy access to transportation and
restroom facilities. These conveniences were considered a somewhat strong motivational factor
among the followers wite it carrieda more significant weight to thiEans¢ especially to have easy
access to restroom facilities. A way for Northern Ireland to accommodate the wish for these
O2y @Sy ASyO0Sa O2dz R 0S Gandd thbkeselatddNotaiors iviereth S O 2

transport back and forth is arranged.
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wSIIFNRAYI al OA2yAaQ ouHnnnv GKNBS &aLISOAFE Y2{4A
the most popular closely followed by Personality while Place received little attention by both
groups. This sygests it could be deemed the wisest decision for a destination, such as Northern
Ireland, to focus on what can be considered to fall under the performance aspects as a method of

attracting tourists.

Onthe topic of authenticity, however, some significatifferences were detected which can not
only make it difficult for a tourism organisation to satisfy both groups but which also clashes with

the findings regarding the pull factors Themed representation and Human representation.

Among the fans a tendendpwards considering the matter of authenticity was detected. It was
found that authenticity was considered to be of less importance when dealing @éime of
Thronedilming locations and other screarlated locations compared to locations which have not
been used for a screen production at all. T$uggests th&same of Thronefans didnot consider
authenticity to be that important when dealing with filming locatiombich may be attributed to
their wish to recognize these locations and subsequent scpreductions has taken center stage
in this instance. It cathusbe said to be not only a fating, but a screen productiething. To the
followers, however, the results indicatdobth when dealing withGame of Throneand other
screenrelated locations G KS f20FGA2yaQ FdziKSyGAaAoOAadGe YI GG
recognize the locationsThe emphasis among the followers were not on the recognition of the
locations as filming locations but rather on being able to see these locations in tisgioiled and

original form.

This means, a tourism organisation may very well alienate one of the two groups as the fans wish
to recognise the location as a screlatation while this may disappoint and repel the followers. As
mentioned, this contradicts # results concerning the pull factors themed and human
representation which was considered to be a strong motivational factor by both groups and even
believed by some followers to be something which could add positively to their experience. This
strongly siggests there are certain expectations regarding scredated locations which do not

co-exist well with the principles of authenticity.

These strong indications of a wish, from both the followers and the fans, for something which can

help trigger theinmagination and draw them into the experience while visitingame of Thrones
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are tied to the one of the biggest destination branding challenges pointed to by two tourism
industry representatives. They believe this to be being able to meet the touaspectations
connected to visiting a screeelated location. A way to do this could be by utilising the help of

online content creators.

The supply side, represented by the two representatives from the tourism industry, believe
working with online contentreators could be a viable method of combatting various destination
branding challenges in relations to scre@duced tourism based on their ability to tell stories.

Their stories would be different from those a tourism organisation can provide as thaslel be

stories of their own experiences which the representatives believe to be of great value as they
YAIAKG 6S FofS G2 GNARAIISNI GKS G(G2dzZNAAGAQ AYIFIAAY

When considering the demand side, which for the sake of this thesis report is madeGgmniey of
Thronesfollowers and fans, the general level of trust put in travel recommendations provided by
online content creators left something to be desired. This mistrust towards online content
creators, which was more pronounced among the follower than the fams, attributed by both
groups to be due to a lack of transparency as the general sentiment on the topic was that

sponsored content online is okay, as long as it is not hidden from them.

Openness regarding potential collaborations between the tourism imgusnd online content
creators was the solution to elevate the trustworthiness of online content creators which received
the most support among both followers and fans. This is a strong indicator that if handled right
and with openness, a tourism organim can utilise the help of online content creator in an
attempt to combat destination branding challenges in relation to scAeeluced tourism and as a
method of attracting tourists to a specific destination, such as Northern Ireland arghitse of

Thronesrelated filming locations by making potential tourists aware of what they have to offer.

As made evidenby this study, motivational factors have the potential to be diverse and many,

and for a tourism organisation to have an understanding of those can be argued to have a positive
effect when it comes to attracting tourists. It is all about understanding tharket and

dzy RSNARUGI YRAY 3 6KIFIG 2ySQa Odzad2YSNAR élyd |yRX
GKAY3 6KAOK gl & F2dzyR G2 oFflyO0S 2y (KS SR3IS

potential customers was for tourism organisations to use onlingemncreators to make people
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aware of what a destination can offer, how it can fulfill their intrinsic needs and extrinsic wants,

which is a method only likely to be accepted if done right.
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Appendix1- 8:

1. Appendix 1¢ Interview guide for Game of Thrones followers

1.

How often do you travel?
1.1.When was the last you traveled?
1.2.Where did you go?
Can you tell about what made you go theid/hat motivated you?
Have you ever been to Northern Ireland?
3.1.If yes; why did yo go there?
3.2.1f no; how come?
Have you ever visited a destination which had been used as a filming location for a film or a
television production?
4.1.1f yesc for which film/television production?
4.1.1.Why did you visit that/these location(s)?
4.1.2.Did you visit thenalone, or were you in a group?
4.1.3.Where did the idea of visiting this place come from?
4.1.4 What/how did this/these visit(s) make you feel?
As established before the start of this interview, you follow theshgwGame of Thrones
correct?
5.1.0n what basis would yasay you follow this T¢how? Would you identify yourself as a
casual viewer or are you more of a fan?
5.2.Did you know that several scenes have been filmed on location in Northern Ireland, such
as Winterfell (the Stark family home) and Pike (family home of3teyjoys)?
5.3. How does this make you feel? Knowing you can visit the places featured in thi®WY
does it carry any sort of meaning to you?
Can you imagine yourself visiting one or more of the destinations used as filming locations for
Game of Thronefund in Northern Ireland?
6.1.1f yesq why?
6.2.1f nog¢ why not?
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6.2.1.What would it take for you to go to such destinatianehat would motivate you to
visit these destinations?
6.2.1.1. What do you think that there should be at the locations, as a minimum?
6.2.1.2. What would you liked obtain, experience wise, from visiting such a
destination?
7. Which aspect o6Game of Thrones Place, Performance and/or Personality (celebriters) the
most appealing to you?
7.1.1f Placeg why?
7.2.1f Performance; why?
7.3.1f Personalityg why?
8. Do you think younight visit these locations knowingly/make a conscious decisioifi you
had not watched a single episode®@ame of Thronés
8.1.If yesg why?
8.2.1f no¢ why not?
C2NJ FAdzZNIIKSNJ SELX 2Nl A2y 2F GKS AyiSNWASsSSQa

On the basis of what Bnswered in questions 6.2.1.1 and 6.2.1.2

1. Imagine yourself at a destination used as a filming locatioiG&me of Thronegan you
go a bit more in depth with what you expect achieving and seeing at the location?

2. Is this or how is this different from whgbu expect to see at a destination which has not
been used as a filming location fGame of Throne$or instance?

Opinion leadershipe, for exploration of how the interviewee form opinions on travelling:

1. Where do your ideas to travel to certain destimatiusually come from?
2. Do you ever seek out travel recommendations?
2.1.Have you actually followed these recommendations?
2.2.What do you think of recommendations when it comes to travelling and picking
destinations?
3. Do you find it possible that your inclination ¥¢sit these locations could be affected, or

perhaps even changed, by other people (people you know, people online)?
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3.1.Could a blogger, a YouTuber, an Instagram account or the like change your opinion in this
NEII NR 6SE® (I 1S &2 dng"frakke of mind, by yhaybe jBtankkg I 5 { 2
you reconsider it)?

. Do you think it would be a good idea for tourist agencies to use bloggers, YouTubers and such

to make people aware of what they offetto sponsor the content of a video or a blogpost?

4.1.1f yes¢ why?

4.2.1f nogwhy not?

. Would this sponsored content make the blogger or YouTuber in question seem less

trustworthy to you?

5.1.If yesq why?

5.2.1f no¢ why?

. How about compared to actual commercials as those shown on the television?

. So00, now what depending on answs given, finish off the interview..
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2. Appendix ZInterviews with Game of Thrones followers, in Danish

2.1. Interview 1, conducted in Danish
Duration: 00:27:47 Faceto-F I OS AYU0SNBASE>S O2yRdzOGSR | i

The interview wasoriginally conducted in Danish.

Interviewer:Okay, sa karer vNlit farste spgrgsmal er; hvor ofte rejser 1?
Victor: Det gar vi 2 gange om aret.

Emma:Ja, 1 til 2 gange om aret.

Interviewer:Hvornar var | sidst ude og rejse?

Victor: Det var vi i decembe2016.

Interviewer:Hvor var | henne?

Victor: Vi var i London.

Interviewer:Kan | forteelle mig lidt om, hvorfor | tog derhemvad motiverede jer til at tage pa

den tur?

Victor: Jamen lige den tur, det var fordi vi havde lovet William (Victors sgn) deuddékke
noget specialt sadan for vores vedkommende. Vi har vaeret der flere gange, men William

havde ikke vaeret der, sa vi havde lovet ham at vise ham byen.
Interviewer:Har | nogensinde veeret i Nord Irland?

Victor: Nej.

(EmmaRyster pa hovedet)

Interviewer: Hvordan kan det veere?

Victor: Der er ikke nogen der har spurgt os!

(BeggeGriner)
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Victor: Ej men nej, det synes jeg ikke sadan rigtig vi har haft oppe og vende.

Emma5 SG KIFNJ @nNBG YSNB anRlFcy RS SdzaNPLInpA&ai1S Kz

Victor: hovedstaeder, ja, og sa turistmal.
EmmaJa.

Interviewer:Sa det er ikke noget specifikt? Det er ikke et specifikt valg at | ikke har veeret der,

det er bare sadan mere; det er bare ikke kommet op?
Victor: Ja, vi har ikke fravalgt det, men vi har sa heller ikke tilvalgt det.

Interviewer:Har | nogensinde besggt en destination som har veeret brugt som film lokation til

en film eller tv produktion?

Victor: @h ja, det gjorde vi, hvor var det det var..? Det Sardinen!

EmmaJa.

Victor: Ja, sa det har vi.

Interviewer:Har | vaeret andre steder, eller er det det eneste sted? Sadan af hvad | ved.

Victor: Altsd det har vaeret det eneste sddan deciderede sted der har veeret lavet til film
produktion, ellers sa er dgo sadan nogle... Altsa man optager jo film i London og New York,

men det er ike derfor man besgger byen.
Interviewer:Hvorfor besggte | det sted? Hvis vi tager Sardinen.

Victor: Det var egentlig, altsa vi to ikke til Sardinen for at besgge stedet, mam p& Sardinen
og sa fandt vi ud af der 1& sadan en, en by som man brugte til at indspille spagbstéins i

og teenker, at det skulle vi da selvfglgelig se, nar vi nu var pa Sardinen.

Interviewer:Besggte | stedet bare jer to, eller var det sadanfilega sadan en bustur man tog

pa, eller hvordan.

Emma:Det var bare os to.

Pagel05o0f 282



Interviewer:Hvor kom ideen fra til at besgge det her sted?

Victor: Ahh, jeg tror jeg googlede noget sadan lidt om sevaerdigheder pa gen, og s& dukkede

den op.

Interviewer:S& detvad  NE anRlIy f ARG QK2@al QK
Victor: Ja det var helt tilfseldigt, fuldsteendigt.

Emma:Det var meget tilfeeldigt, ja.

Interviewer:Hvordan fik den her lokation jer til at fgle? At | kunne veere et sted der var blevet

optaget film?

Victor: Jeg ved ikke om jeg felhoget specifikt. Den lokation der var sddan meget nede pa
jorden og sadan, ghh, det var ikke meget ekstravagant. Det var okay; jeg synes ikke der var sa

meget specielt ved det.

Emma:Det var ogsa mere at det var sjovt at besgge et sted, altsa at seydetestille sig at

der blev indspillet film der.

Victor: Jeg tror det havde veeret sjovere hvis vi f.eks. lige havde sted en film der var indspillet
der, s& man kunne genkende nogle af stederne og ikke kun genkende det fra billederne. Det

tror jeg kunne hae veeret federe.

Interviwer: Hvordan tror |, eller tror | det vil veere anderledes hvis det nu var en film | var helt
vilde med, og | tog derhen specifikt for det? Tror | sa de falelser | ville have for stedet ville veere

anderledes?
Victor: Det tror jeg, fo mit vedkommende, ja.

Emma:Ja det tror jeg egentlig ogsa, for sa vil man bedre kunne genkende det og sige; amen

det var ogsa der hvor han stod herovre og sagde det her. Det tror jeg.

Victor: Vi har haft noget, f.eks. nu nar vi har vaeret i Rom et par gange og der har vaeret
forskellige sevaerdigheder, hvor jeg sadan har vidst at "nar jamen det var der hvor hende fra

Qt NAyaSaaSy K2t RSNJ FNARFIU ow2Yl yrfigw tek Rl 8 0 2
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Det kan man godt sige, at det kan man sadan relatere direkte til en scene i en film og det gar

det lidt sjovere.
Interviewerr9 Y R a1 Rl Yy XK
Victor: Jaja, eller sadan star og skubbe den der vogn igennem, hvad hedder det, paron 9 3/4.

Interviewer. Som vi sadan lidt har faet slaet fast inden starten af det her interview, sa fglger |

begge to tvserien Game of Thrones. Er det rigtigt forstaet?
EmmaDet gar gar vi, ja.

Interviewer:Pa hvilket basis vil | sige | fglger den hesevie? Vil | identiere jer som det man

kan kalde en casual viewer eller synes | sddan | er en del af en fanbase?
Emma:Casual viewer.
Victor: Ja, jeg vil ogsa sige vi begge 2 er causal viewer.

Interviewer:Vidste | sa godt, at der er flere scener som er blevet filmetpumt kalder on

location, i Nord Irland sasom Winterfell og Pike?
Victor:Nej det tror jeg ikke, jeg vidste. Hvad med ?
Emma:Nej, det var jeg heller ikke klar over.

Interviewer:Hvordan far det jer sadan til at fgle? At vide man kan tage de her stedeehen,

det noget der har nogen betydning for jer?

Victor: Ikke.. Jeg kunne ikke finde pa at tage derhen bare for at se stedet, men jeg kunne nok

finde pa at se stedet hvis jeg var der.
Emma:Ja, jeg synes meget det samme.

Interviewer:Kunne | forestille jer dbesage en eller flere af de her lokationer i Nord Ireland

som er blevet brugt til at filme Game of Thrones.

Victor: Altsa du mener? Altsa tager vi til nu for at besgge, eller? Vil det vaere formalet med

rejsen?
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Interviewer:Mere om | overhovedet kan se jselv veere nogle af de steder?

Emma:Fra Game of Thronegamen det kan jeg godt forestille mig, men jeg vil ikke tage

derover kun for det, det ville veere hvis jeg alligevel var i Nord Irland, af en eller anden arsag.
Victor: Jeg kunne ogsa sagtens forestille mig at skulle vaere pa en af de lokationer.
Emma:Ja, det kunne da veere sjovt.

Interviewer:Nu hvor | sddan har sagt, at | ikke vil tage derhen specifikt for at besgge de her
steder, men hvad ville der skulle til for agjbrde det. Hvad ville kunne motivere jer til at sige
¢ydz GF ISNI OA RSNKSyYys: LW 3INMzyR IF RSy KSNJ ast

Emma:Sa tror jeg man skulle vaere mere grebet af det. Sa tror jeg det skulle vaere, som du

siger, en film man var fan af.

Victor. Ja, sa er det her casual viewer ikke nok. Og jeg tror, for mit vedkommende, at vi skulle
derover hvor det bliver en lidt mere klassisk serie, nu f.eks. Game of Thrones er helt oppe i

tiden og meget hypet, sa tror jeg jeg skulle over i en klassisk fiémesl klassik serie.
Interviewer:Hvad kunne det veere?

Victor:5 St 1 dzyyS @nNBXanRly Sy &aLISOATFA]l FAfY Stf
Interviewer:Ja, hvis der er noget du sadan har i tankerne?

Victor: Ahhh, den var sveer.... S tror jeg det skulle vaere et pae #dkationer maske fra

Godfather, der kunne veere nogen fra de her, hvad hedder de...

Emma:Altsa jeg sidder og teenker Ringenes Herre, fordi der er jo enormt flot natur og den blev
jo filmet nede i New Zealand hvor, der kunne jeg godt forestille miggabjg til New Zealand

fordi jeg havde set den.

Victor.Ja. Jamen det, jeg tror jeg vil haelde lidt mere til at man tager en lokation som den er og
sa bruger den som baggrund i stedet for at man tager lokationen og laver den om til noget

man kan bruge som en baggrund. Jeg kunne godt teenke mig at se Hadriarierdiyeg ved
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den har veeret brugt som baggrund i nogle film, men jeg kunne ikke teenke mig at se Hadrians

mur hvis den var blevet lavet til at veere baggrund i en film.

