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This research considered the performance 
of film commissions in developing the 
audiovisual sector as well as film tourism in 
their own locations as extremely important, 
so it aimed to understand structural and 
performing aspects of such organizations, 
besides the role they play in developing film 
tourism. In order to do so, an online survey 
was conducted, between 2020 and 2021, 
in which 87 film commissions, members 
of the Association of Film Commissioners 
International (AFCI) and/or the European 
Film Commissions Network (EUFCN), were 
interviewed.

The results of this research are presented 
in the current report. It was designed for 
scholars and public managers concerned 
on local development through the incentive 
of the audiovisual and tourism sectors. This 
report’s purpose it to contribute to a better 
understanding of the current situation 
of film commissions, as well as support 
the creation of new entities through the 

PRESENTATION

FILM COMMISSIONS ARE NON-PROFIT 
ORGANIZATIONS WHICH USUALLY 
PERFORM UNDER THE AUTHORITY OF 
A GOVERNMENT ENTITY OR OFFICE. 
THEY ARE BUILT IN ORDER TO BRING 
ECONOMIC BENEFITS THROUGH 
THE ATTRACTION OF AUDIOVISUAL 
PRODUCTIONS AND LOGISTIC AND 
OPERATIONAL SUPPORT TO PRODUCERS, 
THEY MAY ALSO CONTRIBUTE TO THE 
DEVELOPMENT OF TOURIST ACTIVITY  
BY SUPPORTING FILM TOURISM.

spreading of practical information regarding 
their operation, performance tactics and 
strategies toward film tourism. The collected 
data was processed anonymously and used 
solely for academic purposes.

This work is a result of a research 
project developed in Brazil about film 
tourism, funded by the Brazilian National 
Council for Scientific and Technological 
Development (CNPq), by the Coordination 
for the Improvement of Higher Education 
Personnel (CAPES) and by the Fundação de 
Amparo à Ciência e Tecnologia do Estado 
de Pernambuco (Facepe), under the scope 
of the Hotel Management and Tourism Post-
Graduation Program (PPHTur) of Federal 
University of Pernambuco (UFPE) and the 
research group Laboratório de Estudos 
Turísticos (LETs)    

Recife, May 2022

Nathália Körössy
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Source: Elaborated by authors, 2021

NATIONALITIES OF FILM 
COMMISSION PARTICIPATING 
IN THE RESEARCH
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20,6%

10,3%

1,1%

LEGAL COMPANY STRUCTURE

National
13,8%
Public-Private Organization

8%
Non Profit Organization

20,7%
Tourism department of public 
organization

6,9%
Culture department of public 
organization

14,9%
Economic department of public 
organization

37,9%
Regional

5,7%
Provincial

6,8%
State

17,2%
MunicipalCounty

21,8%
Public Organization

2,3%
Tourism and Economic Department  
of Public Organization 

2,3%
Do not know how to respond 

1,1%
Events department of public 
organization 

2,3%
Others

Other

5,7%
Private Organization

GEOGRAPHIC COVERAGE OF FILM COMMISSIONS
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AVERAGE WORKERS IN FILM COMMISSION

NUMBER OF PEOPLE WHICH 
CONSTITUTE FILM COMMISSION

More than 10 11,50%

From 2 to 10 62%

Up to 1

10,00%

20,00%

30,00%

40,00%

50,00%

60,00%

70,00%

0,00%

26,50%

ACTIVITIES AND SERVICES PROVIDED BY THE FILM COMMISSION 

89,7% Production guide/ Provision of data regarding legal 
and logistic aspects of location

87,4% Local producers and services registry / Database of 
local audiovisual service providers

72,4% Location scouting

66,7% Attainment of permissions with public management

24,1% Image authorization management

27,6% Security and signaling for public spaces filming

52,9% Escort producers at location during the production phase

4,28
employee



9

59,8%

34,5%

FILM COMMISSION OFFERS TAX/ FINANTIAL 
INCENTIVES TO AUDIOVISUAL PRODUCTIONS

TYPES OF TAX/FINANTIAL INCENTIVES OFFERED

Yes

5,7%
Do not know  
how to respond

No

Tax rebate 

Tax credits
34,6%

Film fund
21,2%

Goods and services offered at no cost
32,7%

Exemptions 
17,3%

Cash rebate
21,2%

5,7%
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MAIN PRIORITY MARKETS FOR 
ATTRACTING NEW AUDIOVISUAL 
PRODUCTIONS

MAIN AUDIOVISUAL PRODUCTIONS OF INTEREST 

Hollywood
66,7%

China
14,9%

France
20,7%

National
55,1%

Bollywood
25,3%

Europe
10,34%

TV Shows
90,8%

Movies
94,2%

Travel shows
65,5%

Advertisement videos
58,6%

TV Commercials
16%

Video clips 
6,9%

Documentaries
83,9%
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MAIN MARKETING STRATEGIES USED TO 
ATTRACT AUDIOVISUAL PRODUCTIONS 

