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Abstract 

This study aims to explain the incentives and travel patterns for people who have consumed pop-
culture tourism. Pop-culture refers to popular products such as video-games, comic-books, 
literature, film and t.v-shows. Pop-culture tourism refers to destinations and attractions based on 
popular culture products such as conventions, events, exhibitions, theme parks and destinations. 
This study takes on a qualitative approach in order to do so. The results were then analyzed through 
four different theories; Bourdieu’s theory on different capitals, his theory on habitus, his theory on 
fields and Lundberg & Lexhagen’s figure: Pop-culture Tourism: A Research Model. The results 
showed that the respondents social upbringing and (social) media consumption plays a central role 
in order for individuals to consume and partake in pop-culture tourism. Results did also show that 
cultural capital and social capitals was prominent for individuals who consume and partake in pop-
culture tourism. 

Sammanfattning 

Denna studie har som syfte att belysa individers motiv och val att besöka pop-kultursrelaterade 
attraktioner och destinationer. Pop-kultur i denna uppsats syftar till populära produkter såsom tv-
spel, serietidningar, litteratur, film och tv-serier. Pop-kultursturism syftar till destinationer och 
attraktioner som är baserade på de sistnämnda vilket kan vara konventioner, event, utställningar, 
temaparker eller destinationer. Till denna studie har en kvalitativ ansats tillämpats för att besvara 
uppsatsens syfte och frågeställningar genom att utföra semi-strukturerade intervjuer. Intervjuerna 
analyserades sedan genom fyra olika teorier; Bourdieu’s teorier om kapital, fält och habitus samt 
Lundberg och Lexhagens modell “Pop-culture Tourism: A Research model”. Resultaten visade att 
exponering av pop-kultur i respondenternas uppväxt, sociala umgängen och (sociala) 
mediekonsumtion spelade en central roll i konsumtionen och deltagandet av pop-kultursturism. 
Resultaten visade även att kulturellt kapital (ett intresse av en viss pop-kulturell produkt) och socialt 
kapital (individens habitus) var betydande för individer som deltar i pop-kultursturism. 

Populärvetenskaplig sammanfattning 

Denna studie vill förklara de motivationer och val av resmål av personer som besökt pop-kulturs 
attraktioner och destinationer. Detta har gjorts genom att utföra djupgående intervjuer med ett urval 
på åtta personer. Resultaten har sedan behandlats genom fyra olika teoretiska utgångspunkter, en 
turism modell och tre sociologiska teorier. Resultaten visade att individens uppväxt och (sociala) 
mediekonsumtion är centralt för att en person ska konsumera och delta inom denna form av turism. 
En persons sociala umgänge och kulturella kapital visade sig även vara viktigt för att personer ska 
ta del av denna form av turism.  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1. Introduction/background 

1.1 Globalisation and mass media 

Globalisation refers to the advancement of human society and social life (Giddens 2013, p. 111). 
The term entails the development and connectedness of large scale societies through a variety of 
ways, i.e international economic exchanges, international political agreements such as the “ease” of 
migration between countries, global tourism and communications technology (Giddens 2013, p. 
128-129, 134, 135-136). With this in mind, the individuals residing in the globalised world have 
become more interconnected and interdependent as well as geographically independent. Hence, 
globalisation refers more explicitly to the processes of multidirectional flows of things, people and 
information at a global scale (Giddens 2013, p. 132; The Wiley-Blackwell Encyclopedia of 
Globalisation 2012, p. 1-3; Ritzer 2009, p. 2-3). 

Globalisation has effectively become prevalent due to technological advances in communication 
and information. Mass media refers to the effective communications to a significantly large 
populous transnationally, be it information or entertainment (Giddens 2013, p. 766-767). As a result 
of this, it has also affected the variety of mediums of mass media such as T.V, films, newspapers, 
radio and in the recent decades the internet. So has the content of media products within these 
mediums. Society today relies more on the type of media rather than the content in which it is 
channeled through (Giddens 2013, p. 767). Meaning that people either choose or rely on a specific 
medium/s for received information. The globalised interconnected world has made it possible for 
people residing in different countries and cultures to experience the same news and popular culture 
such as music, films and T.V shows (Giddens 2013, p. 767). This has created the phenomenon of 
media convergence in which different media forms are used in new ways i.e cellphones have 
become tools for social communication, personal computer, information gathering and 
entertainment. Communications at a transnational level has brought with it the capability of 
individuals to gather and communicate information, images and sounds through globalised 
mediums (Giddens 2013, p. 769). 

In the context of globalisation and mass media related to this study, entertainment media in various 
shapes and forms, has increased its frequency and is easily available to the globalised world 
(Giddens 2013, p. 775-778). For instance, as of 2013, the top leading countries which produced 
films were India, the United States, China, Japan and France, in that consecutive order (UNESCO, 
2016). Furthermore, the U.S film industry was the largest exporter of Hollywood films who also 
rely heavily on international revenues. 

So what does this say about the relationship between mass media and tourism? Because mass media 
has widespread and far reaching capabilities of communication to the public it can be argued that 
places and tourism is affected by it. Taking news as an example, reports on places and countries are 
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central topics of mass media news communicating via several sources of media platforms. There 
has also been evidence to show that destinations that have undergone catastrophes produce negative 
images as perceived by the viewers and readers of news i.e 9/11 terrorist attack in New York, Sars 
outbreak in China, the Indian Ocean Tsunami in 2004, Mumbai terrorist attacks and many more. 
These catastrophic instances reported by mass media resulted in a decline in inbound tourism 
temporarily (Dr. Godewa, UNWTO). However, when considering the effects of mass media and the 
perceived negative images this results in the eyes of the public, one can also consider mass media's 
positive effects of countries and destinations.  

Considering the latter statement, this study will examine mass media entertainment and the effects 
these have on tourism. Specifically, mass media entertainment´s role in conceiving a product of 
tourism from a consumer perspective. Although, media entertainment and news on tragic instances, 
as the ones above, are significantly different in nature, it is the effect these have on a destination or 
attraction that is an interesting phenomena. The phenomena in question for this study is 
entertainment media’s effects on consumer travel motivations, resulting in a specialised niche and 
subcategory of tourism, namely, pop-culture tourism. 

1.2 Cultural tourism 

Within the academic discourse of tourism studies there are multiple definitions which explain the 
characteristics and nature of tourism incentives and motivations. Included amongst these definitions 
are for example; Sea, sand, sun tourism (aka 3S) which is self explanatory and often linked to the 
conventional mass tourism industry (Weaver & Lawton 2010, p. 39, 82-84), M.I.C.E (meetings, 
incentives, conventions and exhibitions) which more often than not relies on business tourism (ibid; 
p. 27), eco-tourism where tourists can experience a relatively untarnished naturistic attraction or 
destination which also focuses on low impact of natural resources and environmental sustainability 
(ibid; p. 11,122). There are many more definitions for motives of tourism than the above mentioned, 
however, within the context of this study it is hereby important to clarify the premise of the chosen 
discourse in which this paper will touch upon, which leads us to the term cultural tourism. 

Cultural tourism is a subcategory of tourism which focuses on the historical heritage of a country or 
place. This encompasses the local residents history and lifestyle as well as their legacy such as 
artwork, architecture, tradition or religion to more contemporary tourism like sports or culinary 
events or various forms of art (Weaver & Lawton 2010, p. 130-132, 240). However, this does not 
solely suggest that this form of tourism is based on ethnographic emphases in rural areas as cultural 
tourism encompasses tourism in urban environments as well. Cultural activities considers anything 
viewed as cultural heritage whether it be history, legacy, rural destinations to modern art, fine arts, 
exhibitions, music, specific urban areas, the cities themselves and much more (ibid; p. 123-132). 
Thus, this type of travel relies heavily on the intangible nature of culture as opposed to the tangible. 
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1.3 Pop-culture and tourism 

This leads us further to yet another subcategory of tourism and cultural tourism, namely, pop-
culture tourism. Popular culture, or pop-culture, refers to the commercial properties and products of 
modern culture such as various films, tv-shows, literature, toys as well as technology and other 
cultural interests. Within the context of tourism, these pop-culture commercial products and 
properties have been commodified not only into tangible merchandise but also intangible tourism 
products such as theme parks. Prime examples of this is Disneyland where the acclaimed film 
studio have created several theme parks based on their successful commercial properties (ibid; p. 
129). Other notable examples include; Legoland in Denmark which is based on the popular block 
building toy (Bakir & Baxter 2011), the Star Wars “Tatooine” movie set located in Tunisia 
(dailymail.co.uk 2015; Lorenz, Gazmi, Radebaugh, Barnes & Ori 2013), New Zealand which 
served as the naturalistic environment when producing the Lord of the Rings and the Hobbit films 
(Weaver & Lawton 2010, p. 210), Forks, Washington the town based on the popular Twilight teen-
books (Larson, Lexhagen & Lundberg 2013), Croatia the film setting for the Game of Thrones tv-
show (Telegraph 2014) and Liverpool the hometown of The Beatles where guides take tourists to 
the many locations linked to the band (Dr. Brocken; Professor Scott; Professor Hawkins 2015). 
These are only a few examples of tourism destinations and attractions that exploit pop-culture 
phenomenons. Visitors of these types of places are typically fans of works in which they appear and 
likenesses can be paralleled to religious pilgrimages (Alderman 2002; Couldry, 1998) suggesting 
that various aspects popular culture however they appear is lucrative in creating a successful and 
renowned tourist attractions and destinations.  

However, many of these locations are heavily connected to the film or music industry. However, 
popular culture phenomenon encompasses more than just films. In recent years other genres have 
become more prominent within pop-culture phenomenon, such as t.v shows, video-games, comic 
books and literature. These mediums have become widely popular due to advances in technology 
(games) and cinematic portrayals of superheroes i.e Marvel and DC comics respectively. Thus, 
there are also specific events that are built around the fandom of different aspects of pop-culture. 

Event coordinators have created conventions niched towards the pop-cultural market segment. 
Examples of these types of conventions are E3, Blizzcon, Comic Con, Dreamhack, multiple film 
and music festivals across the world, L.A.R.P (Live Action Role Playing) events and many more.  

Although conventions and events like these have existed for decades, the first Comic-Con event 
was hosted already in 1970 (ComicCon 03/04/16), this event has however only in the past two 
decades or so sprung up to be a world wide event phenomena bringing together over a hundred 
thousand people from across the world annually (nerdist.com 04/04/16; voiceofsandiego.org 
04/04/16). These events have been also successful in recent times thanks to the expansion and 
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success of Marvel and DC comic books into other mediums such as films and t.v properties as well 
as video-games. 

The video game industry generated a total amount of $74.2 billion in 2015 
(www.superdataresearch.com 4/7/16). This makes it an industry that surpasses the movie industry in 
pure revenue, which had a box office revenue of $39.1 billion dollars in 2015 (http://
www.statista.com 4/7/16). Knowing this, the authors of this study had the realisation that this is 
potentially an interesting area of study in the tourism discourse. As the popularity of film, t.v shows, 
literature, video-games etc. has a global reach in this modern era it is of interest to examine the 
effects these have on the tourists motivations in travel consumption. To clarify, this study will focus 
on the relational factors between pop-culture properties and motivations for travelling to these types 
of destinations.  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1.4 Purpose 

The aim of this study is to examine how pop-culture phenomena manifest themselves as incentives 
of travel to pop-culture related destinations, attractions and events from a consumer perspective. It 
will also consider how entertainment media affects this sort of special interest tourism. 

1.4.1 Research questions 

• How does popular culture affect the tourists travel behaviour? 
• What are the incentives for consumers to experience pop-culture tourism related events and 

destinations? 

1.4.2 Framework of the study 

This study aims to focus on consumers that have experienced or are going to travel to destinations 
and attractions based on popular culture. This will study will not be a specific case study of any 
particular event or destination, rather, it will focus on the subjective attractiveness and motivations 
of visiting pop-culture events and destinations in general. Hence, the study will focus on the push 
factors which consumers find appealing in regards to pop-culture tourism, as well as the perceived 
images of pop-culture tourism destinations and attractions. 
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2. Concepts 

2.1 Pop-culture  

As a disclaimer, “pop-culture” is viewed differently depending on who defines it. The author’s have 
therefore chosen to use multiple definitions. The pre-existing definitions that are presented below 
was found to be lacklustre, so for the sake of this study a new definition was coined using the other 
two as a base for it.  

