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“pay special attention” to these
groups and highlight the availability
of their preferred food options to
improve their “dining experience
and satisfaction”.
The preference for own-country
cuisine did not, however,
necessarily translate into
satisfaction with the food. For
instance, although many Italians
left positive reviews, considerable
numbers expressed quite negative
sentiment, particularly with
reference to sauce and pasta .
Indian tourists seemed to be more
satisfied with restaurants serving
Indian food, particularly “wine,
fish, curry and lamb ”. Restaurant
managers would do well to take
note of the sentiments expressed in
tourists’ reviews, as understanding
which types of food are preferred
and receive the most positive
comments can help managers to
plan menus and direct different
customers to the most popular
dishes among that group.

Tourists love Wine
The study also looked at which
types of food and drink were
offered by different types of
restaurant. As Australia is “famous
for its wine production” and wine
tourism is growing in popularity,
the researchers were not surprised
to find that wine was consumed
in 11 out of 13 restaurant types,
especially those serving Western
cuisines. In pubs, however, beer
was almost four times as popular
as wine, while cafes were most
popular for “light food items” such
as coffee, dessert, egg, cake and
chocolate.
Fewer tourists left reviews for
places where they ate breakfast
than for other meals, but when
they did so, they were most likely
to take breakfast in a café, possibly
because their options are limited
by the opening times of other
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types of restaurants. As cafes are
the least popular place for dinner,
they might do well to focus on
offering “more light food items in
the breakfast menu” to encourage
more visitors at this time of day.
Indian restaurants were the least
popular place for lunch, whereas
cafes were the least popular for
dinner. Restaurant managers
should take note of the different
kinds of foods preferred for
different meals and tailor their
offerings accordingly. Wine, steak
and lamb seem to be highly
popular options for dinner, for
example, whereas salad, burger,
fish, chips and beer should be
reserved for lunch.

Westerners Prefer
Pubs
Western tourists were more likely
than Asians to visit pubs, probably
because they originated in the UK
and, as the researchers note, “many
countries in Europe and North
America are under the influence of
British culture”. There seemed to
be little difference in the preference
for cafes, although Indian tourists
were the least likely to visit them.
Given Westerners preference for
pubs, tourism practitioners could
promote “pub-dining experiences”
to this group.
For many tourists, the features of a
restaurant may be just as important
as its cuisine when deciding where
to dine. The most important feature
was service followed by staff and
price, while value and atmosphere
were rarely mentioned. Noting
that restaurant features seem to be
more important to Western than
to Asian tourists, the researchers
suggest that restaurants that are
more popular with Westerners,
such as Italian restaurants and
pubs, should focus on the quality
of service and other features.
Managers of Chinese, Thai

and Vietnamese restaurants, in
contrast, should “direct their limited
resources to improve food quality”,
as Asian tourists are more likely to
visit these types of restaurant and
are less concerned about features.

Further Potential
Given the comprehensiveness
of their findings, the researchers
comment that their data-mining
framework could be successfully
extended to other areas in need
of better understanding tourists’
preferences. They suggest, for
instance, that with refinement it
could be used to analyse reviewers’
photos of food and restaurants
to “provide insight into tourists
own experience and specific
interests”. Indeed, the potential of
such techniques opens up exciting
possibilities for understanding all
kinds of consumer attitudes and
behaviour.

POINTS TO NOTE
• Online restaurant reviews offer the
possibility of informing practitioners
about tourists’ dining preferences.
• The researchers developed the first
effective way of analysing such
information.
• Food and beverage preferences
depend on restaurant type.
• Western and Asian tourists have
different food and restaurant
preferences.
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Let Tourists Hanker for the
Good Old Days
Film-lovers’ nostalgia can very
effectively maintain the profile of
destinations that have served as
film locations, according to SHTM
professors Sam Kim and Brian
King. In a recently published study
focusing on Taiwanese fans of
Hong Kong films, the researchers
highlight that there is increasing
eagerness to step into the shoes
of favourite film stars and visit
places they have only witnessed
on screen. However, film tourism
of this kind brings both challenges
and opportunities: with new
blockbusters released every day,
memories of older films can quickly
fade. The researchers suggest that
understanding just what drives
nostalgia-based film tourism
will help destinations overcome
potential obstacles to this growing
market segment.

