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Review on the Study of the Development of the Integration of

Film &TV Culture and Tourism Industry
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( Tourism and Air Service College Guizhou Minzu University Guiyang Guizhou 550025)

Abstract: The integration of tourism industry and related industries has become a major trend of the develop—
ment of the international tourism market research on this field is therefore is attracting the attention from acade—
mia. With an analysis of the journals and documents of relevant studies both at home and abroad we discover the
present research primarily focus on integration model interactive development mechanism and influenced factors
etc. In terms of research methods the typical models are mainly adopted in the present study with qualitative and
quantitative methods for relevant analysis. Three aspects of research and research methods both at home and abroad

are analyzed so as to provide reference for the development of the integration of film &TV culture and tourism indus—

try.
Key words: Film & TV culture; Tourism Industry; Integration Development
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