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中文摘要

旅遊書扮演目的地和旅客之間的中介者，翻譯和溝通橋梁的角色。旅遊書是旅遊論述的一

部份，而旅遊論述深植於社會脈絡中。透過多方資料的蒐集，比較不同時期旅遊書與比較不同

文化背景產出的旅遊書，本論文的目的為找出台灣旅遊書的特性，討論其如何反映台灣社會與

文化; 找出台灣觀點與其重要性; 並提供一個媒體和觀光之間相互關係的概要。

台灣的旅遊書因社會變遷而改變。隨著時間的演進，旅遊書對於巴黎的描寫加入了新的元

素，也保留了幾個特點。首先，大部份台灣旅遊書的標題加入額外的訊息，這決定了書的走向

並建議讀者一個看巴黎特定的方式。第二點則是台灣旅遊書中很明顯都有作者的身影。第三

點，台灣旅遊書善用巴黎鐵塔的魅力; 如收錄大幅巴黎鐵塔的照片，書中多次提及鐵塔，和介紹

鐵塔造型紀念品等。並且，近年來越來越多台灣旅遊書著重以消費角度介紹巴黎。有別於部份

翻譯旅遊書，台灣旅遊書較不強調如百科全書般提供全方位的資訊。最後，大部份的台灣旅遊

書頃向於忽略旅遊警訊之相關資訊。

旅遊書介紹一目的地的方式和風格受文化的影響，因此旅遊書反映了其所在文化與意識形

態。此研究發現，典型的台灣旅遊書具有一額外資訊的標題，書中有明顯作者的存在，專著於

消費資訊的呈現，具有跟隨潮流的頃向，忽略負面資訊，並且偶像化艾菲爾鐵塔。

關鍵字：旅遊書，觀光，巴黎，框架，台灣



Abstract

Guidebooks are depicted as mediators, interpreters, and communicators of place and people. 

They are a part of the tourism discourse, and tourism discourse is embedded in a social context. By 

collecting  data  from  a  variety  of  sources  and  conducting  a  temporal  and  spatial  comparison  of 

guidebooks, this paper aims to find out characteristics and specificities of Taiwanese guidebooks on 

Paris and how they reflect Taiwanese society and culture; find out Taiwanese perspectives and their 

significance; provide an overview of the media and tourism in Taiwan and their correlation. 

 Locally produced guidebooks have evolved along with society overtime. Several elements have 

been added while  certain features remain consistent  in the framing of Paris. First,  we see that the 

majority  of local guidebooks include extra information in their  title;  this  defines the direction that 

books take and proposes a specific way to see Paris. Then, the marked presence of the author can be 

found in all local guidebooks. Next, Taiwanese guidebooks capitalize on the charm of the Eiffel Tower 

by means of inserting large-sized glossy photos, making numerous references to it throughout the book, 

presenting  Tower-formed  souvenirs,  etc.  Also,  chronologically,  we  see  an  increasingly  hedonistic 

aspect in Taiwanese guidebooks; spatially, local guidebooks do not claim to be all-encompassing or 

encyclopedia-like. Finally, the majority of Taiwanese guides overlook the information on nuisances.

Guidebooks  overtime  have  evolved along with  social  and  economic  changes.  A guidebook 

reflects a particular culture and ideology, as different framing techniques are employed by guidebooks 

of different origins. We find out that a quintessential Taiwanese guidebook possesses an informative 

title, an author with marked presence, a focus on consumption, and a tendency to follow the trend while  

iconizing the Eiffel Tower and minimizing negative information.  

Keywords: Guidebooks, Tourism, Paris, Framing, Taiwan.
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Chapter 1: Introduction

1.0 Preliminary considerations

The word  travel has the same origin as  travail, which is derived from the Latin  trepalium,  

meaning “instrument of torture” (Pearsall 1998:1972). As testified by the etymology of the word, travel 

means to make a laborious journey (Flexner, 1987); more directly, Fussell (1980) equates travel with 

work. In view of all this, and in order to make the work of traveling less toilsome, a written aid may be 

of some help. 

It has in fact been asserted that guidebooks exist because traveling is frightening (Allen, 1996). 

While this may not be intuitively obvious, it is certain that a guidebook may help make travel less 

“torturing” by preparing travelers prior to their trips and functioning as a compass along their journey. 

By its very name, a guidebook is a book that guides people to find their orientation. It delineates a 

world for people to experience and makes foreign places open, attractive and accessible (McGregor, 

2000). Thus, a guidebook mediates the relationship between a traveler and a destination. It provides a 

cognitive framework for perceiving a destination and interpreting what one perceives (Bhattacharyya, 

1997).