Interviewer, henvendt til VictorSa du er lidt imod det her Hobbiton de har lavet ilNe

Zealand?

Victor: Meget, ja!. Jeg ville se det hvis jeg var der, helt sikkert! Men sa vil jeg jo se det bare
fordi jeg er vild med filmen og fordi jeg ikke er helt sa casual med Ringenes Herre eller Tolkien,
YSy RSO anRlIy |G oeée3daS RSG 2LIX 5S0G SN fARG L

Interviewer, henvendt til Emmdet lad til at du havde det lidt anderledes der, eller?

Emma:Jamen det er lidt med naturen. Altsa nar man nu har kigget pa Ringenes Herre synes jeg
det er en meget flot natur der er der, og det har jeg ogsa hert aedéNew Zealand, sa det

kunne veere en af grundene til at jeg tog derned.
Interviewer:Sa du er heller ikke vild med alt det der konstrueret ?
Emma:Nej.

Interviewer:Hvis vi nu forestille os Nord Irland, og de her lokationer de har brugt til at filme

Gameof Thrones; hvad vil | sige der skal vaere pa de her lokationer som et minimum for jer?

Emma:Altsa det er lidt blandet, for nu har vi ikke set s meget af de her Game of Thrones, s&
der teenker jeg der jo godt ma veere et eller andet, en guide, der fontzelét var her den her

scene blev indspillet, men stadigveek har jeg ogsd, jeg synes da vi var pa Sardinen at der ikke
var det her guidede, at man ikke kunne kgbe souvinrs og der ikke var busture arrangeret dertil,
kunne jeg godt lide ved det. S& jeg eraddidt blandet i hvad der skulle vaere. Altsa sadan

med toiletforhold og sadan, sa bliver det lidt for... for kommicielt.

Victor: Ja nar man lige pludselig kan sta og kgbe slik og sodavand, og du skal betale for at fa
taget et billede sammen med etellery RS X an SNJ RS RSGOX RSy RS
@hm, men det er den der balance, men jeg synes pa den anden side ogsa godt at det kunne

veere rart nok med en eller anden visuel guide der forteeller sddan; at det her, det du ser i
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virkligheden her, deer brugt sadan her i filmen. Altsa en eller anden form for perspektivering,

sadan s& man kan relatere til det.

Interviewer:Hvis vi nu tager pa oplevelses siden, hvad kunne | sa godt taenke jer at opna ved

sadan et besgg?

EmmaDet er jo at genkalde de héorskellige scener i en eller anden film. Sadan; det var her

Kdzy 3A1 YSR A3SyySY RSG KSNJ 4GdNQHRSX
Victor: Ja!
Emma:Ligesom at genkalde filmen.

Victor: Ja, altsd man kunne maske ogsa forestille sig en eller anden formdaaotment, det

kunne da godt vaer okay at se.

Interviewer:Sa noget der ligesom kan veere med til at drage jer ind i det univers der nu er i

serien?

BeggeJa!

Interviewer:Hvis vi nu kigger pa Game of Thrones serien sadan som helhed, hvilke af de
folgende 3 aspekter er det der appealersest til jer, hvor det farste er; Place som lige som er
landskaberne og hele den atmosfeeriske baggrund, eller Performance som indbefatter storyline
og plot og sé den sidste; Personality som referer bade til karakterne, de fiktive karaktere i tv
serien ogsa skuespillerne og skuespillerinderne som spiller de her karaktere.

Hvilken af de tre af det der fanger jeg ved serien?

Victor: Jeg tror, for mit vedkommende der er det nok mest historien. Jeg kan godt lige fantasy
0g jeg synes Game of Thrones har etdjdut twist pA den made, og pa den made de laver
kontinuteten pd, eller manglen pa samme, ved ligesom at hakke hovedet af dem alle sammen i
den sidste episode. Jeg kan, jeg kan godt lide historien, i hvert fald i Game of Thrones. Og det
er klart nok at pesonsklidringen ogsa er en del af historien fordi intrigerne spiller meget ind i

det.
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Emma:Jeg teenker mere det er personerne jeg falger. For det er en, for mig, meget
langtrukkent og meget lange pauser i sa jeg kan godt have lidt sveert ved at falgdwvaed i

det lige er historien gar ud pa, sa det er mere personlighederne jeg ser det for.

Interviewer:Sa det vil vaere forskellige ting der evt. vil kunne treekke jer afsted til sadan en

lokation, hvis man teenker pa de her 3 aspekter?
Victor: Ja, det tror jeglet ville.

Interviewer:Tror I, | ville tage en bevidst beslutning om at besgge nogle af de her lokationer,

hvis | aldrig havde set et afsnit af Game of Thrones?

Victor: Nej, for s tror jeg ikke vi ville vide at det var der. Sa vidt jeg ved er der igke store

og kendte lokationer der er blevet brugt, altsa det er jo ikke sadan de har brugt Tower (laes:
Tower of London) f.eks. sa jeg tror maske, nu spekulerer jeg lidt, at de ruiner de har brugt det
er nogen der maske ikke man vil valfarte ud for atogpglet er jo klart nok, at hvis man ikke

har set Game of Thrones, sa ville du heller ikke vide at de havde figureret deri.

Interviewer:Hvis vi nu forestille os, at | tog afsted som en del af en stagrre gruppe med nogle
venner eller noget familie, og hviedvar nogen der der gerne ville ud og se det, kunne | sa

tage med, og maske endda nyde oplevelsen selvom | ikke havde set et afsnit.
Victor: Ja det tror jeg godt.

(Emma nikker).

Victor: Det tror jeg godt.

Emma:Ogsa fordi, mange gange hvis man rejser sammen med andre, sa har de en eller anden

KAZU2NAS GAaf X
Victor: Ja s& kommer der nogle historier der.
Interviewer:Og sa kunne det vaere man blev fanget ind pa den made?

Begge nikketMmmhmm.
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Interviewer:De spgargsial her de referer lidt tilbage til noget af de vi har snakket om tidligere,
men hvis | forestiller jer selv pa en af de lokationer der er blevet brugt til at filme Game of
Thrones; kan | sa ga lidt mere i dybe med hensyn til hvad | ville forvente at agjéwead |

ville forvente at se.

Victor: Jamen altsa udover det som vi har naevnt med visualiseringen og maske en eller anden
form for re-enactment, s& kunne jeg maske ogsa godt forestille mig at der stadig skulle veere
en eller anden reference til det oritale sted, altsd; sadan her er det originale steds historie og
det har vi sa gjort det her ved. Sadan s& man stadig for af vide; hvad er det egentlig vi star og
ser pa. Er det en ruin fra nogle keltere eller er det noget der er fuldsteendig ligegyldigt, som
bare er taget og brugt i Game of Thrones. Jeg kunne godt teenke mig at den oprindelige

historie stadig var en del af oplevelsen, sadan sa man far det med ogsa.

Emma:Mmmhmm, og méske ogsa historien om hvorfor de lige har valgt det, hvorfor det lige

Victo:] A3S yD2F3GA3IH 9NJ RSG 6FNB F2NRA RS{G SNJI A
Emma:Eller var der noget specielt ved sceneriet, der gjorde dgt®alet her sted.

Interviewer:Hvordan er det forskelligt fra hvad | ville forvente at se pa en lokation som ikke er

blevet brugt til filmoptagelse for Game of Thrones, f.eks.?

Emma:Der tror jeg ikke er nogen forskel. Jeg tror, nar vi tager ud af regser det for at hgre
historien om 'hvad er det her for en bygning’, ‘hvad er det her for en borg' eller 'hvad er det

her for et sted'.
Victor: Ja historen er hele pointen. Det er den der er i fokus.
Emma:Ja.

Interviewer:Sa det man vil kunne sige vargkellen er, at pa en lokation der er ikke er blevet

brugt som film lokation, der vil der bare ikke veere film ellesévie aspektet inde over?

Victor: Nej, det vil ikke veere der.

Pagell2of 282



Interviewer:! ¥ 3I2 RS 3INHzyRSE {1lYy YIy 22 &A3SX

BeggeJa (griner).

Interviewe': De neaeste spargsmal jeg har her er omkring hvad der pavirker jeres
beslutningstagen.

Hvor far | typisk jeres rejse ideer fra, nar | skal vaelge specifikke destinationer?

Emma:Jeg vil sige, jeg kan i hvert fald naevne to gange, hvor vi er blevet pavitaea
venner eller af vores bekendtskabskreds, der enten har veeret afsted eller har kunne forteelle
noget om stedet, eller som havde lyst til at rejse derhen og sa valgte vi at tage dertil. Ikke

sammen med vores venner men sa var man blevet anbefaletgat tlerhen.

Victor: Ja og jeg taenker ogsa, jeg sidder tit ogsa og kigger artikler, rejsebeskrivelser og '100
a0SRSNJ Rdz a1t 6SabDAS AYyRSy Rdz RDAN:I 23 RSy

Interviewer:Opsgger | nogensinde aktivt rejseanbefalinger, nu har | naevnt at | haf faet nogle
stykker som | ogsa har fulgt, men er det nogen som | aktivt opsagte eller dumpede de lidt ned i

turbannen?

Victor: Jeg tror vi aktivt spgrger ind, hvis vi hgrer nogen har veeret afsted for jeg tror vi altid
sadan mere eller mindre ubevidst leder efter rejestinationer, sa hvis nogen forteeller de har
veeret et eller andet sted henne, sa er jeg i hvert fald meget interesseret i at hare om hvor de
har vaeret, og sa er det man szetter et kryds i hjernen og skal undersgge naermere naeste gang

vi skal afsted.

Interviewer: Hvad synes | sddan generelt om den her praksis med at give anbefalinger af rejse

og valg af destinationer.
Victor: Mener du i bekendtskabskredsen eller pa internettet?
Interviewer:Sadan i det hele taget; bare det at give og opsgge anbefalinger.

Victar: Jamen det synes jeg da er fint nok. Det synes jeg er okay. Hvis det er i omgangskredsen,
sa har man en eller anden ide om hvad det er de folk godt kan lide og hvad det er de fokuserer

pa og sa ved du ogsa, om det er noget du selv kunne veere interegdeetter jo lidt mere
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abent, hvis man leeser en artikel pa nettet, for den kan jo veere mere eller mindre subjektiv og

farve noget rosenrgdt, sa den skal man tage lidt med en gran salt.

Interviewer:Ser | det som en mulighed at jeres lyst til at besggspatifik lokation den kan

blive pavirket eller maske endda aendret, af andre mennesker?

Emma:Jeg vil sige, at hvis der er nogen af mine venner der har veeret i Tyrkiet og de ikke
anbefalede Tyrkiet, fordi der er et eller andet ved kulturen, eller nogetrar jeg godt jeg

kunne finde pa ikke at tage afsted, det kunne godt fa mig til at veelge det fra.
Victor: Det kunne godt fa det rykket langt ned pa listen.

Emma:Ja! Det var en darlig oplevelse i lufthavnen og der var ikke seerlig god service pa hotellet

og i det hele taget kulturen, sa ville jeg rykke det laengere ned pa listen.

Interviewer:Hvad med den anden vej omkring? Hvis der var nogen der virkelig talte en
destination op, som | maske ikke havde overvejet, kunne det sa rykke den leengere op pa

listen?
Victor: Ja det tror jeg godt.

Emma:Altsa jeg havde jo slet ikke overvejet Sardinen far der var en af mine kollegaer der
naevnte det, at man kunne rejse billigtrted og at det var et fedt sted, og at det ikke var alt
for turistet, fordi det var et nyt rejsemal og det var helt nye flyafgange derned. Sa skulle vi da

prgve det, og det havde vaeret en fed tur min kollega havde veeret pa, sa sa skulle vi da derned.

Interviewer: Vi har veeret lidt inde pa det, men hvad nu hvis de her anbefalinger de kom fra

folk pa nettet? Hvordan ville | sa stille jer overfor det?

Victor: Jeg ville leese det, men jeg ved ikke hvor meget jeg ville fglge det. Jeg tror jeg vil tage
det meget wverfladisk, det er jo sveert at vide om man er enig med noget som helst med den
person som nu har skrevet det, hvad enten det er en anbefaling eller en anmeldelse. Man kan
sige, at hvis meengden af samlede anmeldelser er postive, sa kan det jo selvfaidielig g

hjeelpe, men jeg tror ikke det ville kunne fa mig til at finde en helt ny rejsedestination, men det

kunne nok fa mig til at fokusere lidt mere pa en jeg allerede havde i tankerne.
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EmmaMmmhhmm!

Interviewer:Nu nzevner du det med, at man maske ikke ve@% hvad det er for en person de
her anbefaling kommer fra, men hvis det nu er en social media personality som du faglger og pa

den made maske har faet et kendskab til, vil det?

Victor: Ja s vil det kunne pavirke det, jamen det vil det helt sikkert, foms@nan en eller
anden form for kendskab til den person, sa ved man, at personen star for nogle ting og de ting
kan man sa relatere til, hvad han nu skriver om en destination. Det tror jeg sagtens. Man er lidt

mere tryk nar det en man kender, i situatidgegn.
Emma:Ja, er meget enig.

Interviewer:Synes | det ville vaere en god ide hvis turist bearuer begyndte at benytte sig af de
her social media personalities til at gare deres kunder opmaerksomme pa hvad de tilbyder.

F.eks. sponsorer indholdet p& en blogpeller i en YouTube video?

Victor: Det kan godt veere lidt af et skraplan, for hvis det er sddan at jeg falger en person som
det er jeg faler jeg identifiserer mig med pa et eller andet plan, og sé personen bliver
sponsoreret af en virksomhed eller et istrad eller noget, sa er det maske ikke hans egne
anbefalinger han kommer med, men nogle anbefalinger han kommer med, fordi han bliver
betalt for det og sa tror jeg nok jeg vil fale mig fart lidt bag lyset, medmindre det bliver gjort

klart at 'det her emoget jeg gar og far en form for betaling for'.

EmmaJa, for i det du bliver betalt for det, sa er der en risiko for at man ikke kan veere helt
aerlig og man ikke far hele historien om hvordan forholden var og hvilken standard hotellet var

LA St f SNX

Victor: Ja, og der er ogsa en forskel pa at sponsoreret af nogle ting og sa endorse nogle ting
ved ligesom at sige 'jeg gar ind for det her', eller 'jeg synes det her er et fedt sted'. Det kan jeg
maske godt kabe, lidt. Stadigvaek lidt med et gran salt. Men detabsige 'nu far du 10.000

kr for at seelge den her destination' det bryder jeg mig ikke s& meget om, sa er det bare sadan

en reklamesgijle, synes jeg.
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Interviewer:Sa | vil sige, at det her sponsoreret indhold far den her blogger eller YouTuber til

at virke mindre troveerdig.
Victor: Ja, det kunne veere udfaldet i hvert fald. Det synes jeg. Det er en risiko.

Interviewer:Vil der vaere en made hvorpa den her, hvis vi nu tager en blogger, vil kunne levere

sponsoreret indhold men stadigveek bevare troveerdigheden.

Victor: Ja, hvis der findes en naturlig relation i forvejen; hvis det er sadan at vedkommende er
fadt i omradet, har indspillet en hel serie i omradet sa kan jeg godt forestille mig at sa er det
maske et lidt dybere kendskab end bare lige den der checkyder over skranken; hvis man

har boet der hele sit liv s& kan man; kom til Irland, her er f¢ely ved det, for jeg har boet her

i 50 ar! Sa ville jeg da udmiddelbart synes det var okay.

Emma:Men ogsa hvis man kan laese, hvis ikke det hele bliver mzdenrgdt, men at der ogsa
er plads til hvis der har vaeret et eller andet darligt ved turen, eller ved stedet, at det sd ogsa

star der. Det virker et eller andet sted mere troveerdigt.

Interviewer:Hvordan vil det tillidsniveau den her blogger vil liggetpérdan vil det kunne

sammenlignes med det tillidsniveau en helt almindelig reklame fra fiernsynet vil ligge pa.

Victor: Altsa jeg tror stadigvaek jeg vil have mere tillid til bloggeren, hvis det er en jeg falger i
forvejen. Hvis det bare er en der kommied uden jeg har nogen relation til vedkommende, sa
vil det var fuldstaendig ens. Er bloggeren en som jeg har relation til, sa vil det, indtil han

deevaluerer sit budskab s& meget, sa synes jeg det vil have lidt mere veegt.
Emma:Mmmhmmm, ja.

