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Elaboration of Trip to Paris Blog Story
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she would not have a

17. "I wanted Paige to get a feel

ces that
it home

16."On our trip to Giverny, we met a young

(aka the

mall). "

1.Gayle

woman from Brisbane, Australia who was
traveling on her own and we invited her to join

3. Paris.

us. Three of us enjoyed delicious and
innovative soufflés, while Paige had the rack of
lamb. We shared two dessert soufflés, one

chocolate and the other cherry/almond. Yum"

T

15." Michael Osman is an American artists
living in Paris."

2. Paige

"He his income by being a
tour guide." I" found out about him on
Fodors"

"So | engaged Michael for two days."
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4.The occasion
was my cousin
Paige’s 161

5.“lama
Canadian and get
by in French.”
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6. "All | can say is WOW! We rented a 2

bedroom, 1% bath apartment (two
showers), "Merlot" from ParisPerfect

http://www.parisperfect.com/ and boy was

it ever perfect! "
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14. "They had decide to come to Paris
to find the Harley Davidson store so
they could buy Harley Paris t-shirts."

?

13."The father stretched out his cupped
hands which held all of the pieces they were
able to recover, including the memory stick
and he very solemnly said, "El muerto...".

f
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12. Unforgettable Memories
"This trip had so many memories, but here are a few choice
....0n our very first night, knowing that the Eiffel
Tower light show started at 10:00 p.m.... she [Paige] dropped
her camera...down 6 flights...we were stunned...Spanish
Family below standing below [with pieces of the camera]”

highlights....

18."We went on Fat
Tirg's day trip to
Monet's gardens and
house in Giverny, about
an hour outside Paris.",

‘‘‘‘‘ "I know Paige will
treasure the memory of
this girl's trip for many
years to come."

11.Sites
+The Marais

*Notre Dame

«L'Arc de Triomphe - 248 steps up and 248 steps
down...

«Champs Elysee

«Jacquemart Museum

sLouvre Lite

*Musee D'Orsay

sLes Invalides, Napoleon's Tomb and the
Napoleon Museum

+Sacre Coeur

+Monmartre

*Rodin Museum

+Pompidou Museum

#Train to Vernon, bike to Giverny with Fat Tire
Bike Tours
*http://www.fattirebiketoursparis.com/

Eiffel Tower

9. "I bought a Paris Pratique pocket-sized book at a
Metro station. This handy guide has detailed maps
of each arrondisement, as well as the metro lines,
the bus lines, the RER and the SCNF (trains). I'l
never be without this again.”
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7. “We had a full view of the Eiffel from
We were

our charming little terrace
within walking distance to two metro
stops (Pont d'Alma or Ecole Militaire) "

8. "We were walkable to many good

10."ix months before our trip, | gave
Paige a couple of good guide books on

bistros, cafes and bakeries and only a Paris and she let me know
few blocks from the wonderful market what her interests were since after all,
street Rue Cler." this was to be her trip." 3

Gayle Takes Cousin Paige to Paris

e Canadian Gayle & cousin Paige

* Gayle-Paris-Paige relationships (+ve & in balance)

* Gayle previously visited Paris

* This trip “coming of age” for Paige

— child to woman transformation

e At end of story Gale connects concepts of Paige,
treasure, and memory for their trip to Paris

e Gayle’s actions and self interpretations reflect

fairy godmother myth enactment




Prince Charming for Paige

“...But my cousin is a budding artist and | thought it might be enjoyable
for her to experience some of Paris’ best art offerings through the eyes
of another artist.So | engaged Michael for two days.His warmth,charm,
wit and quirkiness were infectious and by the end of two days we cried
when we said goodbye and feel like he’s part of our family.He brought
insight and intelligence,historical perspective and tailored the itinerary
to Paige’s interests. Paige will always remember him fondly. . . after
all...he taught her the meaning of allegory...”

Iconic Sites & Scenes

e Eiffel tour night show

* The Marais

* Notre Dame

e L'Arc de Triomphe - 248 steps up and 248 steps down...
e Champs Elysee

* Jacquemart Museum

* Louvre Lite

e Musee D'Orsay

¢ LesInvalides, Napoleon's Tomb and the Napoleon Museum
* Sacre Coeur

*  Monmartre

e Rodin Museum

*  Pompidou Museum

e Train to Vernon, bike to Giverny with Fat Tire Bike Tours
www.fattirebiketoursparis.com/




Tag Cloud of Paris Story

apartment , cafe
cousin. de
euros., french la
metros MUSEUM I
paige paI’IS parisperfect
rue severals shop store
tour trip

Created from Daniel Steinbock’s TagCrowd under Creative Commons ©

Linguistic Inquiry and Word Count (LIWC)
Text Analysis : The Psychological Power of
Words

6.12 11.4 4.2

Self-references

(1, me, my)

Social words 10.55 9.5 8.0
Positive emotions 3.04 2.7 2.6
Negative emotions 0.54 2.6 1.6
Overall cognitive words 412 7.8 5.4
Articles (a, an, the) 7.74 5.0 7.2
Big words (> 6 letters) 18.40 13.1 19.6

Pennebaker, J. W., Francis ME, Booth RJ. (2001). Linguistic Inquiry and Word Count
(LIWC): LIWC2001. Mahwah: Lawrence Erlbaum Associates.




Marketing & Advertising Strategy Implications

e Story told in natural city setting
* Assume Paris = brand

e Brand is supporting actor enabling Gayle to
achieve her goals of showing Paris to Paige
(conscious) and help her coming of age
(unconscious)

* Builds favorable consumer brand relationship e.g.
best friendship (Fournier 1998)

* Near conversational interaction with brand e.g.
story is called “I love Paris”

infrastructure Consumer interactions
for (collective intelligence) create
Web sites & social media more value for all stakeholders

via social media
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Explore / Tags [ paris [ clusters
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Lamps, Eiffel Tower,france,
night, street, notredame,
bw, church, architecture,
toureiffel, city, cathedral,
louvre,museum

EWILE er‘ $

had an amazing weekend in Paris, with

Casablanca
L “We'll Always Have Paris”

City of love, city of lights,
landmarks , museums & galleries,
Cafés, coffee, conversations,
friendship, artists, lovers,
philosophers

the best girlfriend EVER! eseamam—
n ﬁait‘nnsler
Social Media Assets Social Media Brand
Web 2.0 content Optimization
Brand Equity
Awareness
Image
Personality
Brand Equity Trust
01"'“"'1"‘“““5I Core brand

Brand information

consistency
clarity
credibility

Loyalty




Extensions to Social Media Impacting Tourism

Micrasoft® Live Labs* %
CO{ :31@ 3D Warehouse
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The Future of City Brands

* Shift to “brands as service” (Plummer 2007)

e Provision of skills & knowledge to consumer
— Vargo & Lusch 2004
— “the customer is always a co- creator of value”

— “value is always uniquely and phenomenological
determined by the beneficiary [consumer]”(Vargo 2008)

* Provision of city information flows to aid consumer
e.g. assemble your own itinerary onIine

’/
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