The  framework  varies  from  guidebook  to  guidebook,  however.  Gilbert  (1999)  writes  that 

although  most  guidebooks  share  common  features,  subtle  differences  exist  with  regard  to  how 

information is organized and presented; this explains why certain sites are marked as worth visiting 

(MacCannell, 1999) in one guidebook, but are simply left out in another. Cohen (1985) states that all 

information imparted is rarely,  if  ever, purely neutral;  with its seemingly objective arrangement  of 

information, a guidebook is no exception. One must keep in mind, as one critic reminds us, that “the 

putative objectivity of the travel guide is established by personal experience on the ground” (Callahan 

2011:104). A guidebook is more than a manual for understanding a foreign destination and culture; it is,  

rather,  “an idealized summary” (Carter  1998:351) of what  places are like. A particular ideology is 

hidden behind it. Hence, due to its nature of selection and guidance, Barthes (1957/1972) calls it “an 

agent of blindness.” As Richardson points out, ‘‘no textual staging is ever innocent” (1990:12)—any 

piece of writing is inscribed with a certain value. Therefore, a guidebook carries the beliefs and values 

of its author or editor, and the culture in which it is produced (Lew, 1991; Quinlan 2005; Santos, 2006). 

Considering all this, let me state the obvious: Taiwanese guidebooks on Paris represent the city 

through a Taiwanese lens. By writing out a foreign destination, these guidebooks actually provide a 
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window into the Taiwanese culture of leisure travel. To the exploration of this culture this paper also 

wishes to make a contribution.

Traveling for leisure to other countries does not have a long history in Taiwan. Overseas travel 

was prohibited for the public before 1979. A small group of people was the exception—diplomats or 

the affluent; a limited number of students also traveled for reasons of work or study (Chen, 1998; Lee, 

2000; Ying, 2007). In many cases, tourism occurred as a byproduct. Travel information was scarce. 

Geographical texts could help a little in rendering more familiar a foreign destination; so did translated 

travel programs occasionally shown on TV. Some of these early travelers also wrote down accounts of 

their trips and had them published. Their work played a certain role in opening a rather closed society, 

as it introduced foreign destinations and cultures to the people in Taiwan. 

Then, in 1979, the Travel Ban was lifted. The idea of leisure travel remained new and expensive 

for the vast majority. A series of policy changes implemented by the government, improved economic 

conditions, and better access to information for the general public led to a surge in the demand for 

travel and leisure in the late 1980s (Tseng, 2000). Books of travel accounts proliferated. Sensing an 

opportunity behind the fast-growing popularity of this leisure activity, several editors started to publish 

guidebooks or translate foreign works into Chinese. Taiwanese TV travel shows mushroomed during 

this period as well. As for newspapers, after years of running only occasionally travel-related articles, 

the three major newspapers in Taiwan, China Times 中國時報, Liberty Times 自由時報, and United 

Daily 聯合報, inaugurated their travel sections in the early 1990s. By now leisure travel was practiced 

by a much larger number of people, who gathered their travel information from a variety of sources. As 

Professor Jin-Yuan Hu  胡錦媛 ,  a  researcher in travel literature,  wrote in 2004, leisure travel has 

become a necessity for people in Taiwan. 

Writing and travel have always been intimately connected (Hulme & Youngs, 2002). And we 

can easily verify this connection in the Taiwanese case. Travel writing in Taiwan was first reserved to a 

small number of people who had the privilege to travel in the earlier days. Zun-Peng Bao  包遵彭 

(1957) and Mei-Yin Chung 鍾梅音  (1966), among many others, produced travel accounts after their 

trips to Europe and thirteen countries in Asia, Europe, and America respectively. Their writing mostly 

revolved around their itineraries; and included a brief introduction of the geography, history and culture 

of the places they visited; reporting their observations; and looking into their inner world and reflecting 

on life. All in all, their writing was an extension of their trips, and it was meant mainly to share their 

observations and feelings along their journey. 

Professional guidebooks that aimed at preparing their users prior to and during their journey did 

not appear in Taiwan until the 1980s. At first, guidebooks written by Taiwanese authors—Traveling in  
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Western Europe with You 伴您遊覽西歐  by Chiu-Shung Tsai  蔡秋雄  (Taipei: Shin Sheng Times 

Publishing 新生報社, 1980), for instance—tended to cover many countries in one book. Each country 

was introduced in a superficial manner, in just a few pages. Images or maps were rarely included. Well 

into the 1990s, as more people began to choose independent travel over package tours, guidebooks that 

provided more in-depth introduction on specific destinations began to appear on the market; practical 

information about such aspects as accommodation and transportation, as well as images, were included. 

It is also worth pointing out that several books published during this period were a combination 

between  a  lecture  and  a  guidebook.  They introduced  major  tourist  attractions  from historical  and 

cultural perspectives in an objective voice, without personal travel tales or tourist information. They 

were  not  travelogues,  yet  they  were  different  from  guidebooks;  they  belonged,  in  fact,  to  an 

intermediary genre. After the millennium, when independent travel became a much sought-after way of 

travel, guidebooks greatly diversified. Books with specific themes and concerns became available to 

cater for a more sophisticated reader market. Not only were more images included, but they were also 

brighter and more colorful than before. 