Interviewer:Jamen det var saddan set egentlig de spagrgsmal jeg havde; sa har jeg lige her
afslutningsvis, lige ville hgre, nu hvor vi har snakket om Nord Irland og Game of Thrones om

det sadan er noget der har kunne hive det lidt op?

Victor: Ja altsa nu vidste vi jo ikigtig at den var blevet indspillet der i forvejen; sa vil jeg da
nok sige, stadigveek, hvis vi snakker 'hvor skal vi tage hen' sa er det da klart nok at nu ligger

Nord Irland lidt hajere oppe, for nu er det sadan frist i vores bevidsthed, og sa kunda det
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godt veere man skulle kigge, der er noget med nogle bryggerier derovre og hvad er der er
andre ting man skulle se. Sa jo mere Nord Irland dukker op i mediaer, benaevnelser og
samtaler jo mere opmaerksom er man da pa det, det synes jeg da. Sa det neieintdet

virker jo ogsa sadan, nah ja, sa er det lidt hgjere oppe pa listen.

EmmaFra slet ikke at have veeret pa listen over rejsemal, sa kunne det godt rykke op og blive

en man kunne overveje.
InterviewerrD2 2 RASY 21 YSy an @At 2S3 aA3ISXoo
Victor: Jeg har lige gvet sadan en lille sang, ma jeg have lov til at fremfare den?

Interviewer:(Griner), Nej du ma ej.

Men jeg Vil gerne sige tak at | ville svare pa mine spgrgsmal, i hvert fald.

Victor: Selv tak!

Pagell7of 282



2.2. Interview 2, conducted ianish
Duration: 00:17:50; Faceto-face interview, conducted at interviewer's house.

The interview was originally conducted in Danish.
Interviewer:Sa kgrer vidhm, hvor ofte rejser du?
OscarDet er forskelligt. Det kan variere fra en til to gange oet.ar
Interviewer:Hvornar var du sidst ude og rejse?
Oscar@hm det ma veere i efterarsferien, der var jeg i Sverige.
Interviewer:Kan du forteelle lidt om, hvad der motiverede dig til at tage derhen?

OscarDet var fordi vi i min familie har en tradition oa vi en gang om aret, sa tager vi hele

familien afsted og min mormor og morfar giver turen, sa det siger vi jo ikke 'nej tak' til.

Interviewerrb S2 AN §A&a FSNAS RSGX | FNJ Rdz y23aSyaAyRS
OscarAldrig i livet.

Interviewer:Hvordan kan det veere?

Oscar@hm, det er ikke lige sadan en destination vi plejer at rejse til. Det er mere Sverige og syd

pa om sommeren, du ved, charter ferier.

Interviewer:Sa du vil ikke sige Nord Irland er en destination du bevidst har valgt frdyatebare
ikke...

OscarDen har bare ikke lige veeret oppe og vende.

Interviewer:Har du nogensinde besggt en destination, som har vaeret brugt som filming location

for en film eller en twserie?

OscarAltsa jeg har vaeret der ved den der julekaldender der blev filmet i Danmark, ved det der

kloster der.

Interviewer:@hm, ja Bgrglum.
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Oscar:Ja, men det var mest pa grund af min keereste gerne ville derhen, sa jeg tog bare med.
Interviewer:{ A RS @hwdhunfilSidRenRra med at besgge det sted?

OscarDet var fordi vi var i sommerhus med hendes familie, og s& sa hun et skilt da vi karte forbi
om at man kunne kommer derind og sa kom hun i tanke om julekaldenderen har veeret og hun er
sadan virkeligilekalenderfanatiker, sa hun gik helt amok og sa blev familien lige ngadt til at kare

derind omkring sa vi kunne se det.

Interviewer:Hvordan vil du sa ligesom sige det sadan fales at besgge det sted der havde relation
GAf SyX

OscarAltsa det var lidt sjat at se et sted hvor der er blevet filmet og du ved der har gaet
skuespillere rundt og sddan noget, men lige med julekaldenderen det er ikke sadan lige min

interesse, rammer sa voldsomt men...
Interviewer:Sa det var ikke sddan det helt vilde, men detlici?
Oscar:Ja det var lidt sjovt, og de fa afsnit jeg fik set.

Interviewer:Og som vi ligesom har faet established far starten af det her interview, sa fglger du

med i tvserien Game of Thrones, er det?
Oscar:Yes! Den er fed!

Interviewer:Pa hvilket bais vil du sige du fglger den herderie; vil du karaktiserer dig selv som

det man kan kalde en casual viwer eller vil du sige du er en fan?

OscarAltsa jeg vil kalde mig lidt mere sadan fan, altsa jeg ser den sidste saeson far sadan en uge
fgr den nye a&@son kommer sa jeg kan huske hvad der er sket i den og hvis jeg faler det er mere

slaret sa tager jeg lige et par seesoner mere; s mange jeg nu kan na.
Interviewer:Sa du er up to date med det hele.

Oscar:Ja.
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Interviewer:Sa, vidste du sa godt at fleresafenerne er blevet filmet det man kalder on location i
Nord Irland, sdsom Winterfell som er Stark familiens hus eller hgjsaede og Pike, som hvor Greyjoy

familien holder til?

Oscar:Jeg vidste ikke lige at det var i Nord Irland, men jeg vidste at det s@daivre i England,

Wales, ovre i den del af det.

Interviewer:Ogsa at det var optaget pa steder der..

Oscar Ja.

InterviewerXx FAYRSa 23 A11S 9SG A SO adGddzRASO®

Oscar:Ja. Og sa er der nogle locations hvor der er noget CGl bagved for at lave det Jaltiem,

Interviewer:Hvad teenker du sadan om det; hvis man kan sige, hvad far det dig til at fgle at vide du

rent faktisk kan besgge de her steder?

OscarAltsa det er en af de ting som jeg virkelig godt kunne teenke mig at komme ud og se, i hvert
fald, sadan for at se stederne og for at se hvor meget der er rigtigt og hvor meget de sadan har

proppet p& med computereffekter og sadan noget bagefter.
Interviewer: Sadan for at sammenligne?
OscarJa.

Interviewer:@hm, kan du forestille dig selv besgge nogle af de har destinationer der er blevet

brugt til at filme.
Oscar:Ja det kunne jeg sagtens, det kunne jeg sagtens.

Interviewer:@hm, hvad vil du mene der sadaom minimum skal veere til stede pa de her

lokationer?

Oscar:Jamen altsa der skal veere sadan et hotel i naerheden, det skal ikke vaere sadan jeg skal ligge

og kare i flere timer for at komme ud til lokationen og sa ma der ogsa godt veere de der helt
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obligatriske turist ting som souviners og du kan kgbe et eller andet fseien der er speciel for

det sted her, s& man kan sidde og sige; jeg har det her der fra, og tage med hjem og sadan noget.

Interviewer:Ville du forventer der var en eller anden fornr fasuel representation, for eksemple
hvor de har filmet Winterfell, ville du sa forvente der var et slotsbanner eller et eller andet hvor

man sadan helt tydeligt kunne se relationen.

Oscar:Ja, altséa jeg vil have det sadan at der star en eller andenftorekulptur eller sddan en

mand, carboard, jeg ved ikke lige hvad det hedder; pap! Der star, sddan maske af Jon Snow eller.
Interviewer:Sa sadan helt handgribeligt eksempler?

OscarJa, sa man ikke skal, saddan for folk der maske ikke ser serien sé Bar&kaenker; der er

meget flot her, de skal ligesom kunne se relationen, sadan hvis man ikke er en hardcore fan.

Interviewer:Hvad vil du sige du sadan pa oplevelsessiden, hvad vil du sa forvente der, ved sadan

et besgg?

Oscar:Jamen s4, for mig hvis jegdan tager pa ferie er det sadan for en uge, og man kan jo
sagtens fa en dag til at ga med at tage ud og se film steder, sa lige med Nord Irland der tager du jo
ikke hen fordi det er det gode vejr du kan opleve de resterende dage, sa der ma gerne ge&tre no

andet i naerheden der man kan.

Interviewer:Er der andet der sddan der kunne hvor du taenker; det er satme et must at fa det ud

af det?

OscarAltsa det ville veere fed hvis man kunne fa det timet med at de filmede pa stedet, s& man
kunne fa lov til at vae en stille seer pa det, men der plejer de at lukke stederne af sa man ikke er

der for det er ogsa meget hemmeligt, hvad der sker med serien.

Interviewer:Det kan det i hvert fald vaere. Hvis vi nu kigger pa serien sddan som helhed hvilket af
de falgende te aspekter er du mest interesseret ved den; vil du sige det er det der hedder Place,
altsa landskaberne og hele atmosfeeren der er i serien, eller er det Performance, som inkluderer
plot og storyline og teamerne eller Personality som bade inkluderer kemadt showet og ogsa

de skuespillere og skuespillerinder der spiller med. Hvilke af de aspekter er mest?
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Oscar:Jeg vil sige det er mest, ma veere en blanding af karaktere og plot fordi jeg synes de falges
ad; altsa landskabet og der er rigtig flot, mechdaade de har gjort det pa, men jeg synes helt
klart det vigtigeste er maden det hele karer frem pa og man har den der showmmelse, for

med Game of Thrones ens helt dgr, agtig.
Interviewer:Ja de har det med at falde som fluer.
OscarJamanskalpasS LJi YSR G FTn Sy @yRfAy3ax

Interviewer:Ja for sa der vedkommende i naeste afsnit. @hm, tror du du ville tage en bevidst
beslutning om at besgge de her steder hvis du aldrig nogensinde havde set et eneste afsnit af

Game of Thrones.

OscarNej, sa tror jg vil vaere sadan lidt, sadan lidt som jeg havde det med julekaldenderen; det

er da meget fint men ehe, sa var det heller ikke vildere, agtig.

Interviewer:Sa man kan maske sige, hvis du var i samme situation at din kaereste eller dine venner

var afsted medyar helt oppe og kare over det, sa kunne du tage med?

Oscar:Jaja, sa ville jeg gerne tage med derhen, sa kunne jeg ikke se noget problem med, hvis det
var for deres oplevelse sa vil jeg gerne dele det med dem, men hvis jeg sadan stod alene i Nord

Irland og ikke havde set serien eller andet, sa tror jeg ikke jeg var taget af sted for at se det.
Interviewer:Hvordan kan det vaere at du taenker, at det s ikke ville have nogen interesse?

Oscarfor sa ville det ikke veere en decideret interesse for mig, men med mine venner ville man
ligesom kunne fa en oplevelse ud af kunne ga og teenke; det er vildt, og de kunne forklare og

sadan.

Interviewer:Yeah. @hm, hvis vi gar lidt tilbage til nogle afidg vi allerede har snakket om, hvis
du nu forestiller dig selv pa sadan en lokation der er brugt til at optage Game of Thrones; kan du sa

ga lidt mere i dybe med hvad du helt konkret forventer og opnar og se de her steder.

OscarAltsa jeg vil forvente, Vis vi tager Winterfell, at se slottet og man kan se her hvor Jon Snow
er blevet stukket og man kan se der hvor kan bliver genoplivet og kommer ind i rummet og praver

at opleve atmosfeeren ved at sta derinde og om man selv far fglelsen ved det
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Interviewer:Sadan lidt at der skal veere der kan drage dig med ind i....

OscarJa.

InterviewerX ® {8 YIy ynN¥Sad F¥DZSNIYlIYy o6fA@BSNI Sy RS
Oscar:Ja preecis.

Interviewer:Er det pa nogen made forskelligt fra hvad du vil forvente at opleve hvis du var ude og

besgge nogle lignende steder, men som ikke var blevet brugt til film optagelse?

Oscar:Ja, hvis jeg var ude og besgge lignende steder sa ville det bare vaere fdegttserdan
det ser ud omkring det med naturen eller fordi det her er et gammelt slot, eller sddan noget i den
stil. Jeg ville ikke forvente jeg ville blive draget ind pa samme made, som hvis jeg var ude og se et

sted der var blevet filmet, som en-Berie eller en film.

Interviewer:Nu kommer vi sa til de spgrgsmal der handler om hvad der ligesom pavirker dig til
tage forskellige beslutninger.

Hvor far du typisk dine ideer til at rejse og til at vaelge nogle destinationer frem for andre?

Oscar@hm, der enogle fa gange hvor det har veeret venner, eller sa plejer det normalt bare at
veere mine foreeldre, eller farmor og farfar der spgrger om jeg vil veere med til at rejse et eller

andet sted hen, og sa siger man jo ikke nej tak til det
Interviewer:S&dugerlil1 S an YS3IS4Gd A RSG RSNJ YSR F{1OA@a |

OscarNej, sa er det kun hvis de sparger om man har ideer til hvor man skal hen, s& har man jo
altid. Jeg kan godt lige at kigge med mine forzeldre, sadan hvor de vil hen og s& man har en ide om
hvor manskal hen fgr man kommer der, agtig. Men ellers er det ikke noget jeg aktivt gar og kigger

efter.
Interviewer:Ops@ger du nogensinde anbefalinger fra folk?

Oscar:Jeg blev anbefalet den gang vi tog til Alanya, der blev vi anbefalet det og det synes jeg var
meget godt. Det er det eneste jeg saddan har overvejet, med en destination som andre har fortalt

mig om. Jeg ops@ger ikke sadan det andre anbefaler.
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Interviewer:Sa du vil sige at det ikke som sadan er en typisk ting for dig at falge folks

rejseanbefalinge?
OscarNej, jeg vil hellere derhen, hvor jeg selv synes at det kunne jeg godt teenke mig at prave.

Interviewer:Men hvad synes du sadan generelt om anbefalinger nar det kommer til at veelge

forskellige destinationer frem for andre?

Oscar:Jamen altsa jegyases det er fint for sa kan folk dele hvad de har oplevet, men hvis mange
har veeret der, sa er det jo forskelligt hvad de kan have oplevet, sa derfor mener jeg man skal veere
meget forbeholdende overfor hvad de har oplevet og passe pa at din ferie ikkee éfter hvad de

der har anbefalet stedet har pravet, men at du far lov til at lave din egen oplevelse ud af det.

Interviewer: Vil du sige det er muligt at din, ghm, beslutning om at tage et specifikt sted hen kan

blive pavirket eller maske endda aendreffalk du kender.

Oscar:Ja altsa det kan den godt. Jeg har ret sikker pa, at hvis nogen virkelig har oplevet en skidt
ting at s& kunne min beslutning eendres ved det men jeg plejer bare at; det kunne vaere du var
uheldig eller bare, sa praver man og hvis si&ikke var en god ferie, sa ved man det og kan prave

noget andet bagefter.

Interviewer:Hvad med den anden vej omkring? Hvis du nu har besluttet dig for et sted det, du
taenker at det altsa ikke har nogen interesse, men hvis du sa hgrer nogle positbreehi&kunne

det overbevise dig til s& maske at tage afsted?

Oscar:Ja sagtens. Altsa hvis de har haft en rigtig god oplevelse, sa kunne jeg sagtens taenke at det

kunne ogsa veere rigtig fedt for mig at opleve det her, og sa gare det samme.

Interviewer:Hvad med hvis nu de her folk der prgver pa at overbevise dig ikke er nogen du kender

men maske, hvad man kunne opfatte som tilfeeldige mennesker online?

Oscar:Ja det er jeg ikke sikker pa, sa tror jeg jeg har nemmere ved at blive pavirket af reklamer, til
gerngeeld, hvor det hele bliver sddan lidt shinet op, og jeg tror jeg er rigtig modtagelig overfor

sadan noget, sa det tror jeg sgu jeg vil have nemmere ved end med nogen tilfaeldige pa nettet.
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Interviewer:Det plejer folk ikke at vaere sa glade for at indremiiédu vurdere at det man sadan
kan kalde social media personalities sdsom bloggere, YouTuber eller en Instagram account, tror du

det vil vaere noget der kunne pavirke din mening og fa dig til og eendre synspunkt

Oscar:Sa vil jeg hellere det med reklameagjfaler lidt at nar folk pa YouTube og sadan noget, nar
de reklamere, sa ger de det ikke sadan direkte; de forteeller ikke "det her er et produkt jeg kan
tiene penge ved at", de ger det sadan ved at teste forskellige ting og sadan. Sa vil jeg hellere man
bare er clean med det og siger; jeg har det her produkt og jeg synes det kunne vaere en god ide du

prgver det fordi du far det og det ud af det. Sa vil jeg hellere have det sddan meget firkantet sat

op.

Interviewer:Det vender vi faktisk lidt tilbage til, hem ikke s& lang tid. Men synes du det vil vaere
en god forretningside, forretningsmetode for turistbearuer hvis det er de seetter et samarbejde op
med en blogger eller en YouTuber, til ligesom at, sa de kan hjaelpe med at gare folk

opmaerksomme op hvad ddltyder sadan pa en blogpost eller i en video?