Tv-shows, books, toys etc. that are popular among ordinary people in a particular society 
(oxfordlearnersdictionaries.com 07/04/16). 

Cultural activities or commercial products reflection, suited to, or aimed at the tastes of the general 
masses of people (dictionary.com 07/04/16).  

The authors definition: Cultural activities such as conventions, exhibitions, theme parks and 
destinations or commercial products such as Tv-shows, video-games, books, toys etc. that are aimed 
towards the general masses of ordinary people as well as people within a particular subculture. This 
is the definition that will be used for the purpose of this study.  

2.2 Types of pop-culture tourism 

The following are the examples of such tourism events, attractions and destinations which have 
been the incentive for tourism in this paper. 

GamesCon is a convention which is based on entertainment and modern technology showcasing 
products such as t.v, cameras, video-games, computers etc. Närcon is similar in this aspect in that it 
is a convention. However, the latter showcases various products popular culture like anime, manga, 
comic books as well as video game showcases and tournaments. This is also a popular event for 
cosplayers, people who dress up as famous characters from pop-culture products. Largest and most 
famous of this type of convention is ComicCon in San Diego.  

World Games Cup (WGC) and the game tournament in Estonia (event name not mentioned) can be 
classified as events. More specifically game tournament events. These can be held in different 
countries in various intervals, meaning that they may or may not be annual. 

Game on 2.0 in Tekniska museet (Stockholm) and One-piece museum in Tokyo Tower are classified 
as exhibitions. Similar to short-term museum exhibitions. 
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Disneyland and Universal Studios are theme parks. These are classified as hyper-realism tourism 
attractions. In this case it is based on famous characters and locations from films. 

Akihabara in Tokyo is a district in Tokyo which is famous for being the centre of technological 
products like retail stores as well as pop-cultural products such as anime and manga merchandise. 
Akihabara, Tokyo and Japan can be seen as destination tourism.  

Harry Potter exhibition displaying a showcase of various props and costumes used in the film 
version of the books. The exhibition started its world tour in 2009. 

Tunisia served as the fictional depiction of the planet Tatooine in the Star Wars film franchise. The 
production built film sets in various locations of the country, some of which were never fully 
dismantled after the production was finished. These sites now serve as tourist attractions. 
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3. Previous research 

Previous research regarding popular culture tourism have mostly focused on destination and 
location tourism that have been popularised by various pop-culture mediums such as films, tv-
shows, music and books (Beeton, Yamamura and Seaton 2013; Larson, Lundberg & Lexhagen 
2012). These types of tourism destinations are referred to in different definitions depending on the 
motives and characteristics of the tourists. Tourists travelling to destinations for the purpose of 
visiting the settings of famous films are referred as film induced tourism (Beeton 2005) which also 
includes tv-shows (Connell 2005; Miller & Washington 2007). The same can be said of literature 
and music induced tourism where books and music serve as a motivation for travel. 

Within the tourism discourse overall this type of specified tourism motives is called special interest 
tourism (Weiler & Hall 1992) which serves as an umbrella term for tourism based on specific 
characteristics of travel ranging from art, heritage, nature, sports, music, vineyard visits, culinary 
travel, fashion and shopping etc. popular culture tourism is also considered amongst the special 
interest category.  

In the Japanese tourism academic discourse, the term for traveling to a certain destination is 
“content tourism”. This terminology however takes in to consideration cultural tourism as a whole, 
encompassing museums, art and historical visits to modern tourism such as animé (Japanese 
animation), music and film tourism (Yamamura & Seaton 2015). In their study of Japanese content 
tourism they examine the successful application of cultural tourism as an incentive to be applied to 
the Japanese governmental economic and tourism policies by examining Japanese pop-culture 
phenomenon that have led to Japanese domestic pop-culture tourism destinations. 

In Kim and Long’s (2012) study they examine the relationship between consumers identification, 
empathy, emotional connection and parasocial interactions to soap-opera tv-shows. According to the 
these characteristics, Kim concludes that the motivations for visiting sites and destinations of soap-
opera landscapes and physical destinations is highly coupled with the consumer audiences 
emotional attachment towards characters, narratives and natural scenery portrayed in media (Kim & 
Long 2012). Kim also points out that different media products generate different demographics 
suggesting that within the context of pop-culture tourism there is a distinction between consumers 
of these tourism products (Kim, Long & Robinson 2009b.) 

Lee and Yoo (2015) examined levels of fandom within consumers and their relationship towards 
pop-stars events and loyalty towards the destination in which these events are held. Results show 
that higher levels of fandom has a direct correlation to attending and traveling to destinations of 
specific pop-star events. In conclusion to this study, the researchers highlight the importance of 
consumer behaviour when marketing specific events towards specific fans and emphasize the 
importance of designing and customizing the consumer experience to stimulate their attitudes (Lee 
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& Yoo 2015). Similarly, another study was made which took into consideration one single 
autonomous agent, namely the Korean celebrity Ahn Jae-Wook. The study encompassed a 
qualitative study of 24 respondents (fans) of different nationalities and their perceptions of the 
Korean pop-culture celebrity and the image of South Korea as a destination. Overall the perception 
of the destination was significantly positive in considering one factor as an influence, resulting in a 
positive destination image from perceptions and experiences as well as future behaviour of 
consumerism (Lee & Bai 2012). 

In the context of larger pop-culture tourism destinations Larsson, Lundberg and Lexhagen’s (2012) 
studied the impacts of pop-culture phenomena on destinations and the perspectives and activities 
such as marketing, image and branding of destinations to accommodate pop-culture based tourism. 
The study focuses on the literature popularity of The Twilight Saga books written by Stephanie 
Meyer and the films based on the book. The study encompasses the different places in which the 
story takes place; Forks, La Push and port in Washington, USA as well as Volterra, Italy. However, 
the phenomena was initially met with an unexpected surprise as well as reluctance towards 
marketing the destination as depicted in the books. Results show that the different destinations saw 
an increase in tourism, specifically of pop-culture nature and that destination managers embraced 
and cultivated the image of these places to accommodate tourism demands (Larsson, Lundberg and 
Lexhagen 2012). It is also suggest that film tourism could be potentially beneficial for destinations 
and bring incentive towards new marketing and image creating activities (Hudson & Ritchie 2006). 

Research has also been conducted specifically on movie induced tourism by Riley, Baker and van 
Doren (1998). In this study the researchers were able to distinguish an increase of tourism visitors 
in twelve different destinations over four years. These destinations were examined because of the 
nature they are portrayed in various films. The results showed that during these four years, counting 
from the release of each film, the visitor count in these destinations had a median increase of 
40-50%. (Riley, Baker & van Doren 1998) 

Lastly, Connell (2011) conducted an extensive discourse review over the academic discourses 
regarding film tourism. She found five academic areas of studies which have contributed to the 
study of film and tv induced tourism discourse. These were: cultural geography, marketing, 
psychology, film and media as well as tourism and were cross disciplinary, meaning that these areas 
are all interrelated. Her results indicated that there was a greater emphasis on the operational side of 
developing, maintaining and changing tourist destination images when film induced tourism affects 
a destination as well as supply and demand of consumers and producers. She also points out that 
research on tourist experience regarding this type of travel was still an emerging area of study as 
well as the need for such phenomena to be explained in a more meta societal manner. (Connell 
2011) 
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Thus, Studies have shown that popular culture tourism, or at least, film and tv-induced tourism have 
shown positive visitor spikes in their respective destinations (Riley, Baker & van Doren 1998). 
Results show that the common popularity of pop-culture properties significantly affected the 
tourism in the places in which these fictional stories are portrayed (Larsson, Lundberg and 
Lexhagen 2012). The most notable of these is the commodification of Disney’s films into visitable 
attractions and the popularity of Tolkien’s literature in cinematic portrayal which affected tourism in 
New Zealand (Connell 2011). Other pop-cultural tourism studies of more substantial nature have 
shown how widespread phenomenon like the “Korean wave”, the increased popularity and interest 
in South Korean modern culture such as tv-shows, film, fine-arts and music artists, have had effects 
in tourism in South- Korea (Lee & Bai 2012; Kim 2012; Lee & Yoo 2015; Han, Scott & Lee 2008). 

Whilst not all research on pop-culture tourism is presented neither in Connell’s (2011) discourse 
review nor in this study, there is still a clear indication that pop-culture tourism has not been 
recognised and viewed as an empirical sociological phenomena. 

Whilst there exists comprehensive research that have contributed to this particular field, most of 
them are case studies (Jones & Smith 2005; Busby & Klug 2001). Whilst previous studies function 
as a base in seeing how producers and consumers perceive the industry and this type of tourism 
behaviour, what the authors of this study want to accomplish is to gain further knowledge of how 
the phenomena of pop-culture tourism comes to manifest itself into fruition. The authors found that 
researching this phenomenon would prove valuable to the tourism discourse.  
  
According to Selby (2004, p.31, 195-196), it is of great importance to study urban tourism 
phenomenon in general from the in-depth perspective of the consumers, in order to create an 
attractive tourism product. While Selby’s focus (urban tourism) does not align with the author’s 
own entirely, they are not entirely different fields, since pop-culture tourism does occur within 
urban areas as well. Selby points out that there has been an excessive framework of study in regards 
to more operational factors of urban tourism (such as marketing, development etc.) and a shortage 
of interpretative and qualitative research from the consumers perspective. As such, this study aims 
to determine the phenomena of pop-culture tourism and the motivations of such travel. It is essential 
therefore to gain an understanding of the driving forces that trigger such travel behaviour.  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4. Methodology 

4.1 Ontological approach  

For this study, it is considered that the phenomenon of pop-culture is highly dependant on the public 
masses in which the popularity of modern day entertainment media is a result of the sentimental 
attachment and/or fandom of entertainment properties. Furthermore, considering the effects 
entertainment media has over general populous, primarily western societies, the study will concern 
the social communities and the social movements which are generated from fans of pop-culture 
properties in general. These social phenomenon are then juxtaposed to the phenomenon of pop-
culture tourism, or rather that the latter as a result of the former. 

The authors of this paper holds a socialconstructivistic point of view, meaning that the authors 
acknowledge that social phenomenons are not static, and that actors construct the reality that the 
researcher is researching (Aspers 2011, p. 31). Since culture is created and given meaning by 
humans and since “pop-culture” is a very central theme of this paper, it makes even more sense for 
the authors to hold this position. Hence, this study employs a socialconstructivistic standpoint in the 
matter of pop-culture tourism. 

The socialconstructivistic standpoint refers to the idea that it is the individuals in a society who 
create social phenomena such as culture, organisation, norms and behaviour etc. as opposed to the 
objectivistic standpoint where social phenomena exerts control and influence over individuals in a 
society (Ibid; p. 30, 31). This study’s focus lies on how and why pop-culture affects fans of various 
modern day media who in turn generate the very distinction of pop-culture tourism.  

4.2 Epistemological Approach 

This study uses elements of grounded theory to establish these relational factors. By starting from 
the collection of empirical data it is possible to gain insight of the phenomenon in question without 
prior theoretical premises. Conducting the research in this manner creates an opportunity to explore 
the reasons for pop-culture tourism without the restraint of a pre-existing established theoretical 
framework. In this way, the information gathered from the respondents “first hand construction” 
enables the researcher to interpret the data as “second hand construction”. This creates a situation in 
which the researchers can excavate the data and highlight the most recurring themes in order to 
generate new theories and models. (Aspers 2011, p. 32, 48) 

However, this study’s epistemological onset is not wholly grounded theory, due to the nature of 
grounded theory itself. Grounded theory is an inductive onset, which means that theory is created 
gradually through analysis of empirical results (Aspers 2011, p. 32). Whilst theory has been chosen 
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prior to the generating of this study’s empirical results (and interview guide), not all theory in this 
study has.  

The theories chosen prior to the gathering of empirical data were Lundberg and Lexhagen’s figure 
Pop-culture Tourism: A Research Model and Bourdieu’s theory regarding Habitus. The other two 
theories were chosen as analytical tools after the encounter of this study’s empirical results: 
Bourdieu’s theories regarding fields and different capitals.  