Nostalgic Film
Tourism
In recent decades, places featured
in films – from restaurants and
tower-blocks to coastlines and
even whole cities – have become
increasingly popular with tourists,
who travel across the globe to visit
the locations where their favourite
films were made or shot. Films that
represent past eras are especially
good at evoking nostalgia for
what the researchers describe as
the “good old days”, leading fans
to visit particular destinations to
experience for themselves the
worlds of the films they love.
This trend, known as nostalgiadriven film tourism, is becoming
more and more noticeable. “Films”,
explain the researchers, “are a
window into the past, mirroring the
ethos and interests of the everyday
lives and experiences of earlier

times”. Audiences tend to miss
old films and their associations,
remembering them fondly over the
years, and this sense of nostalgia
may even motivate them to visit
the places they have seen so often
on screen.
As media technologies develop
rapidly, audiences are exposed
to these “pivotal nostalgiagenerating media”, argue the
researchers, through a growing
number of channels – not only
cinema and television, but also
DVDs and Internet platforms such
as YouTube. At the same time,
the development of customised
tour programmes and tourism
facilities worldwide has made it
ever easier to stand in the steps of
our favourite actors, experiencing
familiar film locations from the
perspective of the characters
themselves.
Yet studies have rarely examined
nostalgia as a potential driver of
film tourism. Most have focused
on film tourist intentions to travel
shortly after film releases; few have
tested the influence of nostalgia
on future tourism intentions. To
fill this gap, the researchers set out
to explore the mechanisms of film
nostalgia and, most importantly,
discover how this “window into
the past” shapes film-goers’ future
travel decisions.

Hong Kong Films in
Taiwan
Taiwan was considered the
perfect setting for this exploration.
Taiwanese cinema-goers are
among the most passionate film
tourists, travelling frequently
to Hong Kong to step into the
shoes of much-loved characters

and explore the backdrops of
their favourite comedies or crime
thrillers. This is hardly surprising
given the phenomenal popularity
of Hong Kong films in Taiwan –
since the 1970s it has been their
second largest inbound market
after mainland China.
Not only have these films won
Taiwan’s most prestigious cinema
awards, but they have also shaped
the daily lives and hobbies of a
whole generation of Taiwanese.
The craze is particularly strong
amongst those aged 40 and above,
who, the researchers note, “may
be influenced by nostalgic feelings,
hankering back to the ‘good old
days’ when they were exposed to
Hong Kong films”.
As much of Hong Kong has been
featured in film sets, international
tourists have endless opportunities
to indulge such nostalgia by
personally experiencing film
location attractions. Some explore
the temples featured in Kung Fu
films; others try authentic Hong
Kong food in the cafés, bars and
restaurants of Lan Kwai Fong; and
others again imitate the martial arts
pose of Bruce Lee’s statue on the
Avenue of Stars.
Based on these observations,
the researchers hypothesised
that film nostalgia encourages
Taiwanese film tourists to engage
in several tourism behaviours,
from visiting Hong Kong film
sets and museums to tasting
Hong Kong food and buying film
memorabilia. They identified
various film characteristics likely
to evoke nostalgia, such as the
special effects used for explosions
in Kung Fu films, and various ways
of exhibiting this nostalgia, such as
re-enacting dialogue or gossiping
about characters.
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Film Nostalgia
Measured
The next step was to test these
hypotheses. Based on preliminary
interviews with Taiwanese
tourists, students and film-lovers,
the researchers painstakingly
developed and pilot-tested a
questionnaire that measured
nostalgia for Hong Kong films,
familiarity with film locations and
future intentions to travel to Hong
Kong for nostalgia-fuelled film
tourism.
The researchers then surveyed 737
cinema-goers resident in Taiwan.
Among numerous other questions,
the respondents were asked how
many Hong Kong “good old days”
films that they had watched, what
they felt about the films’ music and
backdrops and whether they ever
searched for news about Hong
Kong film stars.
Only people who passed some
important screening questions
were allowed to participate in this
part of the research. For example,
they had to be at least 40 years
old, and to be familiar with some
Hong Kong films from the 1970s
to the late 1990s. About half of
the respondents were female, and
most lived in cities. Interestingly,
more than 90% recognised all 11
of the most famous Hong Kong
film stars from the period.

Nostalgia Tourism
The researchers’ analysis of their
findings “confirmed the potency
of nostalgia as a film tourism
motivation”, and suggested some
paths for promoting nostalgiadriven film tourism for cultural as
well as economic gain.
Of five main film nostalgia
dimensions, one was particularly
influential for tourism intentions:
the respondents’ memories
of film backdrops, which they
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longed to experience “in the
flesh”. Interpreting this finding,
the researchers suggest that the
nostalgia concept can play a
significant role in “consolidating
an association between branding
destinations and a compelling
narrative that relies on film
locations”. Destination marketers
can capitalise on the importance
of film backdrops by featuring key
locations and landmarks in their
advertising and tour itineraries.
However, the researchers note
that film sets should not be overly
commercialised, because highly
motivated film tourists want to
view an authentic “world on
screen”. This is an advantage from
a sustainability perspective, as filmbased nostalgia tourism “does not
require large investments”. Instead,
for example, local restaurants
could simply encourage guests to
reminisce by developing “good
old days” menus and creating a
nostalgic atmosphere with film
props, photos and music.
Indeed, this kind of social and
cultural exchange between tourists
and residents may even promote
longer-term market viability, “using
the medium of film to understand
community culture, traditions, and
history”. To ensure the sustainable
management of film destinations,
destination managers should
empower local communities as
stakeholders in film tourism.