Oscar:Sa skal det veere en form for, sddan en reaktionsvideo, hvor de sadan er ude og prgve det
og de har faet af vide at det ikke behgver veere positivt; de ma forteelle lige hvad de vil s man kan
fa en deciért holdning, s@ man kan se hvordan han synes det er i stedet for at de overspiller og
overreagerer, og det virker helt unaturligt. Det synes jeg ikke er god reklame for nogen, for sa er

det bare sat op.

Interviewer:Sa det her sponsoreret indhold, hvords enten bliver betalt eller far lov til at
beholde produkterne, vil det ggre at den her blogger vil synes at veere mindre troveerdig i dine

gjne?

OscarAltsa det vil jeg mene, i hvert fald, altsa de skal jo selvfglgelig tiene penge og en god made,
nar dehar sa mange fglgere, jeg mener bare at man skal veere mere aben overfor det som
YouTuber eller blogger at det her er et produkt jeg har faet af den her person til at forteelle hvad

jeg synes om det, i stedet for man lurpasser. Det er ikke sa godt.
Interviewer: Jeg fornemmer lidt du synes det er lidt en grazone?

Oscar:Ja den er sveer. Det afhaenger af hvordan man ger det.
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Interviewer:Sa hvis man nu gar opmaerksom pa det og starter med en form for disclaimer. De skall

gere up front opmaerksom pa det?
OscarJa.
Interviewer:Hvordan vil det sa pavirke deres troveerdighed?

OscarAltsa hvis de siger fra starten af at det er betalt, sa vil jeg mene de fgr mere troveerdighed,
fordi de har et &bent forhold til det og de lyver ikke overfor deres seere, som jo egeetiay tj

pengene for dem i form af views.

Interviewer:Hvad nu hvis du sammenligner det tillidsniveau du synes de her social media

personalities de kan ligge pa, hvis du sammenligner med det tillidsniveau du har til en reklame?

Oscar:Jeg vil hellere lytte tileklamen, sadan set, for det er sat lidt bedre op og jeg faler det er
mere professionelt bag det, sddan bade med hvordan man bliver pavirket; de har jo de der
forskellige pavirkningsmetoder sadan til dig som kunde, og de andre vi er rejst pa ferierefter e
reklame sa har det levet op til det vi har set i reklamen sa jeg faler ikke jeg er blevet Igjet for pa

noget tidspunkt.
Interviewer:Er det fordi du faler formalet med en reklame er lettere at gennemskue?

Oscar.Ja, for med en reklame er det sadan; vi Hat her produkt, det skal seelges. Med nogle

0f 233SNBS Yy RSG 32RO OnNB anRly fARG GO0SGeRA
a22@ QPARS2¢ SttSN)é¢2S3 GAf LINDDS RSG KSNE F2N
"jeg har dé produkt, og jeg vil gerne hjeelpe det her firma med at seelge produktet.

Det er mere firkantet med reklamer og nemmere at ga til.

Interviewer:Det var egentlig de spgrgsmal jeg havde; sadan lige her afslutningsvis vil jeg godt lige
spgrge dig, nu nar vi dan har snakket om Game of Thrones og sadan med at tage til Nord Irland;

sa virkede det ikke til at Nord Irland saddan vaere gverst pa din liste..

OscarNej jeg vil gerne ned hvor der er lidt varmere i hvert fald.
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Interviewer:Men tror du, at hvis der nu rkelig blev gjort opmaerksom pa de her steder og
lokationer ville det sa veere noget der kunne fa Nord Irland til at virke som en mere attraktiv

destination?

Oscar:Jo det tror jeg, men sa er det fordi de skal seelge Nord Irland med det, sddan som New
Zealandgjorde med Lord of the Rings, det kunne man jo sagtens ggre med Nord Irland, og sa have
alle de er forskellige lokationer man kan komme og se; sa vil jeg helt klart veere meget mere aben,
for sa ved jeg ogsa hvor de forskellige ting er, sa jeg ikke skaj ledle efter det. Man kan have

sadan en towpakke hvor man kan tage rundt og se alle de der forskellige lokationer pa en uge.

Det vil jeg veere meget aben for.

Interviewer:Jamen sa tror jeg rent faktisk vi naede til vejs ende, sa. Men tak fordi duzeitke

med!

OscarDet var sa lidt.
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2.3. Interview 3, conducted in Danish
Duration: 00:24:23; Faceto-face interview, conducted at interviewer's house.

The interview was originally conducted in Danish.
Interviewer:Okay, sé karer vi! Uhm, my first questions is; how often do you travel?

Ida: Uha, jeg rejser nok en gang eller to om aret, sadan ca. Ja, det er ikke sa meget, men jeg
nyder det, den ene eller to gange jeg rejser om aret. Det er dejligt afslappende met nog

ferie.
Interviewer:When did you travel last?

Ida: Sidste gang, uha.. Jeg tror det var da jeg var afsted i Spanien med min familie her sidste

sommer. Var en uges ferie med dem, bare stille og rolig.

Interviewer:Can you tell something about what madeuygo there? If you can do that since it

was a family trip?

Ida: Mine foreeldre inviterede mig! Sa ja, jeg ville gerne afsted og jeg har ikke veeret sa tit i

Spanien, jeg synes det var et dejligt sted; det er hyggeligt, og, ja..

Interviwer: Gratis ferieer5t t SNJ A11S y23Si YIyXo

Ida: Nej gratis ferie er altid laekkert!

Interviewer:Uhm, have you ever been to Northern Ireland?

Ida: Nej.

Interviewer:How come? Is it a conscious decision not to go there or is it just circumstances?

Ida: Jeg har bare aldrig sad#émit det var et sted jeg behgvede, eller jo jeg vil da gerne rejse,
men det er ikke lige et af de steder jeg aller helst vil besgge lige i gjeblikket, teenkddg

en dag.

Interviewer:Have you ever visited a destination which had been used asiadillmcation for

a film or a television production?
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Ida: Udmiddelbart sé tror jeg det ikke, altsa ikke sadan lige hvad jeg kan komme i tanke om.
Altsa det kan godt veere jeg har veeret et eller andet sted uden at have teenkt over det. Jeg ved,
nu har jeg veerei Rom, og det er da blevet brugt af of til i film og tv og sa videre, s& jeg har
maske besagt nogle af de steder der har veeret, men det var ikke pa grund af film eller serier at

jeg er rejst derhen, det er bare sjovt at de ogsa lige har veeret der.

Interviewer: S& hvis du nu har besggt nogle lokationer der er blevet brugt i film eller andre film

ligende produktioner, s& har det veeret et tilfaelde at du har veeret der?

Ida: Ja, altsa jeg har ogsa veeret i London og det er selvfglgelig ogsa blevet brugt, sa jeg har
veeret nogle, men det er ikke pa grund af der er blevet filmet, det er bare, og det er storbyer,

sa ja. Det er mere derfor jeg har veeret der.

Interviewer:Sa de hedestinationer, er det nogen du har besggt alene, eller er det nogen du

har besggt i en gruppe?

Ida: Jeg tror aldrig rigtigt jeg har rejst alene, det har altid veeret med familie eller med venner

eller med noget. Det er i hvert fald sjeeldent jeg rejser aldad os bare sige det sadan.
Interviewer:Where did the idea of visiting these places come from?

Ida;:Hmmmm, jamen.. Godt spgrgsmal.

Interviewer: Tak (Griner).

Ida: Tit er jeg bare blevet inviteret med, altsa for eksemple pa familieferie eller sadan ogge

sa er det dem der har forslaet det og sa er jeg jo kommet med, men storbyer har jeg ogsa haft
en eller anden ide om at jeg ville besgge, jeg ved ikke helt hvorfor. London har jeg besggt et
par gange og Rom, det er maske fordi man har set det, maski@#m pa et tidspunkt, maske

ja, man er lige blevet inspireret til at tage afsted, men ja. Jeg har bare haft lyst til at tage

afsted; set billeder, set videoer om det og synes det var et interessant sted at komme hen, tror

jeg.
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Interviewer:Nu nzevner duat man maske kunne have set de her steder, de her byer pa film
eller pa fiernsyn. Tror det er noget der er udslagsgivende for dig, at du ser de her steder i film

eller tw-serier, og man i det underbevidste har siddet og teenkt "det var sgu..."?

Ida:Ja, detror jeg faktisk det er. Nu kan jeg jo ikke helt huske tilbage, men jeg har helt sikkert
aSit y23tS FAEY RSNE KIFENJ aSd azy oFNy 23 dGny|
i underbevidstheden nar jeg har veeret der senere hen, ja. Mergagij nok bare blevet

pavirket af andre der ogsa har veeret der og har taget billeder og videoer og sa videre, og sa

har jeg faet lyst til at tage derhen og se det, ja.

Interviewer:As established before the start of this interview, you follow theshgwGame of

Thrones correct?
Ida:Ja.

Interviewer:On what basis would you say you follow thissiiéw? Would you identify

yourself as a casual viewer or are you more of a dedicated fan?

Ida: Jeg er meget casual, vil jeg sige, altsa jeg har set de farstaegesovert fald, men jeg

har ikke lige set den sidste saeson. Jeg faldt lidt af pa den, sa jeg er ikke sadan hardcore fan pa
nogen made, jeg har bare set den lidt, ogsa fordi jeg, man hgrte s meget om den der i starten
og alle snakkede om den, sa jeglikogsa lige falge med, men jeg er lidt faldet af

efterhanden. Den har ikke interesseret mig helt s meget de sidste par saesoner.

Interviewer:Did you know that several scenes have been filmed on location in Northern
Ireland, such as Winterfell, whichtlse Stark family home and Pike, which is the family home

of the Greyjoys?

Ida: Nej, det var jeg faktisk ikke klar over, far nu. Jeg har ikke sadan teenkt, eller jo, det er nogle
flotte steder der er med deri, men jeg har ikke taenkt over hvor de var og grekjelle hen og

se dem, det er ikke sadan noget jeg lige har...

Interviewers{ i RSGX 5dz KI NJ RSG anRFy ARG YSNB €¢RS

har en trang til at skulle derhen?
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Ida: Nej, ikke som sadan, eller jo. Nej, jeg skal ikke stgegaldrig kunne tage af sted men

RSG SNIAT1S anRlIy y23Sid 2S3 tA3S Gny1SN ¢ydz
LI NJ ANE RSG SNJ anRIEIyZ ySe2od {An SNI RSN YnaisS vy
grund af det her, at jegkulle derhen.

Interview: Sa der skulle veere noget andet der trak dig?

IdasWl  LINHJOAAH 5SG SNIAT1S y21 o0FNB fA3IS £FALY

nok for at f& mig derhen.
Interviewer:Sa ville du sige det var noget der kunne vanmesjov lille bonus?
Ida: Ja, det kunne det vel.

Interviewer:Can you imagine yourself visiting one or more of the destinations used as filming

locations forGame of Throneis Northern Ireland?

Ida: Altsa ikke sadan lige her i den nsermeste fremtid teerdgrikke, altsa jeg ved ikke. Maske
kommer jeg til Nord Irland pa et tidspunkt, hvem ved, og sa kunne det da godt veere jeg

smutter forbi et af stederne, men gh. Nej, det er ikke lige planen, sadan lige.

Interviewer:@hm, vi har lidt veeret inde pa det mewhat would it, concrete examples, what

would it take for you to go to such a destination.

Ida: Der skal veere noget mere. Nogle attraktioner jeg gerne ville se mens jeg er der, teenker
jeg, et eller andet der lige kan fa skubbet mig derhen. Et eller areletilttaekker mere end

det her film locations, altsa der skal veere mere. Maske ogsa noget andre har set og sa snakket
om hvor fedt det var at se og sa kunne det veere "hey det skal jeg se", og sa kunne det veere jeg

sa nogle af Game of Thrones stederne sdigti

Interviewer:If you had to name a couple of things that you think should be at these locations

like, as a minimum, what would that be?
Ida: Altsa i forhold til hvad jeg har set eller?

Interviewer:Det kan veere alt. Det kan vaere forskelllige facilitegadre aktiviteter.
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Ida: Selvfglgelig hvis jeg skal derhen sa skal der vel veere nogle steder at bo, nogle steder at
spise og maske nogle ting at se, nogle seveerdigheder, et eller andet der far mig til at komme
ud over det (lees: film locations). Ja det ma godt veere sadan lidméegodt vaere nogle ting

man kan se som turist, der kan fa en som turist til at komme derhen. Ja.. Jeg har ikke sadan
specifikke tanker om hvad det lige kunne veere, men der ma veere et eller andet de kan lokke

med, teenker jeg, som jeg ikke kender til i fgjen.
Interviewer:Og du har ikke nogle krav?

Ida: Neeeeej, ikke sddan som sadan. Et eller andet spaendende og anderleders, som man ikke
oplever hver dag eller laver andre steder. Noget der kan ggre det mere specielt at komme

derhen, teenker jeg.
Interviewer. What would you like to obtain, experience wise, from visiting such a destination?

Ida:! KYYYYZ 2FYSy lfdanodd D2RiU ALIDANBavYnt X wS3
oplevelse som jeg vil huske, jeg vil gerne se et smukt sted, smukke seveerdigiaedezn god
oplevelse, vaere sammen med nogle andre end mig selv; altsa tage nogle venner med, noget
familie med, et eller andet. Have en oplevelse sammen med andre, som man kunne huske og
mindeveaerdigt. Have det godt, hygge mig mens jeg var der. Ja, @get nyt, opleve noget

nyt.

Interviewer:Which aspect of Game of Thrones is the most appealing to you, out of the
following three: Place which means landscapes and the scenery, or Performance which is the
storyline, the plot, themes of the Fshow or the Brsonality, which means like the characters

on the show and the celebrities; the actors and actresses portraying these characters on the

show?

Ida: Det er nok historien, jeg synes der har fanget mig fra starten og sa karakterne,
selvfglgelige ogsa veeregtige. Men ja, steder er bare sadan et plus, at det har veeret, ja,

nogle fede steder de har filmet og sa videre, men ja helt sikkert sa er det historien der har
fanget mig ved Game of Thrones og det var den gang jeg leeste om den og teenkte "det da godt
lige kunne veere interessant og finde ud af, om det var en god se3#&ja, udmiddelbart ville

jeg sige det.
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Interviewer:Do you think you might visit one or more of these locations; make a conscious

RSOAaA2Y (2 32 (KSNB AT efBGdnekilTRon&i o1 4§ OKSR

Ida: Det ved jeg ikke. Jeg har jo heller ikke overlevet det selvom jeg har set det, men ja, jeg gar
der udfra der er nogle hardcore fans der teenker "der skal vi hen" fordi de lige har set det, men
nej. Sa skulle de igen have noget analetilbyde, et eller andet sa man have hart om dem pa

en eller anden méade, men hvis det er den eneste made man sadan forbindet det med noget

turist, sa tror jeg da ikke folk vil, som sad&ar jeg ud fra.

Interviewer:This kinda referes back to some of the other questions; if you imagine yourself at
a destination, a location used and featuredd3ame of Thronesan you then go a bit more in

depth with what you expect to achieve from the visit and what you expect gebere?

Ida: Altsa fra det jeg kan huske at have set, sa har det veeret flotte omgivelser og sadan noget
naturmaessigt, ja. Sa ja, det vil jeg da regne med at kunne se. Jeg ved ikke hvor hgje
forventninger jeg ville have, men ja, jeg teenker da, at der kwaaee noget flot natur og sa

videre, de har brugt til at filme derovre, men ja.

Interviewer:Forventer du sddan at se stederne sddan som de rent faktisk er, eller ville du

forventer at se en eller anden form for visuel representation af serien?

Ida: Altsajeg tror mange gerne ville have sadan en, at det var sat op som i serien s& man
virkelig kunne genkende, men jeg ville nok have det fint med, at det bare star som det er, altsa,
jeg behgver ikke, jeg er ikke hardcore fan der har brug for at se stedetliggetd af filmen.

Jeg har det fint bare med at se natur og sadan, i forhold til det. Men ja, der er da helt sikkert

nok nogen der gerne vil have en kopi af stedet i forhold til filmene.

Interviewer. How is this different from what you expect to see atestination which has not

been used as a filming location fGame of Throne$or instance?