FILM COMMISSION IS A MEMBER OF NETWORKS OR ASSOCIATIONS

Publicity
60,9%

Sales promotion
19,5%

Public relations
70,1%

Digital marketing
71,3%

Fam tours
4,6%

Participating in events and fairs
86,2% 88,5%

Yes
9,2%

2,3%
No

Do not know how to respond
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FILM COMMISSION PERFORMS MARKETING PROSPECTION 
RESEARCH TO ATTRACT AUDIOVISUAL PRODUCTIONS

FILM COMMISSION PERFORMS RESEARCH ON THE LOCAL 
ECONOMIC IMPACTS OF ATTENDED PRODUCERS

29,9%
Yes

65,5%

4,6%
No

Do not know how to respond

70,1%
Yes

23%

6,9%
No

Do not know how to respond

FILM COMMISSION PERFORMS SATISFACTION 
SURVEYS WITH ATTENDED PRODUCERS

39,1%
Yes

54%

6,9%
No

Do not know how to respond
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FILM COMMISSION BELIEVES IT IS IMPORTANT TO WORK IN 
ASSOCIATION WITH THE LOCAL TOURISM OFFICIAL AGENCY IN 
ORDER TO DEVELOP FILM TOURISM

31%
Important

51,7%
Very important

11,5%

2,3%

3,4%

A little important

Not at all important

Do not know how to respond

FILM COMMISSION PERFORMS STRATEGIC ACTIONS 
IN ORDER TO DEVELOP FILM TOURISM

73,6%
Yes

23%

3,4%
No

Do not know how to respond

FILM COMMISSION CONSIDERS THAT FILM TOURISM 
DEVELOPMENT COULD BE IMPORTANT FOR THEIR LOCATION

35,6%
Important

52,9%
Very important

8%

2,3%

1,1%

A little important

Not at all important

Do not know how to respond 

FILM TOURISM
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Signs about film tourism
19%

MAIN ACTIONS PERFORMED BY FILM COMMISSION IN ORDER TO DEVELOP FILM TOURISM

Marketing activities related to film tourism
74,6%

Movie memorabilia exhibitions
28,6%

Movie maps
54%

Sale of souvenirs related to audiovisual 
3,2%

Marketing activities after filming/ launching of productions
61,9%

Apps related to movie locations
33,3%

Web page about movie locations
52,4%

Sightseeing tours related to movies
28,6%
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FINAL REMARKS

This research aimed at characterizing the organization and 
performance of film commissions from all the world, as well 
as their involvement in developing film tourism. Most of the 
analyzed agencies are from the United States and Spain, which are 
important audiovisual markets.

The current findings indicate that regarding their legal structure, 
the analyzed film commissions are mostly formed by public 
organizations or public managed departments, while only a few 
are of private structure. This highlights the indispensable role of 
the government in encouraging film tourism. It was also noticeable 
that a high percentage of film commission operates at a regional 
level, benefitting the cooperation among different actors and local 
competitiveness.

It is also interesting to notice that even though these institutions 
have such diverse activities, they are, in their majority, formed 
by small teams or individual professionals. Another noteworthy 
aspect of the analyzed institutions is the presence of networking, 
involvement in associations, and attendance in fairs and events 
as relevant strategies, as these actions further the creation of 

network and knowledge exchange among institutions.

The findings of this research also show that film commissions still 
need to consider performing satisfaction surveys with producers, 
as a way of improving services provided. Besides that, they should 
also hold studies for strategies and prospections of new markets, 
so the commissions may better define their own market niche, 
allowing for the creation of attraction techniques more appropriate 
to their target markets.

Regarding film tourism, it is clear that the analyzed film 
commissions possess knowledge about their own relevance for 
the development of the tourism sector. Many of them have already 
actively worked to attract, not only audiovisual productions, but 
also tourists who are interested in the productions filmed at the 
location. The research verified that most of them implements 
some action toward film tourism, with tourism marketing being the 
main activity.  However, efforts from most institutions regarding 
Tourism usually happen right after the launch of movies, so they 
do not take full advantage of the long-term potential of these 
productions. And only a small part of the respondents invests 
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in creating attractions and tourist 
experiences which relate the location 
to productions in which they were 
portrayed. 

This research aimed at understanding, 
on an exploratory manner, a general 
outlook of film commissions associated 
to AFCI or EUFCN and their relation to 
tourism. Even though a restrict sample 
was successfully reached (around 25% 
of film commissions universe), a first 
approach to the topic was possible. As 
a way to widen the current knowledge, 
it is recommended that wider and 
deeper studies be performed, with a 
mixed method being used, in an attempt 
to strengthen the relations between 
audiovisual and tourism  
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