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STRATEGIES ADOPTED DURING THE COVID 19 PANDEMIC IN
THE DEVELOPMENT OF FILM TOURISM: THE CASE OF
NORTHEASTERN ROLIUDE, CABACEIRAS / PB / BRAZIL
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Abstract: With the intention of becoming competitive, tourist destinations use natural and intrinsic
resources to differentiate themselves from each other. A new strategy adopted by the destinations is the
dissemination through audiovisual productions, such as films and television series, which in fact drives tourism,
being this segment called cinema tourism. However, with the pandemic of COVID19, which affected the whole
world, tourism has been suffering from the decrease in the tourist flow, and film tourism has also been affected.
To minimize the negative impacts on tourism, destination management organizations (OGD) have been
implementing strategies not only for marketing, but also for coordinated management so that tourism does not
stop. Thus, this research aims to identify the strategies adopted by OGD in the municipality of Cabaceira / PB /
Brazil to boost cinematic tourism during the COVID 19 pandemic. To answer the research problem, descriptive
research was adopted, contemplating the research bibliographic, documentary and case study as a qualitative
approach. As a data collection instrument, a semi-structured interview with state, municipal and institutional
agents such as Empresa Paraibana de Turismo (PBTUR) was used. The research demonstrated that the state,
municipal and institutional agents OGD has been developing strategies based on a coordinated management to
boost cinema tourism in Cabaceiras, however, the pandemic has also slowed down activities that were expected
to happen in the year 2020, being necessary to restructure the planning.

Keywords: Tourism. Film tourism. Strategies. Pandemic.
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1. INTRODUCTION

From an economic point of view, tourism is an important source of revenue for countries
and their respective federative units. In 2019, the World Tourism Organization (WTO)
registered 1.5 billion tourists traveling the world, reaching the tenth consecutive year of growth
(UNWTO, 2020). The outlook for the year 2020 would be 4% more than the previous year,
however due to the pandemic caused by COVIDI19, tourism activity showed a decline, this
reflex being observed from the decrease of 70 to 75% of international arrivals (ONU, 2021).

It should be noted that this growth is related to the reduction of spatial barriers,
represented by the ease of transportation, technological developments and the expansion of
communication systems that provided a greater circulation of people, goods and capital
(Harvey, 1992), factors that drove the tourism (Navalon & Fernandéz, 2012).

In addition, it is possible to observe the change in behavior in tourism as tourism
segmentations emerge in order to meet potential consumers, valuing their needs (Lohmann &
Netto, 2008). These segmentations seek to comply with new market trends, based on the
acceleration of innovations, communication and consumption (Compans, 2005).

Thus, it is observed that cities or regions have been looking for new alternatives and
creating competitive advantages to conquer new markets, mega-events, tourists and potential
residents to stand out from each other (Oye, Okafor & Kinjir, 2013). It is no longer enough to
offer only the basic resources, such as access, sanitation, water supply, health and
communication, it is necessary to highlight the intrinsic resources, such as climatic conditions,
landscape, way of life, architecture, gastronomy, traditions, among others (Benur & Bramwell,
2015) to maintain a differential in the midst of a globalized and competitive market (Carmona,
Costa & Ribeiro, 2014).

Thus, audiovisual productions that include films, TV, documentaries, series and others,
are often responsible for stimulating desires for consumption, status and the search for new
experiences, encouraging a demand to visit the destination that was portrayed in audiovisual
productions (Almeida, 2015), this activity being known as film tourism.

As they are two contemporary industries in growth, the audiovisual sector and tourism
move a large number of people and financial values (Bosch, 2018). One of the positive
economic impacts on destinations, due to cinematographic tourism is the flow of tourists,
generating in the tourism sector an important source of financial movement for a country
(Mulyadi & Sunarti, 2019). Therefore, destinations are using audiovisual productions as a tool

to increase the number of tourists.

526



However, as of March 2020, in Brazil, with the pandemic of COVID 19 and the need,
in the first instance, for social isolation and the closure of all economic activities, tourism
suffered from the absence of the tourist flow. Thus, this research arises with the following
question: what are the strategies adopted by OGD in the municipality of Cabaceira / PB / Brazil
to boost film tourism during the COVID 19 pandemic?

This research is justified by the need to broaden the discussions on how OGDs use their
tools in addition to the promotion and marketing of a destination, but rather, as a way to boost

tourism activity from a coordinated management during the COVID pandemic period19.

2. THEORETICAL FRAMEWORK

2.1 Film tourism

The capture of audiovisual productions came to be seen as a potential way to publicize
a destination tourism and consequently to attract visitors through the promotion of a new type
of tourist segment: the film tourism segment of tourism whose main motivation is the visitation
of destinations and attractions related to certain audiovisual productions (Hudson & Ritchie,
2006).