4.3 Qualitative research method  

For the sake of this paper, the authors have decided to use the qualitative research method. When 
the authors formed the research questions that they set out to answer, it became clear that to answer 
these questions, a qualitative approach would give the author’s more insight in regards to the 
answering of their questions. The qualitative method (as opposed to the quantitative one) also 
allows the authors interpretation of data to be more prominent. Since the respondents perception 
and intent is important for answering this study’s research questions, the authors of this study have 
employed an subjectivistic approach. The subjectivistic approach entails that the researcher aims to 
understand the respondents perception of the world through their subjective thoughts and motives. 
In contrast, an objectivistic approach aims to explain how things presents itself through broad 
observations of characteristics. This implies characteristics such as patterns and activity without an 
in-depth understanding of the individuals intent and meaning. The authors have done so in order to 
understand the respondent's actions and activities. This is in line with the onset of verstehen - an 
onset with an emphasis on understanding first coined by the sociologist Max Weber (Aspers 2011, 
p. 29). 

Since this study focuses on how and why pop-culture tourism manifests itself, it is imperative to 
gain an understanding of the factors that generate this form of travel. For instance, why is it that 
fans travel to a destination which is the narrative backdrop of films, television and books? or why 
fans are drawn to conventions and events that are thematically distinguished as pop-cultural events. 
These are such questions that are of interest to this study. Hence, the study conducted is 
ethnographic in nature. 

It has also come to our attention that it would be difficult to gather a representative amount of 
respondents if a quantitative method would be applied as there would be difficulties reaching out to 
individuals who travel to destinations based on their favourite pop-culture media. Sweden and 
Stockholm is not primarily a particular famous venue when it comes to these sorts of travel patterns. 
Hence, it is our belief, that a quantitative method would prove insufficient as the data collection 
would not generate findings which could prove generalisable and representative. 
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With a qualitative approach in mind, the method of examining this phenomena will be conducted 
using interviews. The interview method used is a semi-structured interview-guide (Ibid; p. 143). 
This was chosen because the authors deemed it fitting for this study. Thematically structured 
interview questions would be too unfocused as the answers from the respondents would, most 
likely, not be coherent, given the nature of thematically structured interviews (Ibid; p. 143 - 144). 
This would mean that the answers could go into an entirely different subject matter, which would 
not benefit the purpose of the study. In contrast, fully structured interview questions would be too 
restricting in the sense that the answers generally does not allow for insight of the respondents 
intent (Ibid; p. 143). This would not fall in line with the study to understand how pop-culture 
tourism manifests as a phenomenon. 

A semi-structured interview gives an opportunity to construct open ended questions. This also 
creates room for respondents to freely express themselves and answer the questions, however, still 
within the context of this subject. This would also give the researchers and authors an opportunity 
to state supplementary questions if there is a need to clarify certain aspects of their answers. It 
would also allow the study to gain more empirical depth and understanding (Ibid; p. 143). 

4.4 Operationalising the research 

With the latter paragraph in mind, this is done in order to analyse the subjective perspectives of why 
people have taken what classifies as pop-culture tourism as opposed to handing out surveys. A 
survey would only present a rather depthless understanding of a populations intent. Whilst surveys 
are useful it would prove difficult to appropriately locate individuals based on the framework of this 
study. Pop-culture tourism such as film tourism or music tourism etc. are classified as special 
interest tourism and thus might not be quite as mainstream as regular leisure travel (ACS Distance 
Education, 2/5/16). Hence, this study will be based on interviews with the consumers that have 
conducted various forms of travel coinciding with the phenomena in question. 

In order to answer the purpose and research questions in a valid way, the interview guide was 
designed to question the respondent’s motivations for travel in a procedural manner. This meant that 
the questions were categorised thematically starting with what type of pop-culture destination or 
attraction they have partaken in, then moving on to motivations, the relationship between mass 
media entertainment products and the respondent and finally about the attraction itself. It was also 
an important factor to design questions that were not leading but at the same time within the context 
of the study’s purpose. (Holme & Solvang 1997, p. 159-161, 167-168, 172-175) 
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4.5 Respondents  

The respondents were selected using a self selection process (Aspers 2011, p. 96) for the choosing 
of some of the respondents. It was important to find appropriate respondent’s who could shed light 
on the phenomenon in question (Holme & Solvang 1997, p.181-183). The initial respondents were 
then asked if there were other people who would prove useful for this study which led to a snowball 
effect, a process of contacting further selections of respondents (Aspers 2011, p. 95). 

The authors contacted the respondents through scouting appropriate respondents through fellow 
students as well as contacting them personally. Two of the respondents were interviewed through a 
program called Skype and recorded using a third-party software. This was due to the geographical 
distance between them and the authors. The rest of the interviews were recorded through 
applications in the cell-phone. 

Robin (age 27) and Jonas (age 26) were contacted through Facebook, because of the 
aforementioned geographical distance. The authors held prior knowledge of both of them 
participating in competitive gaming, making them potential candidates for this study. These two 
were the first ones who were contacted. Given the aim of this study, both of them were introduced 
to the concepts of pop-culture and pop-culture tourism before the interviews were held. This was to 
ensure that both the respondents and the interviewers were discussing the same topic during the 
course of the interview. They seemed genuinely interested to participate and the interviews were 
scheduled a week ahead and means of the interview was agreed upon, Skype. Both of the interviews 
lasted approximately for 20 minutes each.  

Through Robin and Jonas’ interview, both of them mentioned the individual Amandus (age 22). 
Robin and Jonas gave the authors Amandus’ contact information. Two days after that a mail had 
been sent regarding the request for an interview with Amandus. The authors explained the concepts 
and the aim of this study in person to Amandus, and the interview then proceeded in one of the 
authors homes. Amandus, in turn, recommended the respondent Kevin. Kevin was contacted in a 
similar way as Amandus, through the contact information that Amandus gave the authors. The 
authors explained then the concepts and aim of this study prior to meeting Kevin in Stockholms 
Stadsbibliotek, were the interview was conducted. David (age 27) was known by one of the authors 
to had participated in this type of tourism prior to this study, so he was an eligible respondent for 
this study. He was informed of the relevant concepts and the aim of this study prior to the interview 
which was held in one of the authors homes. David then gave the author's contact information of 
Ryan (age 28), which the authors then proceeded to contact and interview in person. Like the other 
respondents, he was informed about the relevant concepts and the aim of this study prior to his 
interview.  
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Subsequently, all interviews had a length between 20 to 25 minutes, with the exception of David's 
interview which lasted 40 minutes.  

Alee (age 30) was recommended as an respondent by an acquaintance of one of the authors of this 
study. At the time he was recommended, Alee was abroad and could not make the time for an 
interview and instead recommended the authors to contact him at a later date. However, one of the 
authors (Richard) were travelling to Oslo for personal reasons during the time of this study and took 
the opportunity to interview Alee in person at a café in Oslo. The interview lasted approximately 25 
minutes. 

During Richard’s trip to Oslo he encountered Noelle (age 25) on the train towards the destination. 
While the encounter between Richard and Noelle was not planned, Noelle became a potential 
candidate for participating in the study. Noelle agreed to an interview, but due to the random nature 
of the encounter and a lack of time, the interview lasted only 15 minutes.  

As mentioned, the interviews were conducted in different ways. This was due to the given situation 
when the interviews were made. As many of the respondents were based in different locales, the 
conducted interviews were based on whichever way was most convenient for the respondents. For 
instance, two interviews were conducted via Skype and the rest were conducted face to face in 
different manners; in a café, the state library and inviting them to our homes. 

It was an important aspect when conducting the interview to in some way see the respondents. This 
was done in order to introduce ourselves personally and for us to get to know a little about the 
respondent as well and for them to get to know us. This was important as we wanted to establish a 
sense of comfortability before conducting the interviews. Getting to know a stranger via telephone 
for instance would be very difficult. However, in regards to the Skype interviews, we as the authors 
felt that the “getting to know one another” stage was lacklustre in comparison to the other 
interviews which were conducted in person.  

4.6 Ethical Considerations 

The guidelines for ethical research that the authors mainly will conduct will be in accordance to the 
guidelines that the Helsinki declaration created in 1964. While it’s mainly applied for medical 
research, parts of it works as guidelines in regards to conducting research within social studies. The 
authors will review the most essential parts of the declaration in contrast to this study: 

“It is the duty of physicians who participate in medical research to protect the life, health, dignity, 
integrity, right to self-determination, privacy, and confidentiality of personal information of research 
subjects” (wma.net, 11/4/16). 
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While our research does not risk any of the respondents lives or health, the other parts do apply. The 
interview guide that the authors created has the respondent's integrity and confidentiality taken into 
account, meaning that the authors have changed the name of the respondents to ensure the 
confidential nature that this study has. Confidentiality means that a mutual promise is made that the 
respondents answers remain solely for the purpose of this study and that their identities would not 
be compromised such as their real names, where they live and other personal information. This 
could also mean that the respondents answer more truthfully as their identities are not revealed. This 
also means that the study won’t touch upon any sensitive subjects such as psychological problems 
or any subjects that the respondents might feel uncomfortable talking about such as work or 
socioeconomic backgrounds. The respondents were also informed beforehand regarding what the 
aim of this study was and the relevant concept(s) of this study (Codex - Vetenskapsrådet, p. 7, 
5/13/16). Furthermore, all of the respondents were also between the age of 22 and 30. Had they 
been under 15, their parents consent would be needed (Ibid, p. 9, 5/13/16). 

“Every precaution must be taken to protect the privacy of research subjects and the confidentiality 
of their personal information and to minimise the impact of the study on their physical, mental and 
social integrity” (wma.net, 11/4/16).  

This is the major point that the authors have taken into consideration. All respondent-related 
information will be treated with the utmost respect of their well-being. By giving aliases to the 
respondents, it is assured that the information provided by them will not result in any backlash that 
could harm them in any way. This also gives the respondents a sense of ease as this aspect of 
confidentiality is ensured.  

!16



4.7 Transcription process 

After conducting each interview, a written transcription was made from the recorded files. The 
transcriptions were then analysed using the method of thematic coding (Hjerm, Lindgren & Nilsson 
2014, p. 63-68). Coding means that transcription is analysed of what has been said by each of the 
respondents and also interpreting what is “read between the lines”. The various statements and 
subjects from the interviews were then noted as different themes. The themes found from each 
interview were then juxtaposed with the rest of the interviews to establish a generality between 
them (ibid; p. 46-47). This was done in order to establish the central themes that each of the 
respondents had in common. Each theme was then noted in its own sub-category in order to create a 
clear distinction of the major similarities from the respondents interviews. The sub-categories 
function as groupings of similar statements derived from the interviews. Only in this way could a 
strong empirical result prove useful and insightful. This, however, also meant that minor aspects of 
the interviews would be left out and only the central recurring themes would be analysed (ibid; p. 
73, 79). After the thematic coding was done a final summary of the transcription was written for the 
study and is as presented in chapter six; Empirical results. 

4.8 Source Criticism 

While both primary (interviews) and secondary (publications and electronic) sources have been 
used extensively during the course of this study, the authors most notable criticism is the (strong) 
bias that our respondents have shown towards pop-culture. However, criticism towards pop-culture 
have not been within the scopes of this study.   

During the course of conducting interviews, the interviewer has to consider certain effects that 
could alter the response in a faulty manner. Such effects include the Halo-effect; this occurs when 
an interviewer holds the respondent in a high esteem, such as a celebrity (Eriksson, Hultman 2014, 
p. 104). 

The authors have tried to be as varied as possible when it comes to the use of secondary sources. 
However, the authors subjective values and a possible “blindness” towards this study might have 
excluded or included sources that might have been overlooked. 
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5. Theory 

This study uses both deductive and inductive approaches. Whilst the study starts off as an emphasis 
on the former the latter can not be avoided as new information that present itself are proven useful 
as empirical results. Subsequently, theories of fields and capital were added after the interviews 
were conducted. It is not in this study’s interest to confirm already established theories (Aspers 
2011, p. 71), rather, it aims to create insight of how pop-culture tourism comes to be. The authors of 
this study argues that by using elements of both approaches gives a deeper understanding of this 
phenomenon. 