It is against this background that the present research articulates itself. It stems, in fact, from a 

fact  of  which I  became aware during my last  visit  to Paris.  I  had brought  along a  Lonely  Planet 

guidebook with me. I believed it would provide comprehensive information on Paris, in keeping with 

the promise of its recognized brand name. Along the way, I met several fellow Taiwanese travelers. As 

we exchanged information, they asked me if I had tried the bubble tea at a Taiwanese restaurant near 

the Garnier Opera House. I did not know such a place existed in Paris, so they showed me information 

about it in their guidebook, which was written by a Taiwanese author. It turned out that my  Lonely 

Planet guide was not as “omniscient” as I thought it was. The Paris I knew was slightly different from 

the one they knew, because we used different guidebooks! 

I  had  never  really  given  much  thought  to  how  important  for  a  guidebook  the  author’s 

background is, but after that incident I started to wonder how locally produced guidebooks could vary 

from translated ones. International or foreign published guidebooks usually adopt a global perspective 

since  they operate  on  a  multinational  and  multicultural  market.  As a  result,  information  that  only 

interests a particular group of readers is less likely to be included. This explains why information about 

the  bubble  tea  place  was  absent  from my  Lonely  Planet guidebook,  which  is  not  written  from a 

Taiwanese point of view. The way Paris is framed varies from one guidebook to another, depending on 

the perspective and agenda that each one has. Exploring this in detail has thus become for me a topic of 

research.
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1.1 Definition of terms

As a certain number of terms will appear constantly on the following pages, I find it appropriate 

to  include  here,  before  engaging  on  actual  analysis,  a  series  of  definitions  and  circumscribed 

perspectives.

“Traveler” vs. “tourist”

Wall  (2000) explains that both travel and tourism involve the movement of people between 

origins and destinations along connecting routes. He indicates that although travel is sometimes used as 

a synonym for tourism, it is actually a broader concept, because there is a variety of types of travelers, 

not all of whom may be tourists. This echoes the definition of tourism given by UNWTO—the visitor 

is a particular type of traveler. Therefore, tourism is a subset of travel. UNWTO defines a traveler as 

someone  who  moves  between  different  geographic  locations,  for  any  purpose  and  any  duration. 

According to Fussell (1980), a traveler is someone who enjoys the excitement and risks of an explorer 

and the comfort and security of a tourist. As for the word “tourist,” Löfgren (2002) argues that almost 

as soon as it appeared at the beginning of the 19th century, it started to carry derogatory connotations: 

“The democratization of travel  has charged the word with greater irritation and scorn” (2002:262). 

Those who consider themselves as travelers, with superior motives and tastes, may label other people 

“tourists.” Their emotional complex is what Fussell (1980) called “tourist angst.” Since this research 

focuses on guidebooks, rather than their readers or users, the two words, “traveler” and “tourist,” will 

be used interchangeably. 

“Guidebook”

According to Koshar (1998), it is difficult to give a precise definition of guidebooks because the 

guidebook  genre  includes  many  diverse  elements.  Although  no  clear  definition  can  be  provided, 

Towner (2000) classifies guidebooks as “lying more within objective, informative sphere of production, 

as distinguished from the impressionistic, personal world of the travel book” (2000: 267). Over the past 

150 years, what the mainstream guidebooks have had in common is the combination of itineraries, a list 

of  places  and  objects  deemed  of  interest,  along  with  practical  information  on  transportation, 

accommodation and expenses (Towner, 2000). For the purposes of this research, I take the guidebook 

to be a commercially produced and commercially available book with factual information on various 

destinations. 

On the other hand, a guidebook, by its very name, is a material in a book form. Therefore, 

brochures, pamphlets, travel magazines and travelogues are not considered guidebooks. 
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“Taiwanese guidebooks”

This refers to guidebooks that are written by Taiwanese authors and published in Taiwan. 

“Hong-Kong guidebooks”

This refers to guidebooks that are published in traditional Chinese orthography and are sold in 

multiple countries. The book price in different currencies is usually printed on one of the covers. Books 

from China, Malaysia and Singapore were initially considered but the sampling result was narrowed 

down to books originated from Hong Kong. Therefore, this group of books is categorized as Hong- 

Kong guidebooks. 

“Translated guidebooks”

This refers to guidebooks that are translated from another language into Chinese, written in its 

traditional orthography. 

“Genre”

Genre  is  “a  category  of  artistic  composition,  as  in  music  or  literature,  characterized  by 

similarities in form, style, or subject matter” (Pearsall 1998:766). Genres share certain traits or an “air 

de famille,” in Compagnon’s words. Jauss (1982) argues that genres are groups of historical families 

(as  cited  in  Frow  2006:70).  From  a  different  angle,  genre  is  a  set  of  constraints  regulated  by 

conventions  and social  contexts.  Genres are culturally specific and historically fluid. In this study, 

comparison of guidebooks with other forms of travel literature is based on their form, style, and subject 

matter, within a large generic approach. 

1.2 Statement of problem

Guidebooks have increased in both number and variety in recent years. They are depicted as 

mediators, interpreters, and communicators of place and people, yet there are few studies focusing on 

what information guidebooks present tourists with or how they do it (Lew, 1991; Bhattacharyya, 1997; 

McGregor, 2000; Quinlan, 2005; Rozier-Rich & Santos, 2010; Tegelberg, 2010; Wong & Liu, 2011). 

