The concept of screen tourism relates to feature films, documenta-
ries, TV series and video games encouraging viewers to visit the
country, region or a specific location they have seen on screen.VWWhen
audiences are motivated to visit a destination they have seen on
screen, it is often called “film-induced’ or ‘screen-induced’ tourism.

EUROSCREEN PARTNERS

EuroScreen is a partnership of nine organisations across eight EU countries.
Film London is the lead partner of the collective.

Film London (UK)

Apulia Film Commission (ltaly)
Bucharest-llfov Regional Development
Agency (Romania)

Fondazzjoni Temi Zammit (Malta)

Lund University Department

of Service Management (Sweden)
Municipality of Ystad (Sweden)

Maribor Development Agency (Slovenia)
PROMALAGA (Spain)

Rzeszow Regional Development Agency (Poland)
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EuroScreen is co-financed by the European Regional Development Fund

wwwec.europa.eu/regional_policy
and made possible by the INTERREG IVC programme

www.interreg4c.eu
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EuroScreen - capitalising on screen tourism

European Union

European Regional Development Fund

Podravje

EuroScreen is an exciting regional partnership initiative funded by the
INTERREG IVC programme.Working across nine organisations in eight differ-
ent EU regions, the three year project aims to capitalise on the major economic
and cultural opportunities presented through screen tourism.




EUROSCREEN AIMS TO:

v

Address the need for more co-operation be tween the screen and tourism
sectors

Maximise opportunities to strengthen the brand of a destination and
develop innovative tourism strategies

Increase small and medium size businesses’ understanding of the potential
collaborations between the screen and tourism sectors

Develop a framework to identify and measure the screen sector’s economic
impact on tourism

Improve policies for screen and tourism across our regions.
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WHAT’S IN FOR ME?

EuroScreen helps regions to make
use of screen products (for exam-
ple: films, TV series, commercials,
video games) and utilise these for
marketing  campaigns,  image
branding and innovative tourism
offers. The project will conse-
quently contribute to regional
economic development.
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SCREEN TOURISM:THE FACTS

EuroScreen is working across nine organisations in eight different EU regions. UK: It is estimated that around £2.1bn

The project aims to capitalise on the major economic and cultural opportunities (~€2.7bn) of visitor spend a year is at-
tributable to films depicting UK desti-

nations. This produced a contribution

presented through screen tourism.

Statistical evidence shows the potential impact that screen productions can ofaround £1bn a year to UK GDP.One

have to visitor numbers to specific destinations’. in 10 foreign visitors to the UK comes
to the country as a result of viewing it

on screen.

Stockholm region: The Millennium Trilogy earned
the Stockholm region an estimated value of 106
million Euros from exposure in the films.
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TAll figures are taken from The Impact of the UK Film Industry (2012)
by Oxford Economics; except for Wallander figures which have been
provided by Ystad City Council. Courtesy of photographer Fredrik Ekblad
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