5.1 Pop-culture Tourism: A Research Model 

The paper Pop-culture Tourism: A Research Model treats the subject of pop-culture tourism as a 
subcategory of tourism which is lacking a holistic approach - meaning that most of the research 
done on the subject are mostly case studies. The paper’s aim is to create a model of central elements 
for pop-culture tourism research and its linkages for the benefit of innovation in the creative 
industries and tourism. While research has been done in film tourism, research has been found 
lacking in other areas of pop-culture. A more comprehensive figure in regards to what elements are 
relevant to pop-culture tourism is also designed (see attachment two).  

Innovation in designs and attractions -  A destination is traditionally divided into a number of 
different elements: attractions, services, infrastructure, accessibility and information/marketing. The 
customer’s judgment is crucial here in order for these factors to succeed. However, in order to 
facilitate this (the preservation of pop-culture as a touristic phenomenon) and to form innovative 
ideas in the above mentioned areas, one must understand this area of expertise better. 
  
Fans and fan culture - this area is categorised as: seeking - escaping, push - pull and personal - 
interpersonal rewards. Seeking refers to the individuals need to escape their daily life, while escape 
is more related to the individual’s interpersonal needs. Push is about the psychological and social 
characteristics of the individual, and pull refers to the incentives/attractions that a destination 
creates to attract consumers. Personal and interpersonal rewards is referring to the rest, social 
interaction, ego enhancement and relaxation.  

Technology mediation - This part of the model refers to the importance of seeing pop-culture 
tourism destinations and it’s consumers through the lens of today’s information age. Social media 
has helped greatly in the spreading of information, and thus, it promotes tourism and pop-culture 
tourism in a way it has never been able to do before (Lundberg & Lexhagen 2014).  

We intend to use this figure with an emphasis on understanding the fans and the fan culture (2) and 
technology mediation (3). The authors of this study finds this figure relevant in regards to the 
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factors it considers. However, the figure does not encompass the focus on consumer behaviour to 
the same extent as this research paper does. As written previously, the focus of this figure is within 
points 2 and 3. Since the authors of this study have not considered any producing elements within 
pop-culture, point 1 is not analysed to the same extent as the other two.  

Image attachment two is the original illustration of Pop-culture tourism model: A research model 
from Lundberg and Lexhagen (2014). 

5.2 Bourdieu´s theory of fields and habitus 

Habitus, according to Bourdieu, refers to the historical basis of which individuals construct their 
way of thinking, reality, interests, values and norms. The individual's habitus is deeply rooted in the 
context of how the individual is brought up, the situations and experiences he or she encounters as 
well as the societal fields in which they are apart of. Bourdieu explains society as a culmination of 
different types of fields, co-existing alongside one another in a society, which directly or indirectly 
affects the individual residing within that society (Bourdieu & Wacquant 1992, p. 97). For instance, 
a field could be work, academic discourse, sports team, political allegiance, family, friends, specific 
interests such as fine-arts, popular culture, fashion and so on. These fields create society and the 
individuals align themselves accordingly depending on his or her interest, social use or taste in 
consumption (Bourdieu 1984, p. 3, 21, 27, 94). Some of these matter significantly for individuals 
whilst for others it might not.  

Thus, habitus are the collective resources within the individual stemming from various sources of 
fields. This in turn determines how the individual acts in different social contexts depending on the 
level of exposure to and interest in different social fields. Each individual both produces and 
reproduces his or her own habitus which leads to the conclusion that one person's collective habitus 
can be completely different from another's or similar in a various aspects (Bourdieu 1986, p. 57; 
Bourdieu 1984, p. 66). 

Furthermore, the level of knowledge accumulated within each field determines the individual's 
behaviour towards others within a particular field. The individual will align with the general 
consensus within different fields. What habitus ultimately does is determine and affect the 
individual's lifestyle and lifestyle choices. This occurs consciously and subconsciously, in various 
aspects such as economic social background, values and norms, behaviour in different situational 
contexts such as education language and slang as well as taste in consumption i.e taste in food, 
music, various art-forms, news platforms, fashion, media and so on. For the individual person, 
habitus then has a direct relationship to which ever fields the individual relates to the most. 
However, this does not mean that new fields and an update of one's habitus are restricted as habitus 
is an ongoing subjective process that evolves over time, interest, practice and situations (Bourdieu 
1986, p. 50; Bourdieu 1984, p. 66, 77, 101). 
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In order to establish the motivations of pop-culture tourism, it is of significant interest to examine 
the underlying factors which create an incentive for such travel. Bourdieu´s theory of habitus and 
fields are therefore considered to be of importance in determining these types of travel behaviour 
from the consumer perspective for this study. This is done by examining the respondents 
relationship to various pop-culture products and if the respondents have a specific field of pop-
cultural interests. This would then be juxtaposed to the destinations and events which the 
respondents have travelled to which are characterised by popular media entertainment.5.3 
Bourdieu’s theory on capital 

This theory refers to the individual's accumulation of different forms of capital. Bourdieu 
recognised the significance of economic capital in society which creates a distinction between 
socioeconomic classes and the mobility between them i.e the poor, middle class and upper class. 
However, he also theorised that there existed other kinds of capital in society, those of an 
immaterial nature. The underlying theory however is that the different forms of capital enables 
individuals to shift between socioeconomic classes. Another aspect of Bourdieu's theory is that 
capital in its different forms creates a distinction between socioeconomic classes in other ways than 
money. 

5.3.1 Economic capital  

This form of capital is pretty self explanatory. It refers to the accumulation of economic resources 
obtained through various economic activities or situations. The economic capital can be obtained 
through labor or pre-existing economic capital, such as being born into a wealthy family. Apart 
from the materialistic aspect of money, economic capital also entails the knowledge of how to gain 
more monetary capital or materialistic objects. The theory is that the more economic capital and 
knowledge of the accumulation of such creates opportunities to distinct oneself from others 
(Bourdieu 1986, p. 46-47). For instance, what neighbourhood a person lives in, the car one drives, 
fine dining, fashion and other consumer products. 

5.3.2 Cultural capital 

Related to habitus is the accumulation of cultural capital. This refers to the class distinction as well 
as the social mobility between socioeconomic classes. Cultural capital stems from the 
socioeconomic background one is born in. However, a person can develop his or her cultural capital 
through what is called the “embodied state” which is the accumulation of knowledge; education, 
language, how to act, talk and behave. These reside internally within the individual and can be a 
result of subconscious association as well as consciously acquired knowledge. This can then lead to 
mobility between classes. The other is the “objectified state” which is the distinction of the types of 
materialistic objects a person chooses to buy and use depending on the cultural capital a person has 
internalised. (Bourdieu 1986, p. 47-50) 
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Examples of the embodied state follows; a couple of parents have university degrees, which might 
lead the children to value and pursue higher education as well, the same children might grow up in a 
ghetto in which they subconsciously learn how to interact the way the people interact in this area 
(use of slang), but they also know how to behave in other situations for instance at the university, 
work or other friends from different socioeconomic backgrounds or fields. 

Example of the objectified state; A person grew up in a wealthy family where they spent a lot of 
money on expensive objects. That same person might acquire a taste for the same lifestyle and thus 
result in the same consumer behaviour. Another example is a child reading comic books as a child, 
which later led to him becoming friends with others who had the same interest. This is a habitus of 
his own and the field would be comic book knowledge. This could then lead to specific interest in 
this field which would then result in consumer behaviour of such products.  

5.3.3 Social capital 

Social capital refers to the social relations and networks between individuals and the value which is 
prescribed between relationships and groups. Social capital and networks enable the individual 
access to capital which would otherwise be difficult to obtain. This could be an association to a 
specific group of people, knowledge, shared interests, cooperation and so forth. There are two ways 
of viewing social capital. Firstly, it is the practicality of social capital which entails the utilitarian 
use to gain some sort of value from these relationships. For example, knowing someone in an 
organisation, club, gang etc. can make it easier to gain access to that organisation. Secondly, it is the 
value of these relationship where some are viewed as having a utilitarian use whilst others are 
viewed as actual friendships. (Bourdieu 1986, p. 51-53) 

5.3.4 Symbolic capital 

Symbolic capital refers to the symbolic value and power an individual possess in a society. This is 
accumulated from the above three mentioned forms of capital which is then subsequently converted 
in to honour, prestige, recognition, image and respect. The symbolic capital is based on the 
individual's achievements and merits which has its roots from economic, cultural and social capital 
respectively. (Bourdieu 1984, p. 53-56). 

5.4 Applying Bourdieu’s theory 

Whilst Bourdieu’s forms of capital prove to be an interesting societal theory of individuals 
accumulation of capital it can not wholeheartedly be applied to this study. However, aspects of this 
capital theory is of interest, namely, cultural and social capital. Economic and symbolic capital are 
irrelevant for this study because economic capital is a theory of accumulation of monetary resources 
and symbolic capital a theory of status in society. This does not co-relate to purpose of this paper i.e 
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examining the factors of pop-culture tourism. However, cultural capital and social capital along 
with habitus and fields might prove insightful in analysing the motivational factors of pop-culture 
travel.  

Furthermore, Bourdieu’s capital theory was devised to explain different forms of capital as well as 
how these could be used as “tools”, for the lack of a better word, for social mobility. This means 
that initially the theory would objectively explain how a person could effectively move from one 
social class to another. However, this is not how the theory is used in this study. The capital theory 
is used as more of characteristic explanation of how individuals relate to pop-cultural phenomenon. 
This is done by examining the level of knowledge of a certain pop-culture product as well as both 
the embodied and objectified state. The social capital theory is used to explain the social aspects of 
the phenomenon i.e the relations and social spheres of the individuals when it comes to pop-culture. 
Hence, the specific use of social and cultural capital are of the theoretical characteristics. 

Attachment three is an illustrative image of how fields in society creates an individual’s habitus. 

As an additional side note, the theories and model used in this study was established after the 
interviews with the respondent’s were done. This was done because the initial focus of the study 
was different from the end results and that it was unclear what empirical results would be found in 
regards to the topic of pop-culture tourism.  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6. Empirical results 

This chapter will initially present a synopsis of each of the conducted interviews whereafter the 
results of the central themes that have been prevalent in the conversations with the respondents will 
be discussed in the analysis. This is done in order to make the presentation of the findings more 
clear in the context of this study and the text more fluent. 

6.1 Amandus - Närcon and World Games Cup (WGC) in France  

6.1.1 Pop-culture Destination & attraction  

Amandus had visited two different events/destinations in regards to pop-culture tourism; World 
Games Cup in Cannes in 2013 and Närcon in 2014, which was held in Stockholmsmässan, Älvsjö. 
Amandus explains that the WGC was an exhibition designed for tournaments in fighting games in 
which Amandus was competing in. Amandus explained that Närcon was different from the WGC 
with regard to the target audience and what was on display at these exhibitions. While WGC was 
mainly catering to people who were supposed to compete in the video-games on display, Närcon 
niched itself towards an audience who were not as heavily invested in any particular element of 
pop-culture.  

6.1.2 Motivation for travel 

He got information about the tournament WGC through one of his gaming partners whom he 
practiced the fighting game with at the time. Amandus' gaming partner posted a link on social media 
for the registration of the tournament and from there on Amandus started to book what was 
necessary in order to participate in it. He got the news for the exhibition Närcon in a similar way 
where a friend posted a link on social media for the event. Amandus mentioned that Närcon was 
hosting a tournament in the same fighting game that WGC held, which was a major incentive for 
Amandus to go to Närcon in the first place. Amandus claims that the common denominator and the 
major incentive for him to travel to these events was the fighting game that he was competing in at 
the time. Amandus claims that his upbringing is a factor for participating in these types of events. 
Being introduced to video-games by the age of four, Amandus makes the connection to this and that 
he believes he would not have experienced these types of events if it had not been introduced during 
his upbringing.  