This is also true about Taiwan, as there are indeed only a handful of studies focusing on the format, 

content, and narrative of guidebooks in connection to Taiwan (Huang, 2004; Wu, 2006; Yeh, 2007; Liu, 

2009; Chen, 2011). None of these, moreover, examines the essence of guidebooks in a comprehensive 

manner. To put it otherwise, there is no in-depth discussion on what a guidebook is in terms of genre 
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and function; how it categorizes information; how it represents a destination; and in what social context 

it is produced and consumed. 

In  addition,  no  previous  research  has  approached  Taiwanese  professional  guidebooks  of 

different periods, nor has it engaged in observing the narrative voice, style, content focus, and image 

and text ratio of such texts in a chronological manner. Moreover, no comparison of Taiwanese and 

foreign guidebooks has been endeavored in a bid to tease out cultural differences and preferences.

Guidebooks are a part of the tourism discourse. As McGregor (2000) points out, perceptions of 

places cannot be derived purely from reading printed texts: other media also exert influences on how 

individuals see the world. Therefore, it is necessary to study other media from a tourism standpoint in 

order to have a comprehensive understanding of guidebooks in Taiwan. Although research on travel 

programs or travel writing has been conducted (Chen, 2003; Huang, 2004; Chuang, 2006; Wang, 2006; 

Chen, 2007; Tan, 2008), thorough investigations of Taiwanese television, newspapers, magazines, the 

Internet,  etc.  concerning  tourism  are  scarce.  There  are  no  synthetic  studies  that  provide  a 

comprehensive  overview  of  the  relationship  between  media  and  tourism  in  Taiwan.  In  addition, 

information is scattered and existing databases are often incomplete. 

Since  there  is  no  previous  structure  to  build  on,  this  study  collects  and  pieces  together 

information  and  data  gathered  from  a  variety  of  sources.  The  limitation  of  available  materials 

notwithstanding, I hope that this study will be able to offer a fairly accurate picture of the relationship 

between other media and tourism in Taiwan.

1.3 Purpose of this study

Guidebooks are a part of the tourism discourse, and tourism discourse is embedded in a social 

context; on the other hand, the perspectives and interests of the market are found in guidebooks (Lew, 

1991). Hence, it is necessary to study the tourism discourse to find out the relationship between media 

and tourism, and also to examine the social context in which guidebooks are produced and consumed. 

Against this background, and by 1) sketching an overview on development of tourism and media in 

Taiwan;  2)  providing  an  in-depth  discussion  on  the  essence  of  guidebooks  (function,  genre,  and 

information categorization); and 3), using Taiwanese guidebooks on Paris as a case study to find out 

how guidebooks frame and represent a destination, this paper aims to answer the following questions:

1. How are guidebooks different from other forms of travel literature? What are their generic 

features?

2. How do Taiwanese guidebooks frame and represent Paris?
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3. What characteristics and specificities do Taiwanese guidebooks share? How do they reflect 

Taiwanese  society  and  culture?  In  this  regard,  a  brief  discussion  of  television,  newspaper, 

magazines, and the Internet is included in this study to serve as background information for 

guidebook investigation. 

All these questions are framed against temporal and spatial axes, as follows:

Narratives  stem  from  temporality  (Richardson,  1990)  and  are  tied  to  social  discourses 

(Riessman, 1993), which do not remain constant over time. McGregor formulates a similar perspective, 

for he argues that “texts are actually dynamic agents that are continually influencing, modifying and 

reifying the meanings, beliefs and ways of seeing, of contemporary cultural groups” (2000:28). Seeing 

things from this  angle,  the introduction of tourist  attractions  reflects  changes of  travel  trends in  a 

society (Huang,  2004).  Taiwanese society has  undergone changes,  big and small,  in  economy and 

politics  for  the  past  three  decades.  Guidebooks  from  the  1970s  and  guidebooks  from  today  are 

produced  in  different  social  contexts.  As  a  result,  they  employ  different  narratives  and  styles  in 

presenting Paris as a tourist destination. 

Santos (2004), however, holds a different opinion on this. She argues that instead of creating 

new representations, tourism narratives tend to work on previously established organizing narratives. 

Therefore, this study needs to find out whether guidebook narratives evolve in time or there is rather a 

dominant and coherent narrative among guidebooks of different periods. 

Apart from the chronological comparison made among local guidebooks, another comparison is 

made between Taiwanese guidebooks and foreign ones. According to Pritchard, “all representations are 

created, filtered, mediated through cultural and ideological structures” (2000:246). Texts are embedded 

with  different  cultural  values  of  authors  and  editors  (Santos,  2006).  Due  to  social  and  cultural 

differences between Taiwan and other countries, it is assumed that different structures and narratives 

can be found in local and foreign guidebooks. 