Ida: Altsa, her der vil jeg jo have nogle forventninger efter at have set serien, teenker jeg,
hvorimod¢ medmindre man har set dem et andet sted pa film ellevis man ikke har set

noget sa teenker jeg man ikke har de samme forventninger til stedet og sa videre og ja.
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Interviewer: Sa hvis du bare skulle ud og, hvis vi nu siger du var i Nord Irland, og du skulle ud
og set et eller andet slot og teenke; det har dkeilsddan hgrt om har veeret brugt til nogen

speciel film eller typroduktion. Ville du sa bare forvente at komme ud og se et slot, eller?

Ida: Ja, altsd, hvis jeg ikke har hgrt noget om det sa har jeg nok ikke sa store forventninger; hvis
jegikkeharseta3Si 2Y RSGX {n OSR 2S3 22 an KStf SNJ
medmindre jeg havde hgrt noget om det, men ja, det er bare noget lidt andet. Man har nogle
andre forventninger, teenker jeg, nar man har set det og hart om det, og sa videre. Qg ja, s

kan man blive skuffet hvis det ikke lever op til ens forventninger.

Interview: Yeah. These next couple of questions is about what influences you to make certain

decisions; Where do your ideas to travel to certain destination usually come from?

Ida: Det \ed jeg ikke. Det er som regl fordi jeg har set eller hart om det pa den ene eller den
anden made; fra venner eller familie, pa tv, reklamer, hvad som helst altsa et eller andet hvor
jeg har set billeder og teenkt; det her sted, det vil jeg gerne se pésunkt. Altsa det er som
regl det der lige fanger pa en eller anden; har set, hgrt, leest om stedet og teenkt; det vil jeg

gerne ser pa et tidspunkt. Det er som regl det der fanger mig.
Interviewer:Do you ever, actively, seek out travel recommendations?

Ida: Nej, ikke sadan aktivt; jo hvis jeg kender nogen der har veeret et sted, sa harer jeg dem
selvfglgelig ad det har veeret for en oplevelse, men ikke sadan, eller jo jeg kigger nogle gange
TripAdvisor og sddan noget, men det er ikke noget jeg aktivt siggekigger bare saddan hvad

der er derude, nogle gange, og lige harer hvad andre har haft af opleviakeaktivt, sa.
Interviewer:Have you then ever actually followed one of these recommendations?

Ida: Det har jeg nok, ja. Det har jeg da garanteretiea ene eller den anden made, tror jeg
da; jeg har hart fra den ene eller den anden at det her var et godt sted, og sa er jeg taget
afsted, eller at min foreeldre teenkte; det her er et godt sted, skal | med, ja, hvis de har veeret

der for.

Interviewer:Whatdo you think of recommendations when it comes to travelling and picking

destinations?
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Ida: Jeg synes det er en god ide at have, altsa jeg er da glad for at jeg kan hgre hvordan andre
har haft deres oplevelser, hvordan det har veeret, og det er smart at man kan det. Det er meget
nemt i dag at finde ud af hvordan, gh, andres oplevelelser ligedeaet. Sa ja, det er dejligt at

vide hvordan det har vaeret, og kunne géa ind og kigge hvordan de forskellige steder har veeret
og selvfalgelig hvordan vi har forskellige oplevelser de forskellige steder, og lige kunne ga ind

og kigge hvordan de bedgmmer sedgja.

Interviewer:Do you find it possible that your inclination to visit a film location could be

affected, or even changed, by other people?

Ida: Altsa hvis folk siger til mig; det var en darlig oplevelse, lad vaer med at tage af sted, sa kan
det da god veere at jeg lige teenker over det en ekstra gang inden jeg tager afsted, men hvis

jeg virkelig har lyst til at tage afsted, sa taenker jeg da at jeg vil tage afsted alligevel og s4, ja, sa
ville andres meninger nok ikke pavirke mig som sadan. Men jojduviadan er lidt "skal jeg,

eller skal jeg ikke" tage afsted og sa harer en masse darligt om det og at jeg skal lade veer med

at tage afsted, sa tager jeg nok ikke afsted.

Interviewer:Hvad med den anden vej omkring? Hvis du havde besluttet dig for det gted,
nu for eksemple med Nord Irland, som du ikke virker sa hug pa hvis du sa hgrte, at der var

nogen der bare virkelige talte det op, kunne det s& aendre din mening? Kunne det sa...

Ida: Det kan godt vaere, hvis det var, ja, hvis de lige ramte migepégtige punkter og
overbevidste mig, s& kunne det da godt veere jeg havde lyst til at tage af sted, men ja, sa skulle

den jo have andre ting end de her film locations.

Interviewer:Ville du sige der var forskel pd om du, om den her indflydelse komlkraiio

kender eller folk pa nettet?

Ida: Altsa, jeg vil sige man altsa lytter mere til ens familie og venner fordi man kender dem
bedre end en eller anden tilfaeldig man har set pa nettet, men ja det er selvfalgelig ogsa fint og
se hvis der er rigtig mang@mettet der siger en ting er darlig, som ens familie siger er et godt
sted, ja det er sadan lidt. Begge pavirker en, men ja, man lytter nok mere til ens familie og

venner end man vil lytte til dem man finder pa nettet, teenker jeg.
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Interviewer:Do you thirk it would be a good idea for tourist agencies to use, like, social media
personalities such as bloggers, YouTubers or and Instagram account or something like that to

make people aware of what they offer, like to sponsor the content of a blogpost or a%ide

Ida: Ja, det synes jeg kunne veaere en fin ide at fa det ud pa. Det er der garanteret ogsa nogen
der allerede bruger rundt omkring, teenker jeg. Sa ja, det teenker jeg er en god made og sociale

medier er helt sikkert en god ide i dag og ja, mange vil sesdg.

Interviewer:Would this sponsored content make the blogger or YouTuber in question seem

less trustworthy to you?

Ida: Ja, det vil jeg teenke, ja. Sadan teenker jeg med de fleste bloggere, at de bliver betalt for at
reklamere for et eller andet sa,jman skal lige teenke en ekstra gang inden man lytter til dem
her, men ja det kan jo ogsa godt vaere de oprigtigt mener det her de skriver, men ja, de kan

selvfglgelig ogsa bare blive betalt for at skrive det ene eller det andet.

Interviewer:If you had tocompare, like the level of trust you have in like YouTubers and
bloggers with sponsored content and then an actual commercial you see on television, how do

they like, compare?

Ida: Jeg synes de er meget lige, altsa det er jo reklamer de laver selv etps e andre for

at reklamere for dem. Det er sadan meget lige, jeg vil ikke sige der sédan er en stor forskel, de
har jo valgt at lave det her hvor de bliver betalt og penge er inkluderet i begge dele, sa jeg er
sadan. Jeg ved ikke om jeg har tiltronadil den eller til den anden, det er saddan lidt samme

niveau.
Interviewer:Det gar ikke den store forskel for dig, hvem der er afsender?
Ida: Jeg vil jo sige det er den samme der er afstender i begge dele, sae.

Interviewer:Det kan man jo godt sige det er. Det var sddan set egentlig de spargsmal jeg
havde og gerne ville igenenm, sa lige her som afslutning; om det her interview, om det har faet
Irland (Laes: Nord Irland) til at virke lidt mere spaendende, eller om det stadigderst pa

listen?
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Ida: Altsa jeg tror jeg skulle hgre en del mere om Irland, fer, ghm, Nord Irland far jeg sadan vil
blive overtalt til at tage af sted. Det er sadan, jeg kender ikke s& meget til Nord Irland, der er
sikkert en masse spaendende ting ogreen gshm, som sadan er det ikke sadan faet mig til at
teenke at Nord Irland er det naeste sted jeg skal hen, men gh, som sagt; man ved aldrig om man
en dag lige pludselig far lyst til at tage derhen om der kommer noget nyt, spaendende eller
nogen der pavirkeen til at tage afsted, hvis en ven for eksemple kommer og siger; skal vi ikke
tage til Nord Irland, sa kunne det da godt veere at jeg kunne overveje det, det skal jeg da ikke

kunne sige. Maske!

Interviewer:Maske! Men det var i hvert fald alt for mig, of @l jeg sige tak at du ville deltage

i mit interview.

|da: Det var sa lidt!
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3. Appendix X With translated interviews with Game of Thrones followers

3.1. Interview 1:

Interview, 5th of April 2017 Victor and Emma

Duration: 00:27:47 Faceto-¥ I OS AYU0SNWASs> O2yRdzOGSR |G AydS

The interview was originally conducted in Danish.

Interviewer:Okay, here we go. My first question is; how often do you travel?

Victor. We do that twice a year.

Emma Yes, once or twice a year.

Interviewer. When was the last time you traveled?

Victor. That was December 2016.

Interviewer. Where did you go?

Victor. We went to London.

Interviewer. Can you tell about what made you go there? What motivated you to go on that trip?

Victor Well, withtih & LJF NI A Odzf F NJ 4 NA L) ¢S KFR LINPYAASR 2A
anything special about it for us. We have been there several time, but William hadn't so we

promised to show him the city.

Interviewer. Have you ever been to Northern Ireland?
Victor. No.

(Emma Shakes her head)

Interviewer. How come?

Victor. No one has asked us!

(Both:Laughs)
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Victor. No, but you know, | just don't believe it's something we've ever discussed.
Emm& LGQ&a Yz2aidfte 0SSy tA1ST GKS 9dzNRPLISIY OF LX
Victor. Capitals, yealand tourist destinations.

Emma Yes.
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Interviewerty {2 Yy20KAYy3 ALISOAFAOK LdOUa yz2a |
fA1ST Al 2dzad KIFayQid O02YS dzXK

Victorty , Sasx AGQa y20 az2YSGKAYy3 6SQ@S aualy SR dzLJ 27

chosen.

Interviewer. Have you ever visited a destination which had been used as a filming location for a

film or a television production?
Victor. Uhm, yes we did, where was it..? It was at Sardinia!

Emma Yes.

Victor. Yes, so yes, we have.
Interviewer: Have you been to other places or it that the only place? That you know of.

Victor. Well, it is been the only definite place that has been made for film production otherwise
GKSNBE INB GK2aSX ,2dz {y263 @&2dz akahyydunisitya Ay
the city.

Interviewer. Why did you visit this place, if we take Sardinia?

Victory LG gl & FObdzrfftesxs ¢Sttt ¢S RARyQda 32 G2 { I N
then we discovered there was this, this town which was usedilming spaghettwesterns and

decided to go and see if, while being at Sardinia.

Interviewer. Did you visit the place just the two of you or was it like a bus tour you went on, or

how?

Emma It was just the two of us.
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Interviewer. Where did the ideaf visiting this place come from?

Victor. Ahh, I think | googled something about tourists attractions on the island and then it popped

up.
Interviewety {2 A0 6l & 2dzad 1AYRF é6K22LJA¢K
Victor. Yes it was a complete coincidence.

Emma Yes it was very much aincidence.

Interviewer. How did this location make you feel? That you could visit a place where a film was

shot?

VictotY L R2y QG 1y2¢ AT L FStd lyedKAy3d aLISOATAOC

nothing extravagant. It was okay. | dotiiink there was so much special about it.

Emma It was also more because it was fun to visit a place, you know to see it and imagine films

being shot there.

Victor. | think it would have been more special if we, for instance, had just seen a film wiiich ha
been shot there, so that you could recognize the places and not just recognize it from pictures. |

think that would have made it better.

Interviwer. How do you think, or do you think it would be different if it was a film you really liked
and you went spcifically because of that? Do you then think the feelings you would experience at

the place would be different?
Victor. | think, at least for me, yeah.

Emma Yes, | actually think so too, because then you would be able to recognize it and say; Oh and

it was over there he stood and said that. | think so.

Victor. We have had something, for instance, we have been to Rome a couple of times and there
KFra 0SSy | F¥S¢ | GGNIOGAZ2Yya 6KSNB LQOS (1y2s8y |
| 2 ARl & @rm liddethé mokits didhat figure". You can say that it's more fun when you are

able to relate more directly to a scene in a film
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Interviewer. Than like?
Victor. Yeah yeah, or standing there, pushing that cart through, what's it called, platform 9 %a.

Interviewer. As established before the start of this interview, you follow thesfivtvGame of

Thrones correct?
Emma We do, yes.

Interviewer. On what basis would you say you follow thisshéw? Would you identify yourself as
a casual viewer or are you mooé a fan?
Emma Casual viewer.

Victorty |, SIK LQR &aleé& (KFrax 223 GKFIG 6S FINB 020K

Interviewer. Did you know that several scenes have been filmed on location in Northern Ireland,

such as Winterfell which is the Stark family home and Pikefaiimdy home of the Greyjoys?
VictotY b2 L R2Yy QO (GKAY]l L 1yS¢g GKIFIiIG®d 126 F0o2dziK
Emma No, | didn't know the neither.

Interviewer. How does this make you feel? Knowing you can visit the places featured inthis TV

show- does it carry any sort of meaning toy?

Victory b20X L ¢2dZ RyQid 32 (GKSNB (2 2dzad asSS (KS

already there.
Emma Yes, | think the same thing.

Interviewer. Can you imagine yourself visiting one or more of the destinations used as filming

locations forGame of Throneund in Northern Ireland?
Victor. You mean? Like are we visiting now or? Would that be the purpose of the trip?

Interviewer. More if you coud actually see yourself visiting any of those places?
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Emm& CNRBY DIFYS 2F ¢KNRYySaK 2SSttt L OFy AYIFIAY!

Ireland) just for that, but if | already were in Northern Ireland, for some reason.
Victor: | could also imgine myself at one of those locations, easily.
Emma Yeah, it could be fun.

Interviewer. Now, you've said that you wouldn't go there specifically to visit these places, but
GKFEG ¢g2dz R AG G1F 1S F2NJ é2dz 42 | OGdbt bEQRB HEANR
there, because of this T* K26 I YR GAAA0G GKS&asS LI OS&aé¢K

Emma Then | think you would need to be more drawn in by it. Then I'd say if had to be a film

where you were a fan.

VictotY |, SI KX GKSYy GKAA& OladzZt FRNIINI LENGIT BEOR(
at a more classic series, for instance, Game of Thrones is very new and hyped, so | think I'd be

more into a classic film or a classic3eries.

Interviewer. What would that be?

Victor. That could be.... like a specifiarfibr a specific series?

Interviewer. Yes, if you have something in mind?

Victorty | KKKX GKIF0Qa | (2dzZ3K 2ySX ¢KSy L GKAY1 Af

there could be some from those, what are they called...

Emma | sitting and thinkingf the Lord of Rings, because it's such beautiful nature and it was
filmed down in New Zealand where, | could imagine going to New Zealand, because | have seen

those.

Victor. Yeah. Then I think | would be more into taking a location as it is and théhassa
background instead of taking a location and change it so you can use it as a background. I'd like to

S I'IRNAIYQa gl ffsx 06SOFdzaS L (1y2s AdQa o
Fyd G2 aSS |1 FRNAI Y Q& the backgrouhdrin aifiin. K R 0SSy

A A

a
g
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Interviewer, directed at Victoff 2 & 2dz I NS ({AYyRI 3FAyad oKFG (K.
Hobbiton?

Victor. Yes, a lot! | would see it if | were there, definitely. But then I'd only see if because | love the
film and becase I'm not just casual about Lord of the Rings or Tolkien, but to build it like that.. It's

a bit too 'pop'.

Interviewer, directed at Emmat sounded like you felt differently about it?

Emma& 2Sff>X GKFG 61+ a Y2NB | 02dzi dhédSord/oF tiledNgs b 2 G

2dzald GKAY]l GKS yIFddzZNE Aa a2 o0ShdziA¥FTdzdZ GKSNBZ

so that could be one of the reasons for going there.
Interviewety {2 @2dz fa2 R2y Qi tA1S GKA&a O2yaidNHzO0SI

Emma No

Interviewer. If we go back to Northern Ireland and the locations used there for filming Game of
Thrones; can you then tell something about what do you think that there should be at the

locations, as a minimum?

Emma Well, it's a bit of a mix, because it's not like vavé seen so much of these Game of

Thrones places, so | think it would be great if there were a guide telling you; this was there where
GKFG aOSyS ¢l a akKz2G¢3x odzi adaAatt L Fftaz FSSt f
JdzA RSS 82 da D&OB \RYVNAI 10yiR (KI G GKSNB gl ayQid GKS
FSSt {AYRF YAESR ' 62dzi AlGd [ 2dz {y26 6AGK (G2Af

Commercial.

Victor. Yeah, when you are suddenly standing there buying candy and souwh#)en you pay to

get you photo taken with something. Then the authenticity kinda disappears. Uhm, there has be to
this balance, because | also think it can be nice to have a some visualization or a guide there can
tell you; what you are seeing heréuised like this in the film. You know, to give it all a

perspective, so that you can relate.