6.1.3 Destination & attraction experience 

 Amandus experienced WGC as a very compressed event (both timewise and location-wise), 
although later on Amandus claimed that it was not paid much heed to, since he came to the event 
with the intent of competing. However, this realisation came to Amandus afterwards and in an 
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overall scheme of things he was happy with the outcome of WGC. However, due to administrative 
changes in how the tournament was supposed to play out, the finals were postponed to the date 
when Amandus was departing, which he experienced as negative. The image that Amandus held of 
the place WGC was held in (Cannes) corresponded with what he actually experienced; a very posh 
place. Amandus found great enjoyment from experiencing Cannes as a cultural and place consumer, 
noting that the food was a highlight in Cannes. He held an image of Närcon based on the experience 
of WGC - a video-game oriented exhibition with room for not much else. Närcon came of more as a 
homage to pop-culture in Amandus’ eyes. He also felt that Närcon was more hollow in contrast to 
WGC, but acknowledged that due to the narrow purpose of partaking in the event (to compete in the 
same fighting game as WGC), not everything that Närcon had to offer was intended for or within 
Amandus’ interest. Nevertheless, he found the overall experience of Närcon as positive. Prior to 
visit both exhibitions, Amandus claimed that the only image of an exhibition was that it would be a 
big hall with a lot of different content such as merchandise and promotion of products. A highlight 
of Amandus’ trip was to meet the players that he had practiced the fighting game with, putting 
emphasis on that it was nice to experience the event and destination with friends that had similar 
interests as himself.  

While Amandus does remark that social media has helped a lot in regards to pique interest for these 
types of events, it had not helped in regards to maintaining the interest for the phenomenon. 
Amandus states however, that all the information is there available through different media 
platforms.  

6.2 David - Universal Studios, Disneyland, GamesCon and Tokyo Tower 

6.2.1 Pop-culture destination & attraction  

David has participated in pop-culture tourism on three different occasions; GamesCon was an 
exhibition held in 2013 for video-games with an emphasis on promoting upcoming video-game 
titles within the industry. The incentive for visit GamesCon was due to a friend of David, who knew 
about the event prior to the visit and had been wanting to go for a long time. However, due to busy 
schedules, neither of them had the opportunity to do so. David has also visited Disneyland and 
Universal Studios, both of which are theme parks designed around their respective products. David 
travelled to Disneyland and Universal Studios with the intent of visiting relatives and friends that 
lived in the nearby area. David claims that Universal Studios was within his periphery prior to him 
visiting. A particular attraction within that theme park was 5D (which is an attraction designed to 
engage all five senses upon interacting with them) was an attraction that sparked interest in him. 
Furthermore, David is also planning to visit Japan in late 2016. More specifically, Tokyo Tower. 
David’s motivation for wanting to travel and visit Tokyo Tower is due to the museum’s temporary 
content, which is about a anime show called One Piece. David claims that the show alone was a 
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gateway towards Japanese pop-culture, with the particular elements of manga (which translates to 
drawn comics in Japanese) and anime (which is the Japanese term for animated films) in mind.  

David also claims that adaptations of fictional works also creates an incentive to visit a certain 
locations, either because of the beautiful scenery or the individual’s passion for a certain product or 
culture. According to David, passion for pop-culture might create bridges of incentives for people 
who are not heavily invested in pop-culture, making the example of going to Japan for not just its 
prominent place in pop-culture, but also cultural sites and sightseeing. While the interests of two 
people or more might not align entirely, it can create a common ground for an incentive to travel to 
a certain place.  

6.2.2 Motivation for travel 

David goes on to explain how his interest for these things developed, claiming it started when he 
started to read Harry Potter and later its respective film franchise while he was in 5th grade. David 
points out that his social company at the time were only interested in sports. The books gave David 
a new social identity as well as personal interest which coincided with a lot of new and different 
people. This in turn led him to establish new friendships through this newly-found interest. Through 
these new friends, David was introduced to comic-books, manga, anime on t.v and video-games. 
This all led up to David’s interest within these aspects of popular culture. This also eventually led to 
his interest in Japanese culture. When David was asked about some of his choices for travel, he 
does make the connection between his interest in pop-culture, the places and events he has visited 
as well as those he wants to visit, in the future. 

6.2.3 Social aspects of pop-culture & travel 

David also talks about the social company that he has had over the years and states that the majority 
of them do not share the same passion for Japanese culture and pop-culture to the same degree that 
he has (with the exception of a handful of people he met through his interest of these phenomenons 
and his brother). He also states that he has not had a hard time to connect with people who do not 
share his passion regarding these cultures as well, claiming that has not created a barrier for 
establishing friendships, although David mentions that most of his friends has an interest in Marvel 
and D.C. Comics - which is two comic-book companies mainly catering to western pop-culture. 
David points out the kinship which this type of culture creates, drawing parallels to football fans 
going to a football game. 

The more recent movie adaptations of Marvel and D.C. comic books has helped create an even 
more diverse market than it has been ever before, according to David. David believes that there was 
a stereotype regarding the consumption of these comics in the past, stating that it was only young 
boys who were the main consumers of these products. But with increased production value and 
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through widespread (social) media awareness and popularity of these products it has helped 
alleviate that stereotype. The video-game culture and its prominence in today’s society has also 
helped to remove simple-minded stereotypes that has been held in the past as well, which is 
something that David appreciates highly. This in turn makes the market and its consumers more 
diverse in regards to video-games.  

David explains that none of these trips (and the planned trip to Tokyo) would not happen if he had 
not an interest in pop-culture. He also puts a heavy emphasis on whom he travels with to these 
places. If the social company has similar interests, the trip to these types of places and events 
becomes inherently more enjoyable. David parallels to the people who went to GamesCon. He 
states that they seemed to be even more invested in the content and trivia that was shown there than 
himself. Although David claimed that he did not understand everything, to find himself in an 
environment where people held similar interests as him elevated the experience overall. David 
believes that the experience for his future trip to Japan will be of similar nature. 

6.2.4 Destination & attraction experience 

David states that Universal Studios was a very cool place to visit because of the showcase of their 
products was presented in a very interactive way that made David feel nostalgic. David explains 
Disneyland as a more broad experience - emphasising showcases of Disney products that were both 
old and new, making it more approachable in regards to a wider market. Disneyland, like Universal 
Studios brought out a more nostalgic feel for David. Being able to experience products that he 
consumed in his childhood, like the aesthetics of the parks and characters like Shrek, Terminator, 
Goofy and Mickey Mouse, in a physical form made the experience feel refreshing for him. 
Regarding the expectations for the places that Universal Studios and Disneyland are located in 
(United States), David states that he holds a policy of not having any expectations due from his past 
experiences that it tends to let him down. The expectations for Universal Studios and Disneyland as 
attractions however, were based from the products that the respective company had put out in the 
past. As a mindset, David would rather experience something with the outlook of being let down. In 
this way, from his point of view, the experience can only be better.  

The mental image that David held for Disneyland was that it was going to be a Disney-based theme 
park. He then goes on to explain that the experience with Disneyland was beyond his expectations 
and that the experience was a positive one. The same sentiment was shared for David’s visit to 
Universal studios (with the exception of the overall theme of the theme park). David then explains 
that he receives all of his mental images of a place or event through media, since in his words, he 
would not have found out about these places if it was not for media platforms.  

Regarding GamesCon, basing his expectations of the event through similar events (David mentions 
E3, which is a showcase event with panel boards for video-games), improved the experience of the 
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event overall. Being invested in the content that GamesCon presented made the experience in an 
overall sense more interesting. David then explains that his friend whom he went to GamesCon with 
did not find the same amount of enjoyment mainly because he was not as invested as David in what 
was presented there.  

The incentive for wanting to go to Japan is based on David’s own passion for Japanese culture. This 
creates an incentive to visit Japan for David, this incentive is amplified by David’s company which 
have like-minded interests. Another pull factor for David to visit Japan was his passion for video-
games. Knowing that Japan has a very strong video-game culture, this interest was an incentive for 
David to visit GamesCon as well. 

6.3 Robin - World Games Cup (WGC) & Estonia 

This interview was held through Skype (a digital phone software which allows for phone calls free 
of charge). The interview was recorded via a third-party software called iFree Skype Recorder. 

6.3.1 Pop-culture event & destination 

Robin has participated in pop-culture tourism on multiple occasions, with the incentive of 
competing in fighting video-games. One was in Estonia, (an event he cannot remember the name 
of), however it was a tournament for competing in fighting games. The other tournament that Robin 
attended was WGC. Both of these events were held in 2013. The main incentive for wanting to go 
to these places to compete was to prove that he was the best in the fighting game he was competing 
in (Soul Calibur 5). The expectations that he held for these places was that it would be fun to 
compete, the intent to visit and explore the destination was mainly mainly seen as a bonus. 

6.3.2 Motivation for travel 

He attributes his passion for pop-culture to himself, claiming that the social company he has had 
over the years have not shared the same interest for it. Robin does explain however that his 
upbringing has geared him towards this type of tourism. He grew up with a mother who introduced 
to video-games at an early age, to which he attributes his choices of destinations to travel to. The 
increased attention that pop-culture products place in media is something that Robin finds positive, 
claiming that the increasingly diverse consumers of gamers helps to shatter a stereotype of gamers 
overall. The increasing popularity that pop-culture products receive in the media has also helped 
Robin’s decision to participate in these types of events.  
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6.3.3 The social aspects of pop-culture & travel 

Robin explains that social media has partially helped him partake in these types of events. While the 
local community has a Facebook page where they post events that are held nearby, his passion for 
the video-game creates an incentive to seek out these types of events on his own, actively. Robin 
says that he is motivated to travel to these events not only by his passion for the video-game in 
question, but also to meet people with similar interests. Robin explained that his passion for video-
games led to the decision to travel to these types of events.  

6.3.4 Destination & event experience 

For the event in Estonia so did not Robin hold no expectations in particular. However, for WGC in 
Cannes, Robin held the expectation that it would be a grand hall filled with video-games and a large 
crowd, which turned out to be the case. He explains that he was rather disappointed by Estonia and 
the fighting game tournament that was held there claiming it felt rather tacky in regards to the 
publicity of the event and how it was managed. The image that the webpage held about the event in 
Estonia felt lackluster in regards to what was actually offered there. There was an disparity in terms 
of quality between the events. Robin explains it as if the event in Estonia was held in a shack, while 
WGC was held in Palais de Festival in Cannes.  

Robin then explains that while the quality of the event in Estonia was rather low, it was fun finding 
people with a similar passion to the video-game he was competing in at the time. While the 
tournament wasn’t everything he had hoped it would be, it was still an okay experience. WGC on 
the other hand was for Robin a very positive experience overall and explains that it is something he 
would want to attend again.  

In regards to the image of Estonia, Robin had very limited knowledge of what it would look like, 
drawing parallel to Gamla Stan in Stockholm. The image that he held for Cannes however, was that 
it was supposed to be a very fancy place. He believes that Cannes image came partially from the 
movie festival which is held there annually (Cannes film festival). Robin held the mental image of 
Cannes as a very welcoming city. He then explains that both of these images came mainly from 
researching about the places from the internet.  

His expectations of the events and places were fulfilled for Cannes, but not for Estonia. He felt that 
the event in Estonia was not prepared properly, claiming that the producers should have had some 
sort of portfolio in regards to the essentials of hosting these types of events. The most interesting 
parts of travelling to both of these events was to compete in something he is good at. Robin also 
tells that he has a passion for travelling overall. 
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6.4 Ryan - Game On 2.0 

6.4.1 Pop-culture event & destination  

Ryan has participated in a pop-culture event as a tourist, Game On 2.0. Game On 2.0 was held in 
2014 at Tekniska Museet in Gärdet, Stockholm. Ryan describes Game On 2.0 as a exhibition for 
video-games with a focus on video-game history. It was the first time that Ryan experienced pop-
culture tourism. The exhibition was designed so that you could approach from two different ways; 
from the oldest to the most recent video-games, and vice-versa.  

The reason Ryan went to Game On 2.0 was because it was a surprise from his sister. She was aware 
of his passion for video-games and technological innovation and of the Game On 2.0 exhibition. 
She then decided to take him there as a surprise on his birthday.  

6.4.2 Motivation for travel 

Ryan makes a clear connection between his upbringing and the choice of his sister taking him to 
Game 2.0. Being introduced to video-games, science fiction films and comic books by his cousin at 
an early age, this turned into an avid interest which still holds to this day. He remembers all the 
game-consoles he has ever had and toys from specific games and films, some of which he still has. 
The exhibition brought out a more nostalgic feeling, allowing Ryan to memorise certain points in 
his life that was associated with the console or the game presented there. He states that his favourite 
past-times as a child was to watch cartoon shows, films and play video-games. Ryan states that had 
his interest been something else, like sports, his sister would probably would have taken him to an 
event like that instead.  