1.4 Research methods 

1.4.1 Justification of destination choice 

With 79.5 million international arrivals in 2011, France continues to be the world’s top tourism 

destination (UNWTO, 2012). As the gateway to France, Paris has long been a popular travel destination 

over  the  last  few  centuries.  Through  its  history,  culture,  nature,  gastronomy,  entertainment  or 

commerce, the city attracts visitors of all ages and tastes. Paris is chosen here as a case study for two 

reasons. To begin with, it is the capital of France, the most visited tourist destination in the world. The 
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other reason is that guidebooks and travel writing that had France as their title before 1990 in Taiwan 

tended to present France in a partial and selective manner. A book titled “France” often covered Paris 

and another two or three cities in France only. In many cases, a third of the content was dedicated to 

Paris alone. This imbalance in content ratio would impede comparison of guidebooks on France over 

time. As a result, the case study is on the city of Paris instead of the entire country of France.

1.4.2 Data collection

Given the lack of historical data mentioned above, this study needs to first take a look at the 

media at large in order to obtain a general idea of tourism development in Taiwan. Newspapers, TV 

programs, advertisement, and the publishing industry are all briefly examined. Official statistics and 

interviews with tourism representatives offer an insight into the tourism development and the travel 

trends in Taiwan. Then, the research goes through Taiwanese-produced guidebooks on Paris. The basic 

requirement for selection is for guidebooks to have been published in Taiwan between 1979 and 2011 

and be titled “Paris.” Even though books that cover the entire continent of Europe or the whole country 

France do provide  travel  information on Paris,  they are  not  included in  this  study.  Information  is 

compressed into a limited space in these books, hence destinations are usually introduced in a partial 

manner. Results would not be accurate if we compared a three-page presentation of Paris with an entire 

book dedicated to the city because we do not have the same basis for comparison.

Another crucial criterion for selection is that guidebooks encompass a broad spectrum of travel 

information. I take comprehensiveness as a prerequisite for this investigation, which means that topic-

specific books such as Le Goût de Paris 巴黎味  (Tsao, 2007), which is essentially a gourmet guide, 

and  Paris, j'y suis  長眠在巴黎  (Mou, 2009), which in fact is a cemetery guide, are not taken into 

consideration in this study. 

For the analysis of Taiwanese guidebooks,  foreign guidebooks not only provide a basis for 

comparison, but also represent an object of research in their own  right. Foreign guidebooks can be 

divided into two groups; the first group is that of books written in traditional Chinese1 but published by 

transnational companies; the other group is that of books translated from other languages into Chinese 

written traditionally. 

As for the source of guidebooks, bookstores are definitely one excellent location for obtaining 

research samples, but since the majority of them tend to display recently published works, libraries and 

used book outlets can be used as alternative locations for obtaining guidebooks. Apart from physical 

1 Many Taiwanese are able to read simplified Chinese, but the percentage of books written in simplified Chinese is rather 

minor, as traditional Chinese is the official and most used written language in Taiwan.
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book locations, the Internet is a particularly good source for acquiring books that are out of print and 

cannot be found elsewhere. To be more specific, guidebooks for this study come from the three major 

bookstores2 in  Taiwan  (Eslite,  Kingstone  and Books.com.tw3),  two libraries  (The National  Central 

Library and National Taiwan University Library) and, for books that cannot be found in these locations, 

an auction website (Yahoo! Taiwan).

1.4.3 Analytical methods

The  guidebook  study  is  based  on  a  two-way  comparison:  comparison  among  Taiwanese 

guidebooks  and  comparison  between  Taiwanese  and  Hong-Kong/  Taiwanese  and  translated 

guidebooks.  The  examination  of  Taiwanese  guidebooks  is  intended  to  point  out  similarities  and 

differences  among  different  periods,  while  the  comparison  of  local  and  Hong-Kong/  local  and 

translated guidebooks is meant to tease out the Taiwanese perspectives.

The guidebook examination attempted in this paper begins from the outer elements. This is 

because, of course, access to the text is mediated by the paratext. The paratext is a “threshold” between 

the inside and the outside (Genette 1987/1997:2), for it makes it possible for readers to enter the text 

without much difficulty. The purpose or function of the paratext then is to communicate a piece of 

information (e.g. the title of a book);  to indicate an intention (e.g. message from the author in the 

preface); to make a promise (e.g. granting a book the status of a travel guidebook, instead of someone’s 

travel accounts); and to offer advice or comment in some cases (e.g. how the book can or should be 

used)  (Genette,  1987/1997).  Although  the  paratext  is  only  an  assistant  to  the  text  (Genette 

1987/1997:410), it has a great influence on how the text is perceived and experienced. Therefore, a 

study on the guidebook’s text would not be complete without going through the paratext. 

What is considered as the paratext in a guidebook then? The answer should be that everything 

in the book except the text proper belongs to the realm of the paratext, i.e. the book cover (both front 

and back), flaps, spine, title, table of contents, and preface/ foreword (authorial, editorial or celebrity-

endorsed); strictly physical elements, like the book size (encyclopedia or pocket-size) or the choice of 

paper (glossy, matte, thick, or thin) can also be considered together with paratextual information, to the 

degree that they reveal and emphasize a specific approach, an intended audience, etc. 