Interviewer. What would you like to obtain, experience wise, from visiting such a destination?
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Emma That would be to recognize and remember the different scdrera some film. Like; this

was where she was walking down the street...
Victor. Yes!
Emma Like to recall the film.

Victor. Yeah, you could also imagine there being some sort-eheetment, | guess that could be

great to see.
Interviewer. So somethingvhich could really draw you into the universe of the-S@ries?
Both: Yes!

Interviewer. If you look at the show as a whole, which of the following three aspects to you find
the most interesting; would you say it was what's called Place, which is the &gpedsand the
whole atmosphere in the show, or is it Performance, which includes plot and storyline and the
themes or Personality which includes both the characters on the show and the actors and

actresses on the show. Which aspect are you more into?

VictotY L GKAY{1Z F2NJ Ye LI NI AdGQa YvYzadate GKS adaz2n
have a fun way of twisting it around and with the way it deals with continuity, or lack of, by

chopping the head of everyone by the end of the episodeallydike the storyline in Game of

Thrones. Of course the characters are also an important part of the story because the intrigues

play a big part in the story.

Emm&y L GKAY]l LQY Y2NB Ayd2z2 F2ft26Ay3 (KB OKI NI

long pauses I find it difficult to follow the story so it's more because of the characters that | watch.

InterviewertyY {2 A0Qa RAFTFSNBYy(GI GKAy3Ia OGKIFIG g2dAf R YIS

these three aspects?
Victor. Yes, | think it wdd.

Interviewer. Do you think you might visit these locations, like make a conscious decision to go, if

you had not watched a single episodeGdme of Thronés
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VictotY b2 0SOlIdzaS GKSYy L R2y Qi GKAY]l 6S 62ddZ R 1y
famous locations have been used, you know it's not like they've used Tower (read: Tower of

London) for instance, so | think, I'm only speculating there, that the ruins they've used are not like
something people go to see, so of course, if you haven't wat€b@me of Thrones then you

wouldn't know that these places had been used.

Interviewer. What if we imagined | went there as part of a bigger group with some friends and
family and they really wanted to go and see it, would you then go and maybe even bajoy t
SELISNASYOS S@Sy AT @2dz KIFIRyQil o6 GOKSR | &aAy3ft

Victor. Yeah, | think os.

(Emma nods).

Victor. | think so.

Emma Also because if you travel with other people, then they might have a story about it.
Victor. Yeah, then there come some storiesrfrohem.

Interviewer:And then you could be drawn in through that?

Both nodding Mmmhmm.

Interviewer. These next questions kinda refers back to some of the things we've already talked
about earlier; but can you imagine yourself at a destination used &®iadj location foilGame of
Thronesrcan you go a bit more in depth with what you expect achieving and seeing at the

location?

Victor. Well, besides what we've already mentioned with the visualization and maybe some form

of re-enactment, then | might imagethat there would still be some sort of reference to the
2NAIAYLFE LI OSsE @&2dz (y26T (GKAA Aa GKS 2NAIAAYI
that you'd still get to know; what is it actually we're looking at. Is it a ruin from sonte Qeis it

just something totally unimportant which happens to have been used in Game of Thrones. | would

like to still have the original history of the place to be a part of the experience.
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Emma Mmmhmm, and maybe also be told why they picked this §péciO LJX I OSZ gKe& A (
Victoty 9EI QGfeéH L& AdG 2dzaid 0SS0l dzasS AGQa 6AGKAY |
Emma Or was there something special about the scenery which made them pick that place.

Interviewer. Is this or how is this different from whgibu expect to see at a destination which has

not been used as a filming location f8ame of Throne$or instance?

Emm& L R2y QU UGUKAYy]l OGKSNB ¢62dz R 6S yeé RAFTFSNE)
want to hear the story about "what is thisnd of building”, "what is it with this castle" or "what is

this place".

Victorty , Sasx (GKS aG2NE A& GKS gK2fS LRAYID ¢KI (Q3

Emma Yes..

Interviewer. So you can say that the only difference is that with a location which has not been

used as dilm location would just be the location without the film or -B¥fow aspect to it?

Victor. No, there wouldn't be

InterviewertY ! YR gA 0K 3JI22R NBlIazys é&2dz Oty &l é&x
Both: Yes (laughing).

Interviewer. These next couple of questions about what influences gegaision making process.

Where do your ideas to travel to certain destination usually come from?

Emm& LQR &l & L OFry yIYS G tSrad G2 GAYSa o6¢f
either been someplace or have been able to tell us about theeg or have been wanted to go

there and then we went there. Not with our friends, but you had been recommended to go there.

Victory , SIK FyR L Ff&a2 GKAY]l L &aAd FNRBdzyR f221Ay
needto see beforeyoudie I YR GKI O addzZFFo
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Interviewety 52 @2dz SOSNI) 4SS 2dzi GGNI} St NBO2YYSYyRLI
you've actually followed some, but were that something you actually had to actively seek out or

did it just happen?

Victor: | think we actively askwe hear someone has been somewhere, | think we always, more or
less unconsciously look for travel recommendations so if someone says they've been somewhere,
then I'm very interested in hearing where they've been and then you make a mental note about it

and look it up the next time we're going somewhere

Interviewer. What do you think of recommendations when it comes to travelling and picking

destinations?
Victor. Do you mean like in our circle of acquaintances or online?
Interviewer. Like in general; jushe practice of giving and seeking recommendations.

Victory 2SfftX L GKAYy|l AdQa 2daAad FAYySd® L GKAYy]l AdC
then | have this idea of what people like and what they focus on, and then you know if it's

something | would be interested in. It's more open if you read an article online, because that can

be more or less subjective and paint something all rose red, so you'd need to take it with a grain of

salt.

Interviewer. So you see it as a possibility that yesh to visit specific locations can be affected

or even changed by other people?

Emm& LQR aleéx AT a2YS 2F Y& FTNASYRa KIR 0SSy |

because there was something with the culture or something, then | might decid® myat there.
Victor. That could make it lower on the list.

Emma Yes! If there had been a bad experience at the airport or if the service at the hotel wasn't

good and if the culture was all, like, then it might make it lower on the list.

Interviewer. Howabout the other way around? If someone really talked a destination up which

you hadn't considered, could that then make it higher up on the list?
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Victor: Yeah, | think so.

Emm& 2Sff L KIFERYQl S@Sy O2yaAiARSNBR { atNRaEY Al 0 ¢
cheap to go there and that it was a great place, and no too tourist'ee because it was a new
destination with new departures there. Then we had to go there and my colleague had a great trip

there, so of course we had to go, too.

Interviewery 2 Si€e&0$ briefly touched upon it; but what if these recommendations came

from people online? How would you feel about that?

VictotY L ¢2dzf R NBIFIR AGX o0dzii L R2y Q0O (y2¢ K2g YdzL
superficially, it's hardtoknow ¥ &2 dz | ANBS GAGK Fye@dKAYy3d GKIFG L
recommendation or a review. You can say that if the total amount of reviews are positive, then it

can of course be a help but | do not think it could make be discover a brand new travel

dedination, but it might make focus more on a destination | already had in mind.
Emma Mmmhhmm!

Interviewer. Now that you mention you might not 100% know what kind of person these
recommendations comes from, but what if it was a social media personalitjojlow and in a

way have gotten to know?

Victor. Yeah, that could affect it, it definitely would because then you'd have some sort of
knowledge about the person and you know what the person stands for which you might relate to.
2dzd R T SStmeane W&iMiow'FT A Qa a2

5

Emma Yes, | agree.

Interviewer. Do you think it would be a good idea for tourist agencies to use bloggers, YouTubers
and such to make people aware of what they offer, by sponsoring the content of a video or a

blogpost?

Victor. That mightoe a bit of a slope, because if | follow someone which | feel | can identify with
on some level, and then that person is sponsored by a company of some tourist council or

something then it might not actually be his own recommendations but just some
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recommSBY RI iA2ya KSQ&a 3IAGAY3I 06SOFdzaS KS 3IShGa LI AF
dzyt Saa A0Qa YIRS @SNER Of SIFNJ GKIG GKA&a Aa az2ys

Emm&y  S&4X 06SOFdzaS AF @&2dz 3S{ nbilertily horie§ gind ihd S NS Q 2
82dz R2yQl GSftf (GKS ¢gK2fS ad2NPR [o62dzi K2é Al |

Victor:, S4 IyR GKSNBQa Ffa2 || RAFFSNBYOS 06SisSSy
endorsing something by saying "l stand bysthor "I think it was a great place". | might buy that.
But you'd still need to take it with a grain of salt. But saying "you'll get 10.000kr if you can sell this

destination" is a practice that | don't like. That's just advertisement, | think.

Interviewer: Would this sponsored content make the blogger or YouTuber in question seem less

trustworthy to you?
Victor. Yes that might be the result. | think so. That's a risk.

Interviewer. Would there be a way where this, let's say blogger, would be aldelteer

sponsored content but still preserve your trust.

Victoty , Sa AT GKSNBQa | yladz2NFf NBEfFGA2Y | f NBF RE
recorded a whole series in the area then | might imagine there being a deeper connection

compared tomoney simply changing hands; if you have lived there your whole life then you can,
fA1ST /7 2YS (2 L NEAKnghbecaused BakdBived her®@ fadSD yeard Thats

would make it more believable.

LAA M~

Emm& . dzi | f a2 AT @&y22dd AUlyA yNBIRR ¢tdf ff ANPSA SA TNBARIZQ 406 d:

mentioning something negative about the trip or the place. That would also make it seem more

believable.
Interviewer. How about compared to actual commercials as those shown on the television?

Victor. Well, Ithink | would have more trust in the blogger, then, if it was one | was already
following. If it just kinda comes in from the left and | have to connection to the person, then it
would be on level with the television. If the blogger is someone | have @ection to, then it

would be better, until he starts to devaluate his message too much.

Pagel49of 282



Emma Mmmhmmm, yes.

Interviewety 2 St f > OGKIFG 61 & Fff Yeé |jdzSadAz2ya odzi 0S5+
after having talked about Game of Thrones @uihg to Northern Ireland; has this interview made

it all more interesting?

Victorty , Sasx ¢Stf>x 0STF2NBE GKS AYUSNWASG 6S RARYQI
Fo2dzi G KSNB NB ¢S F2Ay3ITé GKSYy 2 FoibdghM&E S b 2 N
GSQR KI@S (G2 221 Y2NB Oft2asSfteée Aydu2 Al0d L oSt
see. The more Northern Ireland shows up in the media and conversations the more you become

aware of it being somewhere you need to go.

Emma From not even being on the list of possibilities, this interview might have gotten it onto the

list.

InterviewetY DNXBI X GKSYy LQff aleéeoo
Victor. | have this little song prepared, can | present it now?
InterviewetY O[ | dZAK&0OZ b2 &2dz OFyQio
. dzi L QPRankiydulfoBansiv@ringimy questions!

Victory |, 2 dzQNB 4 St O2 YSH
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3.2. Interview 2:

Interview, 5th of April 2017 Oscar

Duration: 00:17:50; Faceto-face interview, conducted at interviewer's house.

The interview was originally conducted in Danish.

Interviewer:Okay, here we go. Uhm, how often do you travel?

Oscarlt varies. It can vary from one to two times a year.

Interviewer:When was the last time you traveled?

Oscar:Uhm that must have been during the autumn holiday, when | went to Sweden.
Interviewer: Can you tell me about what motivated you to go there?

Oscar:We have this tradition in my family where we, once a year goes to Sweden and my

grandparents are paying and that's not something you say 'no, thank you' to.

Interviewer:No, free vacatig = G KF § QaxXd | I S &2dz SOSNI 6SSy (2
OscarNever in my life.

Interviewer:How come?

Oscar:uhm, it's not really our ggo-RSa G Ayl GA2y ® ¢KIGQ& YIlIAyte {g

summer, you know, on charter vacations.

Interviewer: So youg 2 dzf Ry Qi &l & Db2NIKSNYy LNBtlFyR Aa |
 P2ARSRZ AlQa 2dzald yz2io000

OscarL 1 Q& 2dzad y20 6SSy 2y GKS {(GFrofSo

Interviewer: Have you ever visited a destination which had been used as a filming location for a

film or a televisiorproduction?

Oscar2 St > LQ@S o6SSy d GKFEG LI FOS ¢KSNB GKFG /
church thing.
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Interviewer:Uhm, yeah Bgrglum!
OscarYes, but it was mostly because my girlfriend wanted to go there, so | just tagged along.
Interviewer: So it was.. Do you know where she got the idea of visiting the place?

Oscarilt was because we were at this summer cottage, and then she saw this sign when we drove
08 YR (KSy aKS adGFNISR GKAY{1AYy3 | thi @hristnia& S / K

Calendar fanatic so she just went crazy so the whole family had to go there, so we could see it.
Interviewer:| 26 ¢2dzZ R @2dz GKSy alré AG FStid tA1S OAaA

Oscar:Well, it was a bit fun to see a place where thidlyned and knowing there was actors
walking around and such, but with the Christmas Calendar which is not really an interest of mine,

it doesn't really hit me, but
Interviewer:So it was not really that big a deal, but just a little?
OscarYeah it was aibfun and with the few episodes | got to see.

Interviewer:And as established before the start of this interview, you follow thesAidvGame of

Thrones correct?
Oscar; SaH LGQa | 6Sa2YSH

Interviewer:On what basis would you say you follow thissiiéw? Would you identify yourself as

a casual viewer or are you more of a fan?

Oscar2 St fX LQR ale& LQY | o6A0G 2F F FlryxX @2dz (y26
airs so | can remember whathda K LILJSY SR yR AF L OlFyQi NBYSY

a couple more seasons; as many as | have time for.
Interviewer:So that you are up to date with it all.
OscarYes.

Interviewer: Did you know that several scenes have been filmed on locatidworthern Ireland,

such as Winterfell which is the Stark family home and Pike, the family home of the Greyjoys?
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Oscarl. RARY QG 1y26 Ad o6& Ay b2NIKSNY LNBflIyRX

and in that area.

0KIGX

(@
w»
ax

Interviewer:Alsothatitgé & akK2d |G LJX |
Oscar Yes.

InterviewerX OFy 6S F2dzyR I'yR KIFa YIRS 6S YIRS Ay |

Oscar:Yes. And that there are some locations where there is some CGI in the background to

change it a bit.

Interviewer: How does this make you feel? Knowiyigu can visit the places featured in this-TV

show- does it carry any sort of meaning to you?

Oscarz St t 3 AGQa 2yS 2F (K2a$ GKAy3a GKFG L g2 dzf

much is real and how much they have changed with compeifieicts and something like that.
Interviewer:So that you can compare?
OscarYes.

Interviewer: Can you imagine yourself visiting one or more of the destinations used as filming

locations forGame of Throneund in Northern Ireland?
Oscar:Yeah, of cowge | can, | can easily.
Interviewer:What do you think that there should be at the locations, as a minimum?

Oscar2 St f 3 GKSNB g2dzZ R KIS G2 o0S | K2GSf ySI NI
OGN yaLR2NIFdA2Yy | YR ( KoSligatoty @Rristthings 8ke sovBnSanditigat 6 S
you can buy something fromthe &WK2 ¢ GKI 1 Qa aLISOALt (G2 GKFG L3X

at it and say; | have this from that place, and take it home.

Interviewer:Would you expect there to be ste sort of visual representation, for instance where
they had filmed Winterfell, would you then expect to see a castle banner or something where you

could see the relation very clearly.
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Oscar:Yeah, well | want there to be some sort of statue or like @leaard man like maybe of Jon

Snow, or..
Interviewer:So like a very tangible example?

Oscar;, SI KX a2 (KIFIG @2dz ¢g2dz RyQlid KIFI @S> tA1S F2NJ
g2dZ RY Qi GKAY(1T GKFGQa OSNE Yy AfQ& ark SoNShardcor& S & |

fan.
Interviewer:What would you like to obtain, experience wise, from visiting such a destination?

OscarWell, if I go on a vacation it's for like a week and you could easily spend a whole day going
out and visiting these placeand with Northern Ireland which isn't exactly a place where you go
because of the great weather which you can enjoy for the remaining days, so it would be great if

there was something else you could see close by.
Interviewer:ls there something else whichakes you think; this is a must, to have this experience.

Oscar:Well, it would be great if it could be timed with them actually filming at the place so that
you could be, kind of a silent watcher, but they tend to close the places off so that you can't see it

because it's very secretive, what happens in the series.

Interviewer: If you look at the show as a whole, which of the following three aspects to you find
the most interesting; would you say it was what's called Place, which is the landscapes and the
whole atmosphere in the show, or is it Performance, whichukhes plot and storyline and the
themes or Personality which includes both the characters on the show and the actors and

actresses on the show. Which aspect are you more into?