He also states that entertainment, media and pop-culture products overall have had an influence in 
generating a special type of interest. He claims that media platforms like Facebook, Youtube and 
Instagram have made it easier to learn about pop-culture products in general like ComicCon, E3 or 
the latest films. This is something he actively uses today to stay updated on the latest pop-cultural 
news. He also uses wiki pages to find out more about fictional lore. A new film which premieres in 
2016 which is based on a video-game (Warcraft) that he use to play is so rich in story and characters 
that he reads about them in these wiki pages to learn more.  Ryan does not make the connection 
however between the influence of social media and the incentive to partake in Game 2.0 because he 
has only done it once, which was also under unexpected circumstances.  

6.4.3 The social aspects of pop-culture & travel 

Ryan also states that many of closest his friends share similar interests and that they often discuss 
about like video-games, comics, t.v shows, film and other pop-culture products. 
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Regarding Game 2.0, Ryan found it very refreshing to find all sorts of people at the exhibition. He 
remembers at first how there were a lot of children there running around to different consoles and 
having fun but also that there were people of similar age and even older that enjoyed the exhibition. 

“...it was cool to find different types of people who showed interest in video-games… that there 
exists a community like this...this is something people also grew up with.”    
           - Ryan 

His impression of the exhibition was described with words such as cool, imaginative and a very 
well planned event. He appreciated that there was an exhibition dedicated to video-games. In his 
eyes, it signifies the sheer cultural impact that video-games have on modern society. Ryan makes 
the claim that video-games play a large part in today’s modern society and helps alleviate a very 
taboo-ridden view that people who are not in touch with today’s day and age might hold.  

6.4.4 Destination & event experience 

With no prior knowledge of events of this nature, Ryan did a quick Google search about the event 
on the way there, and he was pleasantly surprised with the content of the event and how it was 
presented. Given the short time-span that Ryan had to research the event, there was little room for 
expectations, his only expectation being that it would be an exhibition with video-games 
demonstrated through a traditional museum. Ryan was positively surprised about the event 
however, when he learned about the interactive nature of the exhibition, and thus exceeding his 
expectations. 

Since Ryan did not have a comparison to form a mental image from prior the exhibition, Ryan 
imagined an image similar to that of a internet café; a place with usually dim lighting, neon lights, a 
lot of gaming consoles and computer screens. What Ryan experienced however, was something that 
was more “clean” in his eyes. He explained that his (limited) expectations were exceeded by a lot 
and wishes for more similar events to be held in the future. The most interesting aspect of Game On 
2.0 according to Ryan was the fact that while one would have been able to look up all the 
information that was presented there, being able to immerse yourself in an interactive way and 
seeing the medium (video-games) being recognised as a modern, cultural legacy made the 
experience into something very positive.  
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6.5 Jonas - World Games Cup (WGC) and Akihabara  

This interview was held through Skype (a digital phone software which allows for phone calls free 
of charge). The interview was recorded via a third-party software called iFree Skype Recorder.  

6.5.1 Pop-culture event & destination 

Jonas had participated in pop-culture tourism twice; one being in WGC in Cannes, France in 2013 
and the other being Akihabara in Tokyo, Japan in 2003 or 2004. The incentive for visiting 
Akihabara was that Jonas’ family travelled to Tokyo for vacation at the time and that the place had 
content that aligned with Jonas interests, which was mainly arcades. The reasons for travelling to 
WGC was Jonas’ desire to compete in a video-game which WGC was hosting and also because he 
had friends which were travelling there for the same purpose.  

6.5.2  Motivation for travel 

Jonas also draws the connection between his upbringing and the participation in this type of 
tourism. Jonas said that he grew up in a upper-class suburb, which led him feeling that the suburbs 
inhabitants were not the type of people Jonas wanted to associate himself with. In turn, this led him 
to find other interests which turned out to be video-games. 

When asked if there was a relationship between his passion for video-games and participating in 
pop-culture tourism, Jonas states that this was very much the case for him. He would not have 
participated in these types of events and destinations if it was not for video-games to begin with. 

6.5.3 The social aspects of pop-culture & travel 

Jonas makes the connection between social media and the participation of pop-culture tourism, 
meaning that he would not have heard of WGC if it was not through social media. The most 
interesting part about WGC for Jonas was that he was able to relate to the people that he travelled 
there with and experiencing the event together with these people. Here Jonas draws parallels 
between the event and going to a concert. The same was not said for Akihabara though. Jonas 
travelled there as mentioned previously between 2003 and 2004 and claiming that social media was 
not as prominent back then. 

6.5.4 Destination & event experience 

Jonas claims that his expectations for Akihabara were rather baseless; coming mainly from 
secondary sources (such as tv-shows and video-games). Jonas expected a lot of nerdy technological 
content and a lot of colours coming primarily from neon-lights. While this image was cemented 
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even further upon visiting Akihabara, the main aspect that differed was the scale of the place, with it 
being much bigger than Jonas had expected in regards to the sheer size of the place and the content 
it offered.  

What Jonas expected from WGC was very aligned with what was presented there; a giant hall with 
a lot of video-games and people. Jonas found great enjoyment when travelling to WGC in regards 
to what he was doing there, stating that:  

“Combining the feeling of wanting to get away from everyday life, but still get the opportunity to 
the nerdy stuff that I usually do at home.”        
           - Jonas 

Similar to Amandus & Robin, this respondent did not have the rest of the destination within their 
periphery and considered the rest of the destination as a bonus. Jonas claimed to have had a 
“stereotypical” mental image of France at the time, with the majority of the population wearing 
striped shirts, berets, eating baguettes and drinking wine. Jonas perceived Cannes as a cozy city to 
visit. His mental image of Akihabara was that it would be easier to navigate than it actually was, 
going there with the purpose to find what Jonas was looking for. This turned out to be harder than 
he thought, given that everything is written and spoken in Japanese, which Jonas neither speaks nor 
writes in. Jonas felt that his expectations regarding Akihabara was met, with the only exception 
being that he did not understand Japanese, leading to have felt “overwhelmed” by the destination. 
Jonas believes that it would be more rewarding if he travelled there again and did proper research 
about Akihabara prior to travel.  

The experience afterwards was very positive for both the destinations that Jonas visited, pointing 
out that this was more prominent for Akihabara than for WGC. He feels that there was more to 
Akihabara than what there was time for during Jonas’ visit. For WGC, the most alluring aspect was 
the tournament that Jonas was competing in and he is open to go to any similar events in the future. 

6.6 Kevin - Game On 2.0 and Akihabara  

6.6.1 Pop-culture event & destination  

Kevin have visited two different pop-culture destinations; Akihabara in Tokyo, Japan and Game on 
2.0, which was an exhibition held in Tekniska Museet, Gärdet. Kevin visited Akihabara in February 
2016, and attended Game On 2.0 approximately two years ago, which would be in 2014. The main 
incentive for attending Game On 2.0 was Kevin's passion for video-games and the reason for going 
to Akihabara was Kevin's notion that Akihabara was a pop-cultural hotspot in Japan.  
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6.6.2 Motivation for travel 

Kevin argues for that his upbringing that he was brought up in is/was crucial for visiting these 
places and events. Being introduced to video-games and anime t.v shows at an early age, Kevin 
makes the connection between playing video-games, his upbringing and his visits to Akihabara and 
Game 2.0 as a causality.  

6.6.3 The social aspects of pop-culture & travel 

Kevin claims that social media has been a contributing factor in regards to enhancing the interest for 
both destinations, with the claim that Kevin would not have travelled to Akihabara in the first place 
if it was not for social media and its contribution to peaking Kevin's interest of the place. He also 
believes that social media plays a crucial role in forming the image of Akihabara. This factor was 
not as strong for Game On 2.0 however, claiming that he gained information mostly from word of 
mouth about the event.  

6.6.4 Destination & event experience 

Kevin held some prior knowledge of what Game On 2.0 was about before attending it; with it being 
an exhibition about the history of video-games and prior visits to Tekniska Museet when Kevin was 
younger. Kevin gained a more positive image of the event while attending, claiming it was more 
interactive than just a showcase of video-games and letting its attendees try out the video-games on 
display.  

The mental image that Kevin held regarding Akihabara came from different media outlets such as 
Japanese video-game culture,  tv-shows (anime), accumulated knowledge during Kevin's stay in 
Japan where he studied at university level.  The most interesting part about Akihabara for Kevin 
was the amount of different stores and the opportunity to find pop-culture products that was unique 
to Japan.  

The mental image that Kevin held about Game On 2.0 was that it would have a more traditional 
museum format, with the object and a stand describing the object. Information regarding the event 
was gathered through Tekniska Museets own webpage and through word of mouth. The most 
interesting part about Game On 2.0 for Kevin was the outlet of different video-games. 

However, Kevin claimed that Game on 2.0 exceeded his expectations, even so that Kevin visited the 
event on two separate occasions. The same could not be said about Akihabara however. Kevin held 
an image prior to visiting Akihabara as being more video-game oriented than it actually was and 
was slightly let down by the lack of a niched outlet and that it had not been as catered to Kevin's 
tastes. Besides this, Akihabara as a place was perceived as smaller and less colourful than Kevin 
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expected. While Akihabara as a place did not correspond with Kevin's image of it, it was still 
perceived as a positive experience. Kevin was very pleased with the trip to Akihabara in an overall 
sense.  

6.7 Alee - Star Wars film location in Tunisia 

6.7.1 Pop-culture event & destination and motivation for travel 

Alee visited two pop-culture tourism destinations located in Tunisia in 2005. These were the Star 
Wars filming locations in Tunisia. The locations of Alee’s visit were Onk Jemal and the Shubiel 
Gorge near the city of Tozeur. The film set in Onk Jemal was never dismantled after filming was 
done and the buildings now serve as tourist attractions. The Shubiel Gorge is a small canyon 
naturally cut from streams of water that once existed in the area. The various film locations in 
Tunisia depicted the planet Tattooine, it’s picturesque scenery and the made up buildings served as 
the “planets” various fictional cities in many of the Star Wars films, Alee explains. 

Alee states that his main intentions for travelling to Tunisia was to visit relatives and for leisure i.e 
sun, sand and sea (also known as 3S tourism). However, as he was spending time with his family 
there and planning activities his uncle mentioned that he used to be a tour guide and recommended 
the film sets. Initially Alee was reluctant to visit these attractions because he thought they were film 
sets of Tunisian films. His uncle then explained that it was in fact a famous Hollywood science 
fiction film. Shortly thereafter Alee did some research on the internet where he found out that it was 
the Star Wars filming locations, something which first and foremost was a film series that he had a 
personal interest in and secondly attractions that he did not know existed. He knew before hand that 
some of the scenes depicted in the films were shot in Tunisia but did not know that the buildings 
still remained.  

6.7.2 Motivation for travel 

When asked why he suddenly wanted to visit these sites, he explains that the Star Wars movie 
franchise was something that he grew up with and which he still has a passion for in his adult life. 
He states that the films were the first instance of science fiction which he experienced other than 
cartoons. Alee recalls that the locations and scenes of the film made the story seem very foreign but 
real at the same time. When asked how he got so interested in Star Wars Alee states that it was his 
cousin who introduced him to the films at about the age of 7. He also remembers pretend-playing as 
the characters in school with his friends, as well as having a lot of toys and merchandise of the 
franchise such as t-shirts, posters and video-games, something which he still keeps in a box in his 
basement. When asked about how this affected his interest in popular culture he states that the Star 
Wars movies eventually led him to have a fascination towards fantasy, action, adventure films and 
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literature. This is his favourite genre to date and something which he says he tries to share with his 
own children.  

6.7.3 The social aspects of pop-culture & travel 

When asked if the new age of I.T like social media and others was a factor in visiting these sites he 
could not say that this was the case in this instance. He says that he only did a quick internet search 
of the places when he was there before actually visiting Onk Jemal and Shubiel Gorge. However, 
more recently he says that he found out about Disney’s plans of creating a Star Wars theme park via 
Youtube. He says that Disney hosts a convention/exhibition every year called D23 that also live-
streams the upcoming products. He also states that this platform (Youtube) is a great way to keep 
updated regarding pop-culture in because there are people who talk about these things and are 
interested in products like this. It is easier to get information these days about whatever it is one is 
interested in he concludes. 