2 The three bookstores  have been selected for  their  commercial  performances based on bestseller charts of bookstores 

included in the Publication Annual published by Government Information Office.

3 Books.com.tw 博客來 is an online bookstore, established in 1996. It has become the largest book retailer in Taiwan since 

2009 (Zhang, 2011).
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The examination of the paratext in this study is processed at two levels—location and element. 

The  front  cover,  flaps,  and  table  of  contents  are  the  three  major  locations  to  discuss  paratextual 

elements. 

As for the guidebook text proper, this study combines elements of stylistics analysis, content 

analysis as well as semiotic analysis to study the text and images and to see how they correspond to 

each other. Stylistics (understood in a large sense) is employed to find out the “possible significance of 

linguistic features in texts, how they can be interpreted as representing an event or situation from a 

particular perspective or point of view” (Verdonk 2002:29). Next, content analysis is used. Content 

analysis  is  a  research  technique  in  tourism  that  is  frequently  used  in  studying  destination  image 

(Pritchard, 2000). When being utilized in conjunction with other forms of textual investigation, content 

analysis  “creates  more  critical,  richer,  and  complex  interpretations  of  representations”  (Pritchard 

2000:250).  The  study  aims  to  identify  words  and  phrases  that  are  being  constantly  recycled  by 

guidebooks in order to create certain images and impressions of Paris. Content analysis is conducted on 

the presentation of the Eiffel Tower. 

The Eiffel Tower is taken as an epitome of Paris tourism in this study for four reasons. First, a 

consensus in choosing the front cover image is found among Taiwanese guidebooks; 11 out of 17 books 

feature the Tower on their front covers. Its iconic dimension is thus powerfully emphasized. Secondly, 

among all tourist attractions of Paris, the Eiffel Tower gets the most attention in guidebooks. The Tower  

generally receives a larger amount of coverage through a greater length of text and a higher number of 

photos. Next, the Eiffel Tower is often used as a structural indicator in the table of contents; 8 out of 17 

guidebooks employ a Tower-centered strategy when introducing the area of the Tower.  Finally, the 

Eiffel Tower is frequently mentioned and referenced in other parts of the guidebook even when the 

focus is on other tourist locations. The monument is often mentioned in the guidebook introduction, a 

list of must-see attractions, and sections on other tourist attractions. 

Finally, for guidebook images, content analysis is first employed to produce statistics that give 

“objective description,” such as number, size and types of images. Then, semiotic analysis is applied to 

study the content of images. Semiotic analysis has been used constantly in tourism analyses; examples 

are MacCannell (1976), Culler (1981), Cohen (1989), Cooper (1994), Bhattacharyya (1997), and Liu 

(2009).  According  to  Eco,  “semiotics  is  concerned  with  everything  that  can  be  taken  as  a  sign” 

(1979:7). Images carry specific messages from authors/editors to guidebook users. Therefore, studying 

images  of  Paris  in  Taiwanese  guidebooks  sheds  light  on  the  image  of  Paris  from  a  Taiwanese 

perspective. “The core assumption of the semiotic approach is that the touristic process is constituted 

through signs that communicate meaning” (Bhattacharyya 1997:374-375). Guidebooks, with their text 
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and images, take part in helping readers make sense of what a place is like through signs within a 

certain discourse. These signs function as “vehicles of meaning in culture” (Hall 1997:6). Capitalizing 

on these insights, the present research first intends to categorize types and themes of images shown in 

guidebooks, find out if there is a commonality among them and then see if there are any recurring 

subjects, explicit and implicit meanings and messages behind them are then discussed. 

1.5 Synopsis of chapters 

After the present introduction (Chapter 1) , Chapter 2, investigates printed and visual media 

and media outlets in regard to tourism, aiming to give an overview of the relationship between media 

and tourism in Taiwan. In Chapter 3, guidebooks are discussed as a genre. This part includes history, 

function, and classification of guidebooks. In Chapter 4, a case study is conducted on guidebooks on 

Paris. A chronological comparison among Taiwanese guidebooks and a spatial comparison between 

locally  produced  guidebooks  and  Hong  Kong/translated  ones  are  made  in  order  to  tease  out 

characteristics  and  specificities  of  Taiwanese  guidebooks  on  Paris.  In  Chapter  5,  a  summary  of 

discoveries and conclusions drawn from the case study is reported and discussed. Directions of future 

research are also suggested. An Appendix dedicated to the “Images of the Eiffel Tower in guidebooks” 

is also added at the end of this paper and is referred to several times throughout it.
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Chapter 2: Overview of tourism and media in the ROC

2.0 Introduction 

It  is  unlikely for a  tourist  to  head to a destination with a  tabula rasa mind (Cohen,  1985; 

Löfgren,  2002).  Before  heading  to  a  destination,  a  tourist’s  mind  is  loaded  with  sediments  of 

associations, clichés and images (Löfgren, 2002). People’s ideas about a destination are a result of both 

the accumulation of everyday materials and active efforts made by the tourism sector, as what Gunn 