In this sense, the audiovisual becomes a channel of tourists, attracted by the script,
characters and scenery. Potential tourists, when recognizing a location in an audiovisual
production, often have the desire to visit the destination, either to have new experiences, to get
to know the culture or even to have the feeling of experiencing their favorite scenes, regardless
of whether the city or region is prepared to welcome these tourists (Heitmann, 2010).

As a result of the promotion of destinations through audiovisual, countries such as New
Zealand and Australia have seen an increase in the number of tourists due to the success of
films such as Piano, The Last Samurai, Crocodile Dundee, and The Lord of the Rings and
Mission Impossible (Hudson & Ritchie, 2006; Nistoreanu, 2011), as well as Northern Ireland
and Malta, represented by the Game of Thrones series (Stefan, 2018), Mumbai (India) with
Slumdog Millionaire, Hawaii (United States) with Aloha (Diekmann & Hannam , 2012) and
the latest audiovisual production Joker.

Thus, to take advantage of the benefits that film tourism can offer for a tourist
destination that served as a location for an audiovisual production, Minguzzi (2006) highlights
that the OGD in an integrated relationship between the destination and the tourists, involves the
offer, starting from of tourism products and services, and the demand involving the tourist flow
and their satisfaction (Negrusa et al., 2017). In this way, the activities of OGD go beyond

marketing activities, permeating in a broader context, that of strategic leaders in the
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development of destinations (Presenza, Sheehan & Ritchie, 2005; UNWTO, 2007). In this
sense, it is emphasized that destinations are pressured to seek competitive advantages in order
to stand out from each other and remain in the market. For this reason, a search is made for a
correlation between strategies and the basic and intrinsic resources of a destination for the
development of film tourism.

Thus, Carvalho (2017, p. 50) dialogues that the “strategy must be carried out from the
perspective of management, based on the capacities and availability of physical, intellectual,
financial, administrative and infrastructure resources that can be applied to leverage the
competitive advantages". Oliveira (2015), on the other hand, defines strategy as “the art of
combat”, in which all efforts are brought together to achieve the objectives that have been set.
Therefore, it is necessary to define actions for the planned strategy to be successful. Thus,
authors like Oliveira (2015) and Silva (2013) are convergent in stating that strategy can be
understood as the set of actions related to the development or improvement of products and

services that must be addressed to meet the needs of the market.

2.2.Cabaceiras/PB

The municipality of Cabaceiras, which is located 180 km from Jodo Pessoa, capital of
the State of Paraiba, Brazil, has been developing cinematographic activity since 1921, adding
more than 50 audiovisual productions between short, medium and feature films, being then
called Roliide Nordestina, a term used to refer to Hollywood, a district in the city of Los
Angeles, California, known for its great importance in the cinematographic field

It is clear, however, that it was from 1998, with the arrival of a film crew from Rede
Globo for the production of a feature film, that the audiovisual productions made in Cabaceiras
had a greater space in the local and national media. The television series “O auto da
Compadecida”, which was published in the media in 2000, due to its cinematic quality,
provided Cabaceiras with a wide dissemination of the destination as a tourist attraction and as

a potential destination for other audiovisual productions (Silva, 2014).

3. METHODOLOGY

To answer the question, descriptive research was used, contemplating bibliographic,
documentary and case study research as a qualitative approach, as a data collection instrument.
The semi-structured interview with the state and municipal OGD and institutional agents such
as Empresa Paraibana de Turismo (PBTUR) and the representative of the parliamentary front

for economic development of the Legislative Assembly was adopted as a research instrument.
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In this way, the literature review helped to expand and build scientific knowledge from a
theoretical deepening on a specific topic, since it is from this process that new theories, possible
gaps, the possibility of critical analysis arise (Vosgerau & Romanowski, 2014) and,
consequently, future research (Botelho et al., 2011).

For the literature review, the terms film tourism, pandemic, OGD and strategies were
used as keywords. To capture these articles, the CAPES Periodical (Coordination for the
Improvement of Higher Education Personnel) was used because it is a reliable database, used
by federal institutions and for presenting, in 2018, forty-eight thousand three hundred and
thirty-five (48,325) scientific journals available in its collection, providing broad and reliable
information (CAPES, 2018).

This article is an excerpt from the master's dissertation on “Cinema and Tourism in
Cabaceiras: an analysis of the performance of public agents in the development of film tourism”
carried out in the Postgraduate Program in Hospitality and Tourism at the Federal University

of Pernambuco.