6.7.4 Destination & Event experience 

He goes on to explain that visiting the sites gave him a nostalgic feeling even though there was not 
a whole lot to see or do. Onk Jemal looked like an ancient abandoned village and the Shubiel Gorge 
was nice to look at, wander through and take pictures of. He states that for some strange reason he 
thought that Onk Jemal would be more lively, people dressed as characters. However he still found 
it exciting to have visited a site which was a part of something he was a fan of. He also states that 
Disney is planning to build a Star Wars theme park, sort of like Disneyland, which he is planning to 
visit when it eventually opens. 

“…now that there are so many new different Star Wars products out there.. films, cartoons, 
rolemodels… my kids just love it …it gives us something to bond about because I’m just as excited 
(as his children)… It’ll be fun taking them to Star Wars-land.”     
          - Alee 

He also states that if the attractions and sites had not been related to Star Wars he probably would 
not have been interested in visiting these places in the first place.  

6.8 Noelle - Harry Potter the exhibition tour in Norrköping 

6.8.1 Pop-culture event/destination  

Noelle has travelled to Norrköping specifically to visit the Harry Potter exhibition which took place 
in August, 2014. The exhibition in Norrköping was part of a world tour which lasted about one 
week in each city. The tour was a showcase of various props and costumes from the film adaptation 
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of the famous books. Apart from the showcase, merchandise could be bought from vendors such as 
replica wands and weapons, clothes, books, posters and toys as well as edible treats and drinkable 
beverages, like the story’s own fictional drink “Butter beer”. 

6.8.2 Motivation for travel 

When asked how come she loved the Harry Potter franchise, she replied that both the books and 
films were important for her in her childhood years. This was something that stuck with her even 
now, which was evident as she knew about several Harry Potter themed attractions which she 
showed an interest in visiting such as; Platform 9 3/4 in London’s Kingsrow station, Alnwick Castle 
which depicts Hogwarts School and Christ Church in Oxford which inspired the Hogwarts great 
hall. She also stated that she has already made plans to visit the Wizarding World of Harry Potter 
(theme park) in Los Angeles in July, 2016 something which she had high hopes for. The reason for 
her travel to Los Angeles is not foremost to visit this theme park, but for leisure and to visit friends. 
However, she did state the following;  

“I have to go there, it’s a must for me in L.A… I love the books and the movies, so why not make 
that (Wizarding world of Harry Potter) trip?” 
           -Noelle 

6.8.3 The social aspects of pop-culture & travel 

She relates the Harry Potter exhibition to ComicCon but in a smaller scale, where people are drawn 
to these types of events because they are fans of movies, games and other popular entertainment 
products. Noelle states that it was a unique experience to be at the exhibition where hundreds of 
fans and likeminded people from different backgrounds came together and showed appreciation for 
the books and films. She also explains that there were ordinary people there dressed up as the 
famous characters. 

The impact of technology mediation such as social media or the internet was not explicit in the 
interview as the topic was not touched upon. However, there was a clear mediation of the famous 
books and films which were prevalent in her childhood which formed her own fandom of the 
franchise. 
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7. Analysis 

The authors will code the responses and thematically sort them based on the information from the 
interviews. Here the empirical material will be analysed with Bourdieu´s theory of Habitus, Fields, 
Cultural capital and Social capital and the Pop-culture tourism and research model. The analysis 
section will be three-fold; one for the consumer motivations, one for tourism model and a summary 
of them both. 

7.1 Pop-cultural influence, interests and social aspects 

7.1.1 Habitus 

Habitus is explained by Bourdieu as the environmental social conditions which forms the 
individual’s reality, way of thinking, values, norms and unique interests. This is heavily rooted in 
the individual’s environment when they are raised but is also constantly changing during one’s 
lifetime. 

All respondents have stated that pop-culture has been prevalent in their childhoods, with the 
respondents being introduced to various pop-cultural products at a young age. For instance, the 
respondent David stated that he could not relate to other classmates interests in sports which 
resulted in him taking an interest in fantasy literature, Harry Potter, at the age of 12. This led him to 
gain friends that shared similar interests and a further interest for similar literature. These friends 
later introduced him to Japanese manga and anime in which his brother also gained an interest as 
anime started to gain popularity on t.v. This interest in fantasy type storytelling later developed his 
interest for video-games specifically of the fantasy RPG (role playing game) type. Similarly, Kevin 
was introduced to anime from shows on t.v as well as video-games in his childhood which he still to 
this day has an interest in. Jonas’ interest in video-games started at a young age as well. He stated 
that growing up in a upper-class suburb left him feeling that the suburbs inhabitants wasn’t people 
he wanted to associate with, leading him to find other interests which turned out to be video-games. 
This hobby eventually led him to compete in such video-games. Amandus, who was Jonas 
competitive partner also stated that video-games was prominent in his family and upbringing. 
Amandus’ father was the one who introduced him to video-games at the age of 4, fascinated by this, 
his interest grew from there into a competitive phase. Similarly, Robin’s mother was the one who 
introduced him to video-games which later became a competitive hobby alongside Jonas and 
Amandus. Ryan also states that he was introduced to video-games, comic books, t.v shows and 
science fiction films as a child from his cousin. This led him to gain an avid hobby of playing 
video-games, interest science fiction films and reading these types of literature.  

These respondents show the circumstances in which pop-cultural interest takes place. Although 
these circumstances differ slightly, the common denominator is that they were all introduced to 
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various forms of pop-cultural products such as literature, comic books, manga, anime, films and t.v 
shows at an early stage of their lives. The empirical results show that each of the individuals 
interviewed for this study have had conditions in their childhoods that have generated an interest in 
popular culture. These conditions have led to an interests of contemporary mass media 
entertainment that stems from the introduction of such products from family, friends, popular t.v 
shows, films and literature. Each of them has in different ways gained a rather significant interests 
within popular culture, respectively. Different fields so to speak. 

7.1.2 Fields 

Fields, according to Bourdieu, refers to the different specific immaterial areas within societies. 
Fields can for instance be; academic fields of study, political factions, type of profession, sports, 
different social circles from different fields of society, to specific taste in music, fashion, movies, 
literature and so on.  

Each of the respondents showed that they all had developed further interests of their own and 
hobbies in different fields of popular culture after their initial introduction. The field of popular 
culture i.e video-games, anime, manga, t.v and films, in this context, would then acclimate as a 
norm and interest in the respondents’ daily lives, their habitus, up to this point in time. Interests in 
these fields then manifests themselves as a form of consumer behaviour depending on the specific 
interests, or “taste” as Bourdieu would have put it, in buying and consuming these products i.e 
buying video-games, literature, seeing certain movies, following certain t.v shows. One aspect of 
consumer behaviour, which is not linked to merchandise, is the prevalent theme for this paper. It is 
the consumption of pop-cultural attractions, events and destinations. 

7.2 Incentives for pop-cultural tourism 

Whilst not all of the respondents visited pop-cultural events, attractions or destinations as a primary 
reason for travel, many of the respondents did take the opportunity to visit these sites as it aligned 
with their individual pop-cultural interests. However, if it was not for the influence of pop-culture as 
a norm in modern society and in the respondents childhoods they would not have been aware of or 
visited these attractions, events and destinations. 

7.2.1 Cultural capital 

These fields of interest has led to the formation of cultural capital. The interest in pop-cultural fields 
have led to the objectified state of cultural capital in which the individuals exhibit certain tastes in 
consumption which is evident in the material. The knowledge of the fields themselves, the 
embodied state, would then refer to the individual knowledge of such fields as manga, anime, 
video-games, films and so on and anything surrounding these fields. As evident by the empirical 
results, most of the respondents already had a notion and idea of the event, attraction or destination 
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prior to their visit. This knowledge would stem from various sources by actively following and 
using platforms of media like social media, by following tournaments on the internet or simply by 
using Google.However, the inert attraction of visiting such places stems from their conditions of 
habitus, fields of interest and consumption of these types of products. As a result each of the 
respondents interest in pop-culture would lead them to consume products both tangible i.e video-
games, books and so forth, as well as, intangible experience of pop-culture products as in 
conventions, exhibitions and foreign attractions in other countries. The latter is indicative to the 
objectified state, which is the specific taste in consumption. 

For instance, David primarily visited GamesCon because of his interest in video-games, and for the 
social company that shared similar interests. The same can be said about his future trip to Tokyo. 
Where the main drive for visiting Tokyo derived from his interest in Japanese pop-culture. In this 
aspect he explains that Japanese pop-culture such as anime and manga generated an interest 
experiencing in Japanese culture as a whole. He also states that one of his main have-to-do activities 
is to visit Tokyo tower and the floor One-piece manga/anime exhibition held there. The same can be 
said for Kevin. Had it not been for the extent of which Japanese pop-culture was inherent in his 
childhood, he would not have considered studying in Japan. Furthermore, when visiting Akihabara 
in Tokyo, it was foremost because of his interest in anime and prior knowledge of Japanese pop-
culture. 

For Amandus, Jonas and Robin, their hobby of competitive gaming was the sole purpose of 
travelling and visiting various countries and events. All of them went to Cannes in France first and 
foremost to compete. Robin also travelled to Estonia for the purpose to compete. The same can be 
said about Amandus’ visit to Närcon, where the main incentive was to compete, which he 
eventually won. All of them implied that the destination themselves was secondary in relation to the 
actual tournament. Amandus states that even Närcon as an event that was secondary to the actual 
competition they hosted. Furthermore, Jonas’ interest and hobby of video-games gave him an 
incentive to visit Akihabara whilst visiting Japan with his family. This is similar to how Kevin was 
drawn to the place, but with the intent of finding arcades which aligned with his interest in video-
games. 

As for Ryan, had it not been for the interest in video-games, which his sister had knowledge of, she 
wouldn’t have taken him to the exhibition Game On 2.0. He mentions that he did not know that 
there existed attractions like these in Sweden and was pleasantly surprised by the exhibition. Kevin 
also visited Game On 2.0 in two separate occasions. This was also aligned with his interest in 
video-games. 

When it came to David’s visits to Disneyland and Universal Studios theme parks, respectively, in 
California, he stated that the primary reason was to visit relatives. However, because he and his 
family were very familiar with the famous Disney and Universal films and characters from as 
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children, they felt it necessary to experience the theme parks. To their pleasant surprise it awakened 
a form of nostalgia when seeing characters such as Terminator, Goofy and Mickey Mouse and the 
picturesque environment. 

7.2.2 Social Capital 

Furthermore, the cultural capital of these specific pop-cultural fields has also brought with it social 
kinships. This can be coupled with Bourdieu’s social capital where most of these individuals have in 
some form of way found like-minded people to share their interests with, creating a distinct social 
group based on their interest. Whether through creating competitive teams, to sharing knowledge of 
literature, sharing interests and discussions of games, t.v shows or films with friends and amongst 
people with the same interest. Furthermore, people of like-minded interests are drawn to social 
contexts which align with their own interests. This was explicit by a few of the respondents’ 
participation in various pop-culture events, conventions and exhibitions, where fans of similar pop-
cultural interests were drawn to the same pop-cultural tourism product. 

Thus, the encouragement of interest in pop-culture also seemed to derive from social aspects and 
fellowship. As in the case of David, Amandus, Jonas, Robin and Ryan, these individuals could 
relate to other people with similar interests. Whether through creating social bonds like friendships, 
sharing interests and nostalgia with family members or to partaking in pop-cultural events and 
attractions amongst like minded people, this shows how these touristic products and places are able 
to attract a significant amount of fans of pop-culture products. 

The social capital in the immediate vicinity of some of the respondents also show how family and 
friends have had a direct causal role in creating interests for pop-culture, whilst others have had 
their interests awakened through other means like television, literature and video-games. 

7.3 Pop-culture Tourism Model 

Each of the respondents have visited sites, events and attractions based on their own interest of 
popular modern culture or because of the popularity of certain pop-culture products. These types of 
pop-cultural tourism products differ somewhat from one another but can still be placed under the 
same meta concept. As the empirical results show there are different ways in which pop-culture 
tourism takes place.  

