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Additional Answer to the Question: What's in a Place Name? Components of Reputation through a Comparison of Two European Cities

come   L'archive ouverte pluridisciplinaire

Differences between place identity, place image, and place reputation in a digital area

Viewpoint Definition Concept

"Who are we as an organization?" Mental associations about the organization held by organizational members Identity "Who are we as an organization on the internet?"

All the content published on the internet -also called digital traces -that allow an organization to be defined 

  Virtual identity "What does the organization want others to think about the organization?" Mental associations about the organization that organization leaders want important audiences to hold Intended image "What does the organization believe others think of the organization?" Mental associations that organization members believe others outside the organization hold about the organization Constructed image "What do stakeholders actually think of the organization?" Mental associations about the organization actually held by others outside the organization Reputation "What do stakeholders actually think of the organization on the internet?" Mental associations published on the internet about the organization actually held by others outside the organization Comprehensive and Qualitative Research Design Stabilizing place reputation components as observable phenomena socially constructed (Berger and Luckmann, 1967) Unique and holistic case study (Yin, 2017) to analyze the reputation of London and Paris Data Collection through Questionnaire ★ Sent from the December 16 to 23, 2020 in France by the A&NMT Chair in collaboration with CSA Research ★ Computer Assisted Web Interview addressed to 250 persons representative of the French population Data Analysis with Gioia Methodology ★ First-order analysis identifying themes through an open and axial coding ★ Second-order analysis identifying whether the emerging themes suggest concepts "What are the words that spontaneously come to your mind when someone talks about the territory [xxx]? Five words, verbs, expressions or qualifiers you can think of" collecting respondent associations of place reputation "What perception do you have of the territory [xxx]? Only one answer possible: Very positive/ Rather positive/ Somewhat negative/ Very negative/ Do not pronounce" collecting respondent associations of place reputation attributes

  

  

  

  

  

  

  

  

  

Discussion and Opening Golden Triangle of Place Reputation Quality / Hospitality Identity / Personality Influence / Presence

  

	Aggregated	Number of	ARIS %	umber of	ONDON %
	Dimensions	evocat°P of evocat°N evocat°L of evocat°P
	lace Culture and				
	Leisure	87	13	18	4
	Place Hospitality	342	50	242	48
	Place Influence	67	10	104	21
	Place Identity	183	27	143	28
	Total	679	100	507	101

Data Structure of Paris and London Reputation Components (1/3) Data Structure of Paris and London Reputation Components (2/3) Data Structure of Paris and London Reputation Components (3/3) Aggregated Dimensions of London and Paris Reputation: Percentage of evocations