(1988) called “organic and induced images.” “The way we react to a piece of landscape today is often 

the result of a long process of institutionalization, a development that has condensed a scene into a 

cultural  matrix,  an icon” (Löfgren 2002:99). People’s anticipation over a place is “constructed and 

sustained through a variety of non- tourist practices” (Urry 2002:3). The media plays an influential role 

in the process of image formation. Instead of just being a messenger between destinations and potential 

tourists, the media is a mediator that creates representation and generates expectations. The tourism 

industry speaks to the public  via  the media to  advertise and promote itself.  Rozier-Rich & Santos 

(2011) remind us that travel narratives are increasingly found throughout various media outlets, such as 

print media, television, and the Internet. Either discreetly or indiscreetly, tourism and the media are 

intimately intertwined. Their collaboration has intricately woven into the fabric of people’s everyday 

life. 

2.1 Tourism development in Taiwan

Due to historical reasons, most people in Taiwan started to travel abroad after the Travel Ban 

was lifted in 1979. Before that, travel was not only expensive but also prohibited for the public by 

government policies. Diplomats, the wealthy, and a few students were exceptions. They traveled for 

reasons of work or study. In many cases, tourism occurred as a byproduct. Then, after the Martial Law 

was lifted in 1987, the number of outbound departures exceeded one million in the same year, a 30 

percent increase from the previous year (Taiwan Tourism Bureau 交通部觀光局, 2012). Tseng (2000) 

writes that in the late 1980s, due to a more open political climate, increase of disposable income and 

better access to information for the public, the demand for travel and leisure surged. 

At first, group travel was the major form for most people when traveling abroad “due to a lack 

of  information  and  language  barriers”  (Chou  1993:1).  Tours  to  Europe  tended  to  be  long  and 

comprehensive (i.e. covering many countries). Ze Yang  楊澤 ,  Chief Editor of  United Daily News 

12



Supplement 聯合報副刊, argues that Taiwanese in the 1990s were eager to see the world and Europe in 

particular, as Taiwan had long been influenced by European culture (Chen, 1998). However, there was 

a  discrepancy  between  willingness  to  travel  and  actual  travel  behavior  due  to  time,  expenditure, 

language and visa barriers1 (Huang, Yung & Huang, 1996). Although Europe has been the top preferred 

destination for Taiwanese tourists, Taiwanese population traveling to Europe has always made and still 

makes up a small portion, less than 3 percent in average, in the overall outbound departures (Taiwan 

Tourism Bureau).2

Then  Taiwan  introduced  a  five-day  workweek  every  other  week  in  1998  (and  a  five-day 

workweek in 2001). Travel magazines and books were published in droves to offer ideas for weekend 

getaway (Publication Annual,  1999).  Steven Wu3,  a  senior travel agent,  stated in an interview that 

sometime well into the 1990s group travel finally reached a mature and then a saturate stage. There was 

a growing demand for more tailor-made trips. Airline companies and travel agencies were quick to 

respond to the demand of a more independent-minded segment of the tourism market by offering more 

flexible and customized options. While some people purchased tailor-made tours from travel agencies, 

some started to gather information and planned their own trips. 

Starting  from the  late  1990s,  the  number of  independent  travelers  has  greatly  increased  in 

Taiwan (Tan, 2008; Poh, 2011). This phenomenon is in fact a part of a global trend; as Osti, Turner and 

King write,  “the current  consumer trend is  away from package tourism towards more individually 

organized travel” (2009:63). Over the course of three decades, overseas travel has gone through many 

stages; from group package tours to customized or backpack travels; from whirlwind visits to single-

destination in-depth trips. People’s expectations about travel have changed considerably as well. Travel 

has become a necessity for people in Taiwan in the last two decades (Hu, 2004) and overseas travel has 

become a part of people’s life style (Huang, Yung & Huang, 1996). 

2.2 Media development in Taiwan

Due to the historical and political reasons, the Taiwanese government took a cautious approach 

toward the mass media. The media was strictly controlled by the authorities during the Martial Law 

years, 1949-1987 (Li, 1993). TV-broadcasts, radio, newspaper and publishing were all censored and 
1 According to a press release of the Ministry of Foreign Affairs on December 22, 2010, starting from January 11, 2011, 

Taiwanese passport holders no longer need a visa to travel to the EU for visits shorter than 90 days within a six-month 

period.
2 There were 18,000 departures in 1990; 280,000 in 2000; and 170,000 in 2010. 
3 Steven Wu 吳西謙 has more than 50 years of experience in the tourism industry. He is now the president of Zion Tour 錫

安旅行社, established in 1967 (Source: Interview and www.zion.com.tw). 
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kept  under  the  watchful  eye  of  the  government.  Communism-related  ideas  and  criticism  of  the 

government were taboo subjects. Taiwan remained a relatively closed society until the late 1980s. Most 

Taiwanese relied on the controlled media and printed text,  such as TV programs, newspapers,  and 

travelogues, to get to know foreign countries at the time when overseas travel was not allowed. 