OscarL QR al & AdQa | O2YoAylUA2y 0Si{&8Sogeth@dKdf NI O
course, the landscapes and everything is very beautiful with the way they have done it all, but |
definitely think the most important thing is the way to goes forward and you get this etemting

when your hero dies.
Interviewer:Yeahthey are dropping like flies.

A

Oscar, SI' K &2dz KIS (2 0SS OFNBFdzZA |o2dzi 3ISGaGAy3a |
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Interviewer:Yeah because then that person is going to die in the next episode. Uhm, do you think
you might make a conscious decision to visit these locationsufhad not watched a single

episode ofGame of Thronés

Oscarb 2 GKSYy L GKAYyl AdG ¢2dZ R 6S 1AYRFZ (1AYRI
all that, but then that's pretty much it.

Interviewer:So you could say, if you were in the sartaation with your girlfriend or you friends

and they really wanted to see it, could you then go there with them?

Oscar;, SIFKX GKSYy 2F O02dzZNAS L ¢g2dzZ R 323 GKSY GKSN
and I'd like to share that with them, but ifwas in Northern Ireland alone and hadn't seen the

series then | don't think | would go
Interviewer:l 26 Aa Al GKFIG @2dz R2y Qi GKAY1l Al ¢2dz R

Oscar.. SOFdzAaS A0 ¢2dzZ RyQi NBFffte 0SS Iy AyaGSNBai

experience and they could tell you about it and such.

Interviewer:, SI KX dzZKY AF ¢S 32 o0l 01 G2 az2yvy$s 27F GKS
imagine yourself at a destination used as a filming locatiorGame of Thronesxan you go a bit

more in cepth with what you expect achieving and seeing at the location?

Oscar:Well, I'd expect, if we take Winterfell, to see the castle and to see where Jon Snow was
stabbed and see where he was resurrected and see the room and try to experience the whole

atmosphere by being there so you could get the feeling of it.

Interviewer:So there would be something which could draw you in...

OscarYes.

InterviewerX ® {2 @&2dz FfYvY2ad 3ISH GKS FSStAy3a 2F o0SAY
OscarYes, exactly.

Interviewer:Is this or how ighis different from what you expect to see at a destination which has

not been used as a filming location Bame of Throne$or instance?
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OscarYeah, if | was out visiting any similar places then it would just be to see it, how it looks with
thenature2 NJ AT AlG g1 & +y 2fR OFadftsS 2N a2YSOKAy 33 f

the same way, as if | visited a place which had been used for filmingeariEg or a movie.
Interviewerb 2 6 6S Q@S NBI OKSR a2YS$S | diStaké sepajndecBighs. ¢ K I {
Where do your ideas to travel to certain destination usually come from?

Oscar! KYXZ (GKSNB KIa 0SSy GAYSa 6KSNB Al KlFa o
AN} YRLI NBylda GKFG Fail AT whiehRoufoficquBe ate@pt.32 a2 Y S

Interviewer:Do you ever actively seek out travel recommendations?

Oscar:l had Alanya recommended before going there and | liked it. That's the only time I've
considered going somewhere after people had told me about it. I'td@ally seek out what

people recommend.

Interviewer: { 2 @ 2dzQR al & AGQa y24 NBFtfte | GeéLRhOol
recommendations?

~

Oscarb 2 LQR NI GKSNJ 32 gKSNB LUR tA1S (2o

Interviewer: But what do you think of recommendations when it comes to travelling and picking

destinations?

Oscar:Well, I think it's fine that people can share what they've experiences, but if a lot of people
have been there then it's all different things they hawgerienced, so | think you should be very
careful and be careful that your vacation isn't based too much on their recommendation, so that

you get to experience the place yourself.

Interviewer:Do you find it possible that your inclination to visit thesedbons could be affected,

or perhaps even changed, by other people?

Oscar:;, SFK ¢Stttz AlG OFy® LQY LINBGdGe adaNB GKIF G A
then my decision could change because of it, but I'm usually like; you might just haverdaeky
and then you try it and if it wasn't a good vacation, then you know and try something else next

time.
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Interviewer: What about the other way around? If you had decided a place holds no interest for

you but you heard some really positive stories about it, could that then convince you to go?

Oscar:Yeah sure. If they have had a really good experience, then | might etidnkgng it could

be really great for me to go there, and then do it.

Interviewer: What if those who were trying to convince you weren't someone you knew but

someone you might refer to as a random person online?

Oscar:, SF KX GKSyYy LQY Iyh2rniore &agily iafldeNd@dbby comiineicialg, jactually,
where everything is shined up, | think I'm really receptive of those things, | think it would be a lot

easier than by using random people online.

Interviewer: ¢ KI 4§ Qa y2G NBIFffe &kety&dnk Dyydu thidk 2 blibger, dza dzl

YouTuber, an Instagram account or the like change your opinion in this regard?

Oscar¢ KSYy LQY Y2NB Ayid2 O2YYSNOAFfad L {1AYREF FE
that, they don't like do it directly; thg are not telling you "this product | can make money off by
advertising it", they do it by testing different stuff and like that. Then I'd rather they come clean
about it and say; | have this product and | think it could be a great idea for you to ggatbe I'll

get this and that. | rather have it more like that.

Interviewer:2 SQNB | OlGdzZ- ffe& 3I2Ay3 G2 3ISG o6FO1 G2 (KL
good idea for tourist agencies to use bloggers, YouTubers and such to make people awaae of w

they offer to like sponsor the content of a video or a blogpost?

OscarThen it would have to some form of reaction video, where they are | are trying the stuff out
YR GKIG GKS2UU@gS 0SSy (2fR Al R2SayheywarbodS oz
you really get to know that they think, so that you can see how he actually feels about it instead of
2OSNERSEtfAY3 AG YR FTOGAY3 tf dzyyl ddzN} f @ L R2

Interviewer: Would this sponsored content make the blyer or YouTuber in question seem less

trustworthy to you?
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Oscar; SI KX LQR (GKAYy]l a2z ¢Sttt L (1y2¢ GKSe& KI @S
lot of followers but | just think that should be more about it as a YouTuber or a blogger that this
LINE RdzOG A& a42YSGKAy3a GKS&@Q@sS 3I32G0Sy FNRY az2yYs
That's not good.

Interviewer:L. 3ISG GKS FSStAy3d e2dz GKAYy|l AGQa 1AYRE |
Oscar, SIF K AGQa I RAFTFAOdA G 2ySed® LG RSLISYRaA 2y K

Interviewer. So if you make people aware of it and start with a kind of disclaimer. They have to do

it up front?
OscarYes.
Interviewer:How would this affect their credibility?

OscarL T (GKSé& G(GSfft @e2dz FNRY GKS adl NI makes themi KS &

more credible because they are open about it and not trying to lie to their followers.

Interviewer: So what if you compare the level of credibility you think these social media

personalities have, compared to that of an actual commercial?

OscarrlL QR NI 0KSNJ ftAa0Sy (2 GKS O2YYSNODAItXZ oSOl
professional with how if influences you; they have all these methods to you as a customer and the
times I've travelled because of a commercial it has lived up to tpeaations so | don't feel like

I've been lied to at any time.
Interviewer:ls that because you feel a commercial is easier to see through?

OscarYes, because with a commercial it more like; we have this product, it needs to be sold. With
some bloggeriv A A Kid 06S @GSNE dzy Oft SI NI aL ¢lyd G2 GNB
want to try this, maybe to get you to do this too" and not so "I have this product and | would like
to help this company sell this product”.

It's more straightforward with dvertisements and easier to go to

Pagel58of 282



Interviewer:¢ K G g1 & €t Yeé |jdzSaGdA2ya odzi 0STF2NB 6S
having talked about Game of Thrones and going to Northern Ireland; it didn't seem like Northern

Ireland was at the topfoyour list.
Oscarb2 LQR fA1S G2 32 HKSNBE GKSNBQa I o0Al &I Ny

Interviewer:But to you think, if made aware of the places and location would it then be something

which could make Northern Ireland seem like a more attractive destination?

Oscar:Yeah, | think so, but they'd have to sell Northern Ireland like New Zealand did with Lord of
the Rings, they could easily do that with Northern Ireland and have all these different destinations
you could go and see; then I'd actually be more open abouaind then I'd know where the
different places are and wouldn't have to look for it. They could have like ap@ack where you

could go around and see all the different locations in a week. I'd be very open to that.

Interviewer: 2 Sf £ = g A (K (vK Ireiched thell éad, V54 thaskSy@u very much for

participating!

Oscar;, 2dzQNBE ¢St O2YS o
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3.3. Interview 3:

Interview, 5" of April 2017¢ Ida

Duration: 00:24:23; Faceto-face interview, conducted at interviewer's house.

The interview was originallgonducted in Danish.
Interviewer:Okay, here we go! Uhm, my first questions is; how often do you travel?

Ida;! KK L GKAYy1l L OGN} @St 2y0S 2N G6AO0S I &SI N

whenever | get to travel. It's so relaxing with sewvacation.

Interviewer:When did you travel last?

7

[Fad GAYSK ! KKX L GKAYyl OGKIFG 61 a&a 6KSYy L 4SS

d &
S1 Qa4 K2f ARF&X 2dzad LIS OS IyR ljdzASG®

i

s

(%)

(s}

Interviewer:Can you tell something about what made you go there? If you can do that since it

was a family trip?

Ida: My parents invited me! So yeah, | wanted to go and | haven't been to Spain that often, |

thought it was a lovely place; it was cozy, and, yeah...

Interviwer: CNBE S @ OF GA2y A& y20 a2YSGKAy3A & 2dz
Ida:No, free vacation is always nice.

Interviewer:Uhm, have you ever been to Northern Ireland?

Ida: No.

Interviewer:How come? Is it a conscious decision not to go there or is it just circumstances?

lda:L Q&8 G2y SOSNI FSt G tA1S GKIFIG éFa | LIXFOS L vy

one of the places | want to visit the most at the moment, | think. Maybe one day.

Interviewer:Have you ever visited a destination which had been used as adilimoation for

a film or a television production?
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lda:L R2y Qi GKAY] a2z 2N y2GKAy3 NBlIffe O2YSa
GKSaS L IFO0Sa gAGK2dzi (1y26Ay3Id L (1y263 y26 (°F
in film and series and so on, | might have visited some places, butnttvie@sause of a film or

a series that | went there, it was just fun that they had been there too.

Interviewer: So if you have visited some locations which have been used in movies or other

movie like productions, it was just a coincidence that you weezdf

Ida:, SF KX @&2dz (y26> LQ@OS |taz2 0SSy G2 [2YyR2Y

some locations, but not because a film was filmed there, it was just, and it's big cities, so yeah.

That was more of a reason to go.

Interviewer: So these desti@tions are these places you have visited alone, or did you go in a

group?

Ida: | don't think I've ever travelled alone. It has always been with family or with friends or

something. It is rare that a travel alone, let's put it like that.
Interviewer:Wheredid the idea of visiting these places come from?
Ida: Hmmmm, well.. Good question.

Interviewer: Thanks (Laughs).

Ida:L Q@S 2FGSy 2dzad 0SSy AYyQGAGSR |f2y33s e2dz 7T
that and then there are those who suggestedrgpsomewhere and | just went along, but with

0A3 OAGASE L lfgreéa KFR GKA&a ARSI GKFG L gl
[ 2YR2Y | 02dzLJX S 2F GAYSEd YR w2YSo alé&oS Al
once, yeah maybe,op just got inspired to go, but yeah. I've just wanted to go; seen pictures,

seen videos about it and thought it was an interesting place to go, | think.

Interviewer: Now you mention, you might have seen these places, these cities on film or on
television.Do you think this is something which could affect your decision, that you had seen
these places infimorin ®WSNAS&AX |yR GKIG @2dz Ay @&2dzNJ & dz

was..."?
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Ida: Yes | actually think so. Now, | cant remember, but | haveaitgyt seen some film there,

seen as a kid and thought "this! It's a place | want to visit one day ", yes, in the subconscious
mind when I've been there later. Yes. But yes, I've probably just been influenced by others who
have also been there and have takpictures and videos and so forth, And then | have wanted

to go there and see it, yes.

Interviewer:As established before the start of this interview, you follow theshgw Game of

Thrones correct?
Ida:Yes.

Interviewer: On what basis would you say ydallow this TWshow? Would you identify

yourself as a casual viewer or are you more of a dedicated fan?

IdasL Y @GSNB Ol &ddzr £ LQff aleéod LUGS asSSy GKS 7
last season. | fell a bit of it, so I'm not sueardcore fan in any way, I've just seen it a little
because | heard so much about it at the beginning and everyone talked about it, so I'd just
followed but | have fallen off a little. It hasn't been that interesting these last couple of

seasons.

Interviewer: Did you know that several scenes have been filmed on location in Northern
Ireland, such as Winterfell, which is the Stark family home and Pike, which is the family home

of the Greyjoys?

Idaab2> L RARYQU (y26 I Ol daighttmich abous iF PuNJeahyitss @ L
some beautiful places inthe WK 2 63 o6dzi L KIFI @Sy Qi GK2dzZa3KG Ydz

| wanted to see them, that's not something I've thought about.

Interviewers{ 222 ®® &2dz 2dzald OGKAWHBESA DAA EROS K KISy U
there.

Idaab 2> y20 NBFIftedz 2N &Sad b2z L ¢2y Qi alé Gk
have to go now, or in a couple of years". Then there's, perhaps, something else there that I'd

like to seetoo. | wouldn't go there only because of that.
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Interview: So there needs to be something more to draw you in?

da;, Sax SEFOGftéH LGQ&a y2i0 Sy2dAK (KIFIGd (KS& ||

think that would be enough for me to go there.
Interviewer:So, would you say it could be some kind of fun, little bonus?
Ida:Yes, | guess it could.

Interviewer:Can you imagine yourself visiting one or more of the destinations used as filming

locations forGame of Throneis Northern Ireland?

Ida:Wef = y20 NBFffte Ay tA1S GKS ySINBad FdzidzN
Norhtern Ireland at some point, who knows, and then it might be that | dropped by some of

those place, but uhm. No, it's not really something | plan on, right now.

Interviewer:! KY~X LQ@S |t NBFIRe GFf{1SR F oAl | o2dzi .
what would it take for you to go to such a destination.

lda:¢ KSNBE ySSRa (2 06S a2YSUOKAy3a Y2NBo® {2YS I
something which coulgust push me to go there. Something which attracts more than these

film locations, you know, there needs to be more. Maybe something other people have seen

and talked about how cool it was to see and then say "hey, you need to see this", and then |

might e some of the Game of Thrones places, too.

Interviewer: If you had to name a couple of things that you think should be at these locations

like, as a minimum, what would that be?
Ida: Like in comparison to what I've seen.
Interviewer:It can be anything. Like different facilities, activities.

Ida: Of course if | go there then there should be some places to stay , some places to eat and
maybe some things to see, some sights, something that makes me come across it (read: movie

locations) Yes, it may be a little, there may be some things you can see as a tourist who can
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get one as a tourist to get there. Yes. | do not have such specific thoughts about what it might

be, but there may be something they can lure on, | think, as | do not kedave.
Interviewer:! YR &2dz R2y QU KI @S yé& RSYIlIYyR&K

Idab2223% y2i NBlIfféeod {2YSGiKAy3I SEOAGAY3I | yR F

do other places. Something that can make it more special to go there, | think.
Interviewer:What would youike to obtain, experience wise, from visiting such a destination?

Ida:! KYYYZ ¢Sffaod D22R jdzSaGA2yH L R2y Qi 1y26
which | would remember, | want to see a beautiful place, beautiful sites, have a great
experience be with someone; you know, bring some friends, some family or something like
that. Have an experience with other people which you could think back on. Feel good, have a

good time while | was there. Yeah, learn something new, experience something new.

Interviewer: Which aspect of Game of Thrones is the most appealing to you, out of the
following three: Place which means landscapes and the scenery, or Performance which is the
storyline, the plot, themes of the Tshow or the Personality, which means like tttearacters

on the show and the celebrities; the actors and actresses portraying these characters on the

show?

Ida: That's probably the story, | think it caught me from the start and the character, too, of
course, has also been important. But yes, placesjast such a plus, yes, some cool places

they've filmed and so on, but it really it the story that caught me with Game of Thrones and
back when | read about it | thought "that might well be interesting and find out if it was a good

series". So yes, | walikay that, | think.