Future Film Tourism
Demonstrating that the emotional
connections films evoke extend
to film destinations, this study
offers novel insights into the
influence of film-related nostalgia
on future travel intentions. The
findings suggest that destination
marketers and managers alike can
effectively and sustainably promote
local tourism through simple and
creative ideas rather than making
huge investments.

However, continued vigilance will
be needed, because audiences’
memories of old films may
fade as new fads emerge. “To
plan, develop and manage film
destinations”, warn the researchers,
“will involve an ongoing
commitment to understanding
different film tourists’ expectations
and perceptions of destination
attributes”.

POINTS TO NOTE
• Film tourism, particularly nostalgiadriven film tourism, is becoming
increasingly popular.
• Taiwanese fans of Hong Kong films
are an especially passionate group of
film tourists.
• Film-related nostalgia can be used as
a vehicle for destination marketing
and management.
• As film-goers’ memories fade,
ongoing efforts must be made
to understand and manage film
tourists’ changing expectations of
destinations.
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Growth or Authenticity? A Difficult
Choice for Rural Tourism
Owners of small business
accommodation in rural China face
a difficult choice over whether to
expand or retain their authenticity,
according to the findings of a study
by the SHTM’s Honggen Xiao and
his co-researchers. In a recently
published study, the researchers
aim to settle a long-standing
debate over whether business
expansion is beneficial or harmful
to rural tourism businesses, and
conclude that entrepreneurs
must make a “trade-off” between
“enhancing guest experience and
achieving economic goals” because
growth brings both advantages and
disadvantages.

SABs in China tend to be profitmotivated, and as demand grew,
owners were inclined to expand
to increase their incomes. Yet
expansion also brought greater
homogenisation of products and
damage to the rural culture and
environment. In response, the
government introduced a new
policy that encouraged SABs
to “take more delicate growth
strategies”. At the same time, new
entrants began to offer what the
researchers describe as “smallscale, exquisite, and well-designedand-decorated” accommodation,
referred to as Minsu (Local Home
Stay), in an effort to overcome
fierce competition.

Success of Rural
Tourism in China

Both Nongjiale and Minsu
are popular with tourists, and
local governments encourage
their development as a means
of revitalising rural areas
while preserving rural culture
and fostering rural nostalgia.
Nevertheless, the researchers
comment that there remains a
debate over whether growth in
this sector has positive or negative
effects on the small business
owners’ profits and on guests’
satisfaction. As businesses grow,
they can expect to increase the
number of guests and to expand
the range of services and facilities
offered, which should provide
greater satisfaction for guests and
greater potential for profits due to
economies of scale.

Small accommodation businesses
(SABs) such as B&Bs, homestays
and guesthouses are especially
important in rural areas, where
the researchers note they
“play a central role in tourism
development, poverty relief and
rural revitalization”. Visitors to rural
China are most likely to stay in a
type of accommodation known as
Nongjiale (Happy Farm House),
which emerged in the 1980s in
response to the “flood of tourists
heading to rural areas for leisure
and sightseeing”. The government
later initiated an official programme
to encourage peasants to start their
own accommodation businesses,
and by 2012 the number of
Nongjiale had soared to 1.5
million.
Yet the researchers note that
as these businesses expanded,
problems started to emerge. Unlike
in developed countries, where
entrepreneurs tend to open SABs
for “lifestyle motivations”, rural

Such expansion, though, eventually
changes the nature of the business
from a host family accommodating
occasional guests in peak seasons
to a business enterprise attracting
customers year round. Along with
these changes, the researchers
observe, the family home becomes
more “specialised for market needs
than for family use”, the owners

become more business-oriented
and entrepreneurial and business
management and operation
relationships become more
important than family relationships.
While these changes might have
positive effects, they may also
influence guests’ perceptions of the
business as offering an “authentic
experience” of rural life.

SABs and Guests
Surveyed
The issue of whether expansion
is good for SABs and their guests
has remained unresolved, argue
the researchers, because previous
studies have taken a “static
perspective” that does not take
account of how SABs grow and
change over time. In this study
they collected data from 188 rural
SABs and 873 of their guests that
enabled them to examine the
relationship between business size,
financial performance and guest
experience.
The SABs were located in five
villages in Zhejiang province,
in China’s Yangtze River Delta,
described as “the most popular
place among rural tourism
entrepreneurs in China”, where
SABs account for the great majority
of the available accommodation.
The number of SABs offering
accommodation in these villages
gives some indication of the
popularity of tourism in the
area: Guzhu, for instance, with a
population of just over 2,500, had
the highest number of SABs (312),
while Lingkengli, with a population
of less than 1,500, had the lowest
number (53).
The SAB owners completed
a questionnaire about their
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