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Analitica

Mallorca, the largest of the Balearic Islands, is a well-known summer holidays destination; an ideal place to
relax and enjoy the sun and the sea. That tourist gaze reflected on postcards results from advertising campaigns,
where cinema played an important role with documentaries and fiction films. The origins of that iconography
started in the decades of the 1920's and 1930's, reflecting the so-called myth of the "island of cam™. On the
other hand, the films of the 1950's and 1960's created new stereotypes related to the mass tourism boom. Busy
beaches and the white bodies of tourists replaced white sandy beaches, mountains and landscapes shown up in
the movies of the early decades of the 20th century. Besides, hotels and nightclubs also replaced monuments,
rural landscapes and folk exhibitions. These tourist images mirror the social and spatial transformations of
Mallorca, under standardization processes like other seaside mass tourist destinations. The identity was rebuilt
on the foundations of "modernity”. Although "balearization" has not ceased, nowadays filmmaking about
Mallorcais advertising again a stereotype close to that one of the 1920s and 1930s, glorifying the myth of the
"idand of cam". This singular identity makes the island more profitable for capital that searches socio-spatial
differentiation in post-fordist times
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