It appears, that if there exists a prevalence of popularised media in these individual’s habitus’ then it 
has led each of them to gain a specific interest or hobby, within popular media and modern popular 
culture. Along with the popularity of such various aspects of modern culture such as film, video-
games, manga, anime and comic books it has brought with it an incentive. Within the context of this 
study, that incentive is to visit and travel to sites, attractions, events and destinations both 
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domestically or internationally in various countries. With this in consideration, an application of the 
Pop-culture tourism research model will be applied to this analysis. 

7.3.1 Innovation in designs and attractions  

This refers to the quality and standards that the consumers perceive about a particular destination or 
event.   

All respondents held the attractions in a high regard, with the exception of Robin’s trip to Estonia 
and Amandus’ trip to WGC. This was due to the lack of expertise from the managerial side of the 
events held there (which was the case for both the respondents). However, this wasn’t a detrimental 
aspect for either Robin or Amandus, seeing that their main purposes of those trips was fulfilled.  

Noteworthy here was that if there was a narrow purpose to travel to these events and destinations 
(meaning that if the purpose wasn’t just to explore a particular place), the authors found out that the 
respondents had a hard time commenting on the destinations themselves if the attractions within 
them was the main purpose of travelling.  

All aspects of the destinations (with the exceptions of services, since its outside the framework of 
this study) were painted positively, with very few exceptions. Jonas commented on the lack of 
accessibility via language during his visit to Akihabara, since he doesn’t speak nor read Japanese. 
Most of the information that the respondents had consumed about these places and attractions prior 
to travel was mainly from pop-culture itself, word of mouth and information via social media. This 
means that the respondent had sought out the information on their own accord, putting less 
emphasis on corporations in regards of marketing power.   
  
7.3.2 Fans and fan culture 

This refers to the social and cultural aspect of pop-culture tourism. 

In relation to the research model and the information that the respondents has given, this part of the 
figure has been the most prominent one. Almost all of the respondents (five out of eight) reported 
that they’ve put an emphasis on the social company that they travelled with, the particular culture 
that is presented at the events/destinations they travelled to, and the upbringing of the respondents 
all have played a crucial role in order for them to participate in the first place with pop-culture 
tourism. Seeing the fans and the fan culture as very strong push and pull factors themselves is 
something that has been shown through the authors findings. There were also comments on the 
social context as a whole, where people would gather because of their interest and fandom of 
particular product, insinuating that they were all there for the same reason. This was evident in 
regards to the events and attractions based on pop-culture products. As for the destinations, i.e 
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Akihabara in Tokyo and the Star Wars film locations in Tunisia, this was not explicitly touched 
upon. 

Regarding the “seeking - escaping” factor within the model, the seeking aspect had already been 
taking into account. The authors held the notion that all respondents holds a passion for travel, 
seeing that they had done it on multiple occasions. While only one participant commented on the 
passion for travel (Robin), it was taken into account that all respondents holds a passion for 
travelling (seeing that all of them did so in order to participate within pop-culture tourism).  

The personal and interpersonal rewards factor were particularly prominent for the respondents that 
went to WGC (Amandus, Jonas and Robin). The three of them commented on the gratification that 
came with competing in something that they all shared a passion for. This was not exclusive to them 
however, seeing that all respondents put relevance on personal and interpersonal rewards for 
participating in pop-culture tourism, although not in the same degree and for different reasons.  

7.3.3 Technology mediation 

This refers to viewing pop-culture tourism through the lens of today’s information age.  

As mentioned earlier, four out of eight of the respondents sought out the information about the 
places and events they’ve travelled to via social media. The exception was Ryan (who didn’t make 
the connection) and David (whom made the connection via media and not social media explicitly). 
However, due to Jonas’ time of travel to Akihabara (and lack of social media’s prominence between 
2003-04), that particular trip is more complicated to view through the lens of today’s information 
age. Furthermore, Alee stated that he only did a quick internet search prior to visiting Onk Jemal 
and Shiubel Gorge, however, it was not evident which platform was used to gain information i.e 
whether it was through social media or Google for instance. What the authors are able to see 
however, is that in regards to information about events can be found on social media and most the 
respondents has acknowledged that they know that the information is at least there, even if they 
didn’t by necessity partake in that information. Furthermore, it can be argued that gaining 
information and knowledge of such events via the internet is a norm in today’s modern society. This 
might seem obvious, however, it proves to show how technology mediation is an important factor 
for tourists of this kind to learn of pop-cultural events. 

It was also evident that the mediation of pop-culture products was an important factor, whether 
through books, comics, video-games, t.v shows or films. It can be argued that the type of mass 
consumption of these entertainment properties are more or less norms within today’s modern 
developed societies. Some of which have existed for several decades i.e Disney and comic books. 
With the ease of the information age, the internet, video-games, television, and films these 
properties can be easily enjoyed within the confines of one’s home. As pop-culture proves to be a 

!42



norm in the western developed countries so too does this continuously generate fans. Fans who are 
willing to research, visit and partake in pop-culture tourism. First as cause for interest via the 
popularity of pop-culture products. Secondly as an incentive for various types of pop-cultural 
tourism.  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8. Conclusion 

The purpose of this study was to examine the prevalent motivations for pop-culture tourism from a 
consumer perspective. In other words, how pop-culture tourism exists as a motivation for visiting 
attractions, events and destinations. The empirical results and analysis have shown that the interest 
in popular entertainment properties derived from the introduction of such entertainment in the 
respondents’ childhoods. This initial introduction would be from friends, family as well as mass 
media entertainment. The introduction then led to various different interests within popular culture 
for each of the respondents, fields of popular entertainment. These fields were then inherent as 
prevalent norms of interest in the respondents lives whether through hobbies, interests or 
competitively with other people, their respective habitus so to speak. This has led to specific interest 
in consumer behaviour of popular culture products. One of which being a sub-category of tourism, 
pop-culture tourism, which has been the focus of this study. It is evident that the respective interest 
in and knowledge of various pop-culture entertainment properties was a main motivational factor in 
visiting pop-culture destinations such as Akihabara in Tokyo, events like GamesCon, WGC in 
Cannes, NärCon, the Game on 2.0 and Harry Potter exhibition to attractions like Disneyland, 
Universal Studios and Wizarding World of Harry Potter as well as destinations like the Star Wars 
film locations in Tunisia and Akihabara in Tokyo, Japan. The above conclusion answers the first of 
this study’s research questions, namely: How does popular culture affect the tourists travel 
behaviour? 

Although some of the respondents stated that visiting these types of sites was not always a main 
factor for travel, they did visit these attractions out of their own specific interests. For instance, 
there were those who were on VFR (visiting family and friends) vacation that took the time to visit 
pop-cultural sites because of the effect some of these pop-culture products had on them as children 
i.e Anime -Akihabara, Disney films and characters - Disneyland. There were also those who 
specifically travelled because of a pop-cultural event, where the destination or country itself was a 
secondary incentive i.e WGC in Cannes, NärCon in Sweden and a games tournament in Estonia. 
Whilst the incentive for pop-culture tourism can be varied, it can be argued that these respondents 
chose to visit these sites because of the prevalent legacy and cultural impact that pop-culture has 
had in the respondents’ lives and other people in society which are referred to in the empirical 
results. This answers the second research question: What are the incentives for consumers to 
experience pop-culture tourism related events and destinations? 

Pop-culture tourism is an interesting phenomenon because, as far as this study shows, it goes from 
being a product of mass entertainment to a product of tourism, contrary to more common tourism in 
which a destination is sold primarily as a product from the start. In order to show the inter-relational 
aspects of pop-culture tourism, the Pop-culture Tourism: A Research Model was used in this study. 
Applying this model to the study has led to a greater understanding of how mass media 
entertainment properties relate to fans and fandom which results in pop-culture tourism. However, 
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the model does not consider how various forms of entertainment properties can have a significant 
effect on individuals formation of pop-cultural interest. It is evident, in this study at least, that 
specific interest in pop-culture starts from a very young age in which the exposure to popular 
entertainment properties are a prevalent factor. This has been analysed using Bourdieu’s theory of 
habitus and fields as well as social and cultural capital which shows the level of knowledge these 
people have about pop-cultural products including tourist attractions and how people with the same 
interests are drawn to these places. It is therefore proposed that the model should also consider this 
relational aspect between pop-culture and the individual in the analysis of pop-culture tourism.  

Image attachment four is a revised model of the Pop-culture Tourism: A Research Model. 

!45



9. Final discussion 

The authors want to start the analysis by stating that, throughout the course of interviews, the 
authors found that all respondents holds a strong bias towards pop-culture (tourism). This, in turn 
means that they hold the destinations and events in high regard prior to participating in it. This 
means that the results of the study could be less impartial than the authors would have liked them to 
be.  

This study does not in anyway try to show any means of generalisability amongst these types of 
tourists, nor the subject in question. This is one of the limitations when conducting qualitative 
research. The study does not aim to examine the organisations that provide these types of tourist 
products either. It does, however, examine significant driving-forces which generates the 
phenomena of pop-culture tourism. Another important question has come to mind after conducting 
this study is; If the effect that popular culture has in one generation creates pop-culture tourism, 
other types of pop-culture in younger generations would exist. Creating an ongoing phenomena 
cycling through generations.  

It has also come to our knowledge that fans or specific interest in various pop-culture properties 
does not always stem from being exposed to it as a child. This study presented it so because the 
empirical results led to that conclusion. However, we do find it interesting that the interest in 
popular culture at a young age, if it fosters in to a special type of interest in one’s habitus leads to 
pop-culture tourism, can lead to at least a new way of understanding this tourism phenomenon. 
However, not all pop-culture tourism comes to fruition in this manner. This study is just one 
explanation of it.  

Unintentional to the scopes of this study, something that the authors found out about (though not 
generalisable) is the sheer marketing value of the products alone to travel to pop-culture related 
events and destinations. Pop-culture products bypasses a lot of marketing approaches in regards to 
pop-culture related events and destinations, since most people who participate within this type of 
special interest tourism already hold the event or destination in a positive light due to the product 
itself. The product then becomes a reflection of a destination’s or country’s culture (which works as 
a pull factor).  

Furthermore, this study only encompasses 8 respondents. For future research it would be interesting 
to find out if these motivational and relational factors are generalisable to a wider populous which 
would encompass a wider demographic range.  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Attachments 

Attachment 1 - Interview Guide 

Semistrukturerad intervju - Konsument 

Pop-kultur Destination/attraktion 
Vilka popkultursrelaterade event/destination har du deltagit/varit i? 
Vart var dessa event/destination som du har deltagit/varit i? 
När hade du denna upplevelse? 

Motivation 
Vad motiverade dig till att delta/resa till destinationen? 
Vilken slags relation har du till popkultur? Hur blev du intresserad av det? 
Tror du ditt intresse kring popkultur (film, tv, comics etc) påverkade ditt val av ett sådant resmål? 
Skulle du säga att din sociala miljö hade samma intresse? Om ja, Vilket sätt då? 
Har den miljö som du växt upp i inspirerat dig mot sådan här aktivitet/turism nu som vuxen? 
Ifall den har det, på vilket sätt? 

Popkultur i Mass Media  
Vad tycker du om den ökade populariteten av pop-kulturs produkter i media? (t.ex respondentens 
egna popkulturs intresse) 
Tror du att dagens popularitet av popkultur som film, tv, serieböcker i media har ökat ditt intresse 
för såna här resmål/attraktioner? 

Resmål och upplevelse 
Vad förväntade du dig utav upplevelsen? 
Hur var den faktiska upplevelsen? 
Vad tyckte du om eventet i efterhand? 
(Plats image), vad visste du om platsen/eventet/attraktion innan du reste dit? 
Vilken mental bild hade du om platsen?  
Var tror du denna mentala bild kom ifrån? 
Fick du dina förväntningar uppfyllda? 
Vad var det mest intressanta med eventet/destinationen? 
Har sociala medier hjälpt dig att ta del av popkultursturism?  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Attachment 2 - Pop-culture research model elements  

(Lundberg & Lexhagen, 2014)  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Attachment 3 - Own illustration of fields and habitus 
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Attachment 4 - Own revised Pop-culture Tourism model 

This is an illustration and interpretation based on our findings and the application of Bourdieu’s 
theory and the Pop-culture tourism model.
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