Interviewer: Do you think you might visit one or more of these locations; make a conscious

RSOAaA2Y (2 32 (KSNB AT @& BdmekflTRon&G 61 4§ OKSR

Ida;L R2y Qi (y26d L KIFI@Sydi SELISNASYOSR Al S@¢
some hardcore fans who thinks "we're going" because they've seen it, but no. Then again,

they'd need to have something else to offer, something you've heard abowniehow but if
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that's the only way they connect it to something tourist, then | do not think people will, as
such, I think.

Interviewer: This kinda referes back to some of the other questions; if you imagine yourself at
a destination, a location used aréatured inGame of Thronexan you then go a bit more in

depth with what you expect to achieve from the visit and what you expect seeing there?

Ida: Well, from what | can remember to have seen on the show, it has beautiful and natural
settings, yeah. Sgeah, | would like to see that. | do not know how high expectations | would
have, but yes, | think that there could be some nice nature and so on, which they used for

filming there, but yes.

Interviewer:Do you expect to see such places like the actuwaky or would you expect to see

some sort of visual representation there from the series.

Ida: Well, 1 think many people would like such a set up as in the series so you could really
recognize it, but | would like it to be just as it is, you know, | do@4d it, I'm not a hardcore
fan who needs to the place straight from the film. I'm just fine watching nature and such. But

yeah, there is definitely someone who wants a copy of the place in relation to the movies.

Interviewer. How is this different from wét you expect to see at a destination which has not

been used as a filming location fGame of Throne$or instance?

Ida: Well, I'd have some expectations after having seen the series, | think, wharabsss you
had seen it in another film oris youhadn't seen something then | don't think | would have

had the same expectations about the places and so on, yeah.

Interviewer: So if you were going to, let's say Northern Ireland, and you were going to see
some castle and thought; you hadn't really heaatout it being in a film or television

production. Would you expect to go seeing just a castle, or?

Ida:, SIF KX ¢Stttz AT L KIFIgSyQid KSINR FyeidKAy3

SELISOGFOA2YAT AT L Kl @Sy Qi ydobbSlywouldygeanKsee/id | 0

unless | had heard something about it, but yeah, it's just something else. You have some other
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expectations, | think once you've seen it and heard about it, and so on. And yes, one can be

disappointed if it does not live umtone's expectations.

Interview: Yeah. These next couple of questions is about what influences you to make certain

decisions; Where do your ideas to travel to certain destination usually come from?

Ida:L R2y Qi (y2¢6d | adzZ £ €& bfitihioneondyCor azétier; flo@3S &
FNASYRA 2N FrYAfezr 2y (StSOAAA2YS | ROSNIAAA
GK2dZaAKGT ¢KAA LI OS L g2dAZ R tA1S G2 asSSsS | :
catches your interest; have segmeard read about the place and thought; | would like to see it

at some point. That's usually what catches me.
Interviewer:Do you ever, actively, seek out travel recommendations?

Ida: No, not like actively; yeah, well, if | know someone who has beeng@aee, then | of

course ask what kind of experience it was like, but not like, or well sometimes | look at
CNRALN ROA&2NI YR a2YSUKAy3 tA1S GKFGX odzi Al
gKIFGQa 2dzi G§KSNB | yR aepeseicksYy/Shi actively, igliesst 0 2 dzii |

Interviewer:Have you then ever actually followed one of these recommendations?

Ida: Yeah, | think | have. | bet | have in one way or another, | think so; | have heard from
someone that it was a good place and themdnt or my parents thought; this is a good place

to go, you should come with us, you know, if they have been there before.

Interviewer: What do you think of recommendations when it comes to travelling and picking

destinations?

Ida: | think it's a good ide> @&2dz {y2¢> LQY 3fFTR L OFly 3§
SELISNASyOSas K2¢ Al o6l a&s AGUE || 3F22R GKAyYA3
K2g 20GKSNI) LIS2L)X S4aQ SELSNASYyOSa sSNBo {2 &8I
look up dfferent places and of course, we all have different experiences at different places and

to see how other people rate a destination, yeah.

Pagel660of 282



Interviewer: Do you find it possible that your inclination to visit a film location could be

affected, or even changk by other people?

Ida:2 Sttt AF LIS2LXS GStt YST Ad o6& | 6l R SEL
about going, but if | really wanted to go, then | think | would still go, so yeah, other people's

opinions would probably not affectthaf dzOK ® . dzi AF LQY fA{1S aaKkzd:
GKSY KSIENJ I 20 2F o6FR addzFF YR GKIFIGO L &akKzoc

Interviewer: What about the other way around? If you had decided there was a place, for
instance Northern Ireland, whictRydz R2y QG &aSSY (22 1SSy 2y3I oc

who really talked the place up, could that then chance your mind?

Ida: It might, yeah, if it just hit me at the right spots and | really got convinced, then | might feel
like going, but yeah, then thergvould need to be more things to do besides these film

locations.

Interviewer:2 2 dzf R @2dz a4l & (GKSNBXQa | RAFFSNBYyOS 0S¢

you actually know or coming from people online?

Ida;2 St > LQR alke& L f A aide/ bedadse IYkdow Théi cBrypRrad td y R
a42YS NIyYyR2Y LISNA2Y 2yfAyS>T odzi &SIKX AdQa 2
bad, which you family says is great, then yeah. It influences you, but yeah, | think you listen

more to your friends andamily compared to people online, | think.

Interviewer:Do you think it would be a good idea for tourist agencies to use, like, social media
personalities such as bloggers, YouTubers or and Instagram account or something like that to

make people aware avhat they offer, like to sponsor the content of a blogpost or a video?

Ida: Yeah, | think that would be a fine way to get their message out. | bet it is a method which
is already used. So yeah, | think it's a good idea and with social media it is swe tgdod

idea, yeah, lots of people would see it, so yeah.

Interviewer: Would this sponsored content make the blogger or YouTuber in question seem

less trustworthy to you?
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Ida: Yeah, | think it would, yeah. | think most bloggers' gets paid to advertissofoething or
another, so yeah, you have to think twice about it before you listen to them, but yeah, they
can also be sincere about what they right, but yeah, they can of course also be paid to write

certain things

Interviewer: If you had to compare, likéhe level of trust you have in like YouTubers and
bloggers with sponsored content and then an actual commercial you see on television, how do

they like, compare?

Ida: | think they are kinda at a tie, you know, they are doing some advertisement themselves
and paying other people to do advertisement for them. They are very much at a tie, | won't say
there's that big a difference, in both cases they have chosen to do this where they get paid. |
R2y Qi 1y2¢ AT L KI @S Y2NB prétthmukh te game igvBl. Y 2 NB

Interviewer:It doesn't make a big difference who's the sender?

da;L QR &l @ AGU& GKS &alyYS aSyRSNIAYy 020K Ol aSa

Interviewer:| guess you could say that. Well, that was everything from me, but | just have one
guestion before w end this; has this interview made Northern Ireland seem a bit more

exciting, or is it still at the bottom of the list?

Ida: Well, 1 think | should hear a lot more about Ireland before, uhm, Northern Ireland, before
LQff 06S O2y @AYy OSRy 20 (3l (0 KYSIRIBKD Lo 2RIATY hi2 NI K S
probably a lot of exciting things to see, but uhm, as such it did not make me think that
b2NIKSNY LNBflYyR Aa (KS ySEG LI OS LQY 32AYy:
you suddenly wantd go there if something new, exciting or somebody influences you to go, if

a friend comes and says; Should we not go to Northern Ireland, then | might be able to

O2yaARSNIAGZ L OFyQd alreéo tSNKILAH

Interviewer:a | @ 6 SH . dzi GKF G g1 & |RaASthNaRKysuXoy @rticipliBgY Y S

in my interview.

lda:, 2 dzQNBE ¢St O2 YSH
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3.4. Interview 4:

Interview, 4" of April 2017¢ Anna

Duration: 00:35:04; Skype interview

Interviewer:Okay! So, before we start | would just like to thank you for participating.
Anna:Thank you!

Interviewer:And my first question is; how often do you travel?

Anna:Well, so far until now, | usually travel once a year, more or less. Sometimes more than

once, but in these recent times; only once a year.

Interviewer:When did you tragl last?

Anna:! KYX | OQldz2rtffte& 5SYYIFINJH .dzi 60S¥2NB G(KIF Gz
> L YIF@ LINBadzyS L g1 a Ay LiaFfte 2N {02

Interviewer:So if you take, for instance, Scotland or the other place you went; can you tell me

about what made you go there; what motivated you?

Anna:Well, first of all with Scotland, | mean, | went to Scotlgntiwas the second time | had

been there¢ and the fist time it was because of the magnificent views, the landscapes, the
KAaU02NE YR GKS Odzf GdzZNE 2F GKS O2dzyiNE I yR
0SAY3I Ay {O2GftlFyRXZ Ad0Qa tA1S @2dz Syl SINdeAy (2
the landscapes and the SHEEP! And the parks and the lakes; everything in Scotland is like
magical and then you have lots of castles and for me, because I'm a very imaginative person, |
like to dream a lot Scotland is like my second favourite country the world.

For Italy | went to visit a friend who lives there.

Interviewer: Okay! So now, since | can hear you are so smitten with Scotland, have you then

ever been to Northern Ireland?

Annacb 2> | OQldzr tft& y23 0dzi L Q@ beerSt&Dublia @nd to &iS NI |

small city. | went there because it's in a film called Ps. | Love You, and went there because it
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was the film, so | just went there; to the republic of Ireland. But still, | would like to go to

Northern Ireland, because of theews, and it's like.. magical. All the leprechauns and stuff.
Interviewer:{ 2 (G KS NBI a2y @&2dz KI gSy Qi o6SSy G2 b2NIl

Anna:;, SIF KX A0Qa 2dzad OANDdzvadlydAlrfe L YSIyI |
yet. But | want to go. It's the only bit of the British Isles | haven't been to, well.. That and

Wales, but still.

Interviewer:! £t NAIAKGH | 2dz08S 1AYRIF | fNBIRe& | yagSNEBF

visited a destination which had been used as a figmiacation for a film or a television

production? You mentioned Ps. | Love You.

Anna: Yes! I've also been to Alnwick Castle which is a castle near the border to Scotland,
between England and Scotland. Alnwick Castle was used as Hogwarts Castle (forryhe Har
Potter movies) so I've been there, and I've been to a couple of other castles in Scotland that
were used in Braveheart and stuff like that. Let me think. I've probably also visited a few other

movie locations, without even realizing it, but if we keagking | might recall.

Interviewer:If you come up with anything, just say so. But why did you visit these locations? It
sounds like you very specifically visited these places? Because they were used in these

productions.

Anna:Yeah, the one in Ireland wabecause of the film. | didn't see any specific places but |
went there to see the city. With the castles | went there, yeah, because | wanted to visit
Hogwarts Castle and Harry Potter world. Yeah! I've been on this Harry Potter tour, so I've been
to Alnwick Castle, to the bridge where the train passes and some other, uhm, there is this
statue in Scotland near the bridge the train, the Hogwarts train passes that is also, uhm,
portrayed in a film called Maid of Honour, | believe, and there is this sceneewthe guy

passes on a horse, passes by the statue.

But basically | went there because Scotland is one of my favourite countries and all the magic
GAOUKAY® LGQa Sy2dzaK NBlFazy FT2N YS (23 ySg@gS
because oftheifa s | f 1 K2dz3K a42YSOAYSAasS dzKYZ Ad 2dzad

world to actually even realize it.
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Interviewer:So did you visit these places alone or did you go in a group?

Anna:Well, | went to Scotland for the first time with my mother andtbecond time with a
group of friends, but those locations a visited either with my friends, migagfriend or with
my mother; of course, with my mother we went on these guided tours, these minibus tours.

We went on this Harry Potter themed tour, yeah.
Interviewer: Okay, so where did you get the idea of visiting these places?

Anna2 KSNB RAR L 3ISi GKS ARSIFIK L R2yQl 1y263
{O2Gft YR ¢S ¢Syid (G2 GdKA&a GAO1SG 2FFAOY YR
t 20G6SN) G§2dzNH hilteée L glyd G2 R2 GKAA 2ySHE .

passing by and some were in purpose by internet, so yeah.
Interviewer:What did you feel, or how did you feel like visiting these places?

Anna:Ecstatic. TNAf f SR® | YI T SRd L NBIrfteé Syza22eSR ({K:¢
true, you know, you want to enter this fantasy world, you know, with everything set together,

the landscape, the castle.. | don't know, the movie set, you almost see the actssig by so,

in that precise spot the actors have been, so you kinda feel ecstatic. | mean, films are shot
there, but to me it was more than that, it was my own fairy tale world because of the castles

and landscapes and stuff.

Interviewer: Okay, so as égblished before the start of this interview, you follow the-gNow

Game of Thrones, correct?
Anna:Yes!

Interviewer: So, on what basis would you say you follow thissiidv? Would you identify

yourself as a casual viewer or are you more of a fan?

AnnaWSt £ > GKS FANRG GSNXYo® LQ@OS 2yte gl G§OKSR
2 KSy L KIFE@S (GAYSTE ¢gKSy L TFAYyAaK Yeé al aidiSNRa
DFYS 2F ¢KNRyYyS&a 0221ad .dzi LQY GKI weeQahd/ R 27
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RA&Odzaa38 Al 6AGK FNASYRE FyR FNBI1a 2dzi 6K

that kind of fan, but still not a hardcore fan, as | am with Harry Potter, so.

Interviewer: Did you know that several scenes have been filmed on location in Northern
Ireland, such as Winterfell, which is the Stark family home, and Pike , the family home of the

Greyjoys?

Anna:;, SF KX L (1y2¢ (GKSeQft o06SSy 7TAdandyidn Spgin b 2 NJ

and some other locations. Yeah, | know.

Interviewer: How does this make you feel? Knowing you can visit the places featured in this

T\Wshow- does it carry any sort of meaning to you?

Anna:Yeah, like again, it would be like entering atésy world and you'll on the same spot as
GK2asS | OG2NR KI @S 0SSy a GK2asS OKIFNF Ol SNA
NEFfAaAaGAO 1AYR 2F aSyasS L GKAYyl AdGQa FYFTAY
those sets and dofaf GKF G FyR 6S |6tS G2 @Ararda Lttt 2
{2 A0Qa NBrtfe 3I22R (2 FOldatte o6S GKSNB |
SyzaArz2ylftte GKNARAfEtAYy3IAZ az AdQa yAOSH

Interviewer: So can you, I'm guessing you caanf can you imagine yourself visiting one or

more of the destinations used as filming locations?
Anna:Yes | can, imagine myself, pretty much.

Interviewer: So what would it really take for you to go to such a destination, like what would

really motivate you?

Anna Having money and free time to go. Uhm, but actually it would motivate me to go to
know it was this location were close to the airport and the @uahplace where | would stay,

like some kind of bed and breakfast, so like with Scotland, have a tour that goes around to all
those places. If | had a tour that would go through all those places, that would be great for me;

it's a really good marketing éipn for them and it's economic for me, so everyone wins.

Interviewer:Yeah sure! What do you think should be at these locations, as a minimum?
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Anna:Like at the locations? Like props, or?

Interviewer:Like, if you imagine yourself at a location which hasn used for filming a scene

in Game of Thrones, what do you think, as a minimum, should be there?

Anna:Yeah, uhm, | think some kind of resemblance with the original set, | mean, | know for a
fact that whenever they shot a scene they usually take evangtiof when they are finished so

at least some kind of prop or some kind of likelyhood with the original, with the scenes from
the film, that would be important to me. | don't know. Props! Some similarities, maybe some
kind of a sign saying "oh, this isrbewhere that thing was shot" so, take a picture! That
happened to me when | was at the Alnwick Castle, | went there in May so it was still not high
season and they still didn't have actors portraying the main characters like Dumbledore and
Hagrid and sothey only had like this sign that said "Take here your first flying lesson" so,
everyone could take a picture with it, but that was it. | was expecting a bit more, especially
because a lot of fans go to the Alnwick Castle because of Harry Potter, sair€d,dds also
important to know the history of the place; the battles that took place there but nowadays
most people only go, unfortunately because of the films. So I think it would be nice to have

something verifying that the movie was shot there.
Interviewer: So like, a clear visual representation?
Anna:Yeah, for instance.

Interviewer: What would you like to obtain, like experience wise, from visiting such a

destination?

Anna:Knowledge. Cultural knowledge, filming knowledge. A good memory, uhm, atigoad
basically. Basically a good memory, because that would make people come back and | wish |
could go back to Scotland, to those same places because unfortunately I've lost almost all the

pictures | took from that day, so | would like to go back again.

Interviewer: Yeah, | can understand that! So, if we look more directly at Game of Thrones,

which aspect of that Tghow is the most appealing to you if we take, Place; landscapes and
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