4. DISCUSSIONS AND RESULTS

It was possible to observe that the tourist activity had to reinvent itself and devise new
strategies to attract potential tourists in the “post-pandemic”. These strategies are usually
planned by the entities responsible for the management of the destination, the Destination
Management Organizations (OGD), in which the management of a destination is associated
with the development of actions to attract and capture tourist demand and to administer tourist
services. in an integrated manner, thus ensuring coordinated management (Santana, Korossy
and Holanda, 2016). This coordinated management acts to promote the destination in the midst
of global competitiveness, promoting short and long-term actions to avoid the wear and tear of
its natural and artificial resources, thus optimizing the tourist activity to later take advantage of
the economic benefits that the destination can provide (Lavarone et al., 2016).

The municipality of Cabaceiras, over the years, has shown significant growth in relation
to film tourism with the support of the state, municipal and other institutional agents. However,
since the COVID 19 pandemic, OGD had to adapt or even include other strategies in their action
plan so that tourism would continue to be strengthened (Melo, 2021).

Thus, the state and municipal OGD invested in domestic tourism, intensifying its
potential to attract visitors from Paraiba and neighboring states, since there would be no need
for air transport, only private vehicles, avoiding agglomerations. And so, this dissemination was

intensified throughout the state, also targeting the municipality of Cabaceiras.
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We also used video advertising with the following message: “WHEN EVERYTHING
PASSES, COME TO KNOW PARAIBA”. This disclosure, carried out by an institutional agent
who is responsible for the promotion and marketing of the Paraiba destination, covered all the
municipalities that have tourism potential, including Cabaceiras. It was possible to observe that
this type of dissemination, through videos using social networks, intensified with the pandemic.

In addition to domestic tourism, the COVID19 pandemic boosted online events, as was
the case with the International Meeting Brasil Latin America Online 2020, in which the
Paraibana Tourism Company (PBTUR) participated by publicizing Paraiba and the
municipality of Cabaceiras. Despite some disclosures of the destination, not planned by the
state and municipal OGD, it is clear that all efforts to publicize Paraiba as a tourist destination
always mention Cabaceiras as Roliutde Nordestina, a destination for audiovisual productions,
as well as a cinema tourism destination. Regardless of whether this disclosure is not explicit for
the term film tourism, it is understood that in this destination, visitors and tourists will have the
possibility of having a closer contact with the productions that were made there.

However, it was also possible to observe that, despite the OGD and institutional agents
developing strategies to boost tourism, some actions that had already been planned before the
pandemic could not be carried out, such as, for example, the delay in building the replica of the
movie bakery. “O auto da Compadecida”, this bakery was the setting for the filming of the
characters Eurico, the baker, and Dora, the baker's wife, in which iconic scenes took place with
Joao Grilo and Chic6, main actors.

Another point that was also affected by the pandemic was the capture of potential
tourists through the image of digital influencers. That is, the destinations invite digital
influencers for the dissemination of the destination. However, the institutional agents that use
this marketing to publicize the Paraiba destination and thus expand the reach of potential
tourists had to postpone this activity.

Cabaceiras, being a nationally publicized destination as Roliide Nordestina, presents a
continuous flow of independent visitors who visit the municipality and, in this case, there are
families, small groups in their own vehicle that enjoy the municipality for more than a day. This
flow was already happening, but it intensified after the release of the means of accommodation
and the economy in general in the period of resumption of activities, due to the pandemic.
Following municipal, state and national protocols, it was possible to identify a greater flow of

families visiting Cabaceiras.
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5. FINAL CONSIDERATIONS

Thus, it is observed that the pandemic of COVID19 brought some damage to film
tourism in this municipality, such as the decrease in the tourist flow and, consequently, the
decrease in the generation of jobs and income by the tourist trade as a whole and of the other
economic activities that it also depends on the tourist flow; investment in tourist attractions that
had to stop; new marketing strategies that have also been postponed.

However, the period of the pandemic, which still lasts at the beginning of the year 2021,
was also a period of reflection, planning, professional qualifications and new opportunities
arose, such as the use with greater emphasis of social media and the boosting of domestic
tourism, bringing the population of the state and neighboring states to learn more about these
destinations without the need for public transportation such as buses, vans and airplanes, thus
attending to the social distance, since the tourist attractions related to audiovisual productions
in Cabaceiras also occur in more open.

Finally, the present study concludes that based on a coordinated management between
state and municipal OGD during the pandemic period, cinema tourism in Cabaceiras presented
efficient strategies and actions to minimize the impact of the pandemic on tourism and, to a
certain extent, include new strategies to expand the dissemination of the destination and

consequently move the economy.
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