The abolition of the Martial Law in 1987 signaled the beginning of transition for Taiwanese 

society,  which  started  to  move  away  from a  conservative  and  traditional  regime  to  a  liberal  and 

dynamic one. The era of state-controlled media came to an end when freedom of speech came to be 

enjoyed by people in Taiwan (Wang, 2005). TV travel programs proliferated in the late 1980s to quench  

people’s thirst  for overseas travel. In the meantime,  travel  texts and guidebooks were published in 

droves (Shao, 1989). After years of reading travel accounts and newspaper travel columns, the long 

suppressed desire to see the world led to a travel boom when overseas leisure travel was allowed and 

affordable.4 

2.2.1 Printed media

Starting  from the  1970s,  Taiwan’s  booming  economy  and  the  gradually  looser  regulations 

imposed by the government provided an excellent condition for the development  of the publishing 

industry (Xin,  2001).  The period between the 1970s and the abolition of the Martial  Law in 1987 

witnessed enormous  socio-political  changes.  The  increase  of  household  revenue  and the  nine-year 

compulsory  education  contributed  to  a  large  increase  of  reading  population.  Along  with  the 

development and diversification of the printed media, an overwhelming amount of travel information 

can now be found in newspapers, magazines and travel books. 

2.2.1.1 Newspapers

Information on international etiquette started to appear in the 1980s. The United Daily News, for 

instance, ran a series of articles for two weeks in 1991, introducing dos and don’ts when traveling 

abroad, in order to promote a good image of Taiwanese citizens (United Daily News, 1991). The idea 

that a person represents his/her country when traveling overseas and that it was his/her responsibility to 

behave in an appropriate manner was repeatedly emphasized. In addition, as even a casual look at 

newspapers from 1980 to 1993 at the newspaper archive of the National Central Library in Taiwan 國

4 The Travel Ban was lifted in Taiwan in 1979. Men (due to military service restriction, only those over the age of 30) and 

all women were allowed to travel overseas. Per capita income rapidly increased from USD 3,000 in 1985 to 10,000 in 1993 

(Accounting and Statistics 行政院主計總處, 2012).
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家圖書館 will show, half or full page advertisements for international airplane tickets or package tours 

appeared quite often. 

As for travel series, they long existed before the three major newspapers, United Daily News,  

China Times and  Liberty Times, incorporated travel sections in the early 1990s. Mei-Yin Chung, for 

example, had her stories run serially by The Central Daily News Supplement and later (1966) had them 

published them into a book called Reflections of a Whirlwind Trip 海天遊蹤; this was reprinted for a 

total of sixteen times (Database for Literature Magazines and Writers in the 1950s  50年代文藝雜誌及

作家影像資料庫).5 Her writing was mainly about her travel with her husband to twenty-five cities in 

thirteen  countries  for  eighty days in  1964.  Apart  from her  appreciation of foreign landscapes,  she 

looked into the history, culture and social issues of each place visited and reflected on problems and 

development in Taiwan. 

A decade later, another female writer, San Mao 三毛, took travel writing to a next level. She did 

not just travel and go back home writing her stories. Instead, her stories were published while she was 

on the go. United Daily News started running a serial article of her travel experiences and everyday life 

in the Sahara Desert in 1976 (Chen, 1998). The series was later made into books. Her stories were 

mainly about foreign landscapes, adventures and life with her Spanish husband in the desert.  As a 

Taiwanese female writer,  she opened up a door of imagination to the foreign and the exotic for the 

public in Taiwan at the time when most people were banned from traveling overseas. To a certain 

degree, people’s curiosity about other cultures and the yearning to see the world were satisfied by 

reading  San  Mao’s  stories.  With  her  foreign  travel  experiences  and  mesmerizing  storytelling 

techniques, she was seen as a legendary lady roving all over the world (Huang, 2010). Later in 1981, 

United Daily News sponsored her “Literature Tour” 文學之旅 to Central and South America (United 

Daily News Group 聯合報系 , 2010). Her writing led to a “San-Mao Fever” in the Chinese-speaking 

world. She was not the first female travel writer in Taiwan, but her works were the most widely read 

and remained popular for almost two decades (Tan, 2008). 

The next figure who contributed to travel writing in Taiwan is Hua-Juan Zheng  鄭華娟 , a 

renowned Taiwanese singer and composer. She had her stories published in Minsheng Bao 民生報, a 

sister publication of the United Daily News, during her six-month tour backpacking in Europe in 1988. 

Her stories were especially inspiring because overseas independent travel in the late 1980s no longer 

seemed as mysterious and impossible as it was the case during the time of San Mao (Taiwan Panorama, 

2009). Some compared her with San Mao, for they were both married to foreigners, lived abroad, and 

they enlightened readers about the concept of travel. 

5 Available online at www.tlm50.twl.ncku.edu.tw/.
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1987 was the year that Martial Law was abolished. It also marked the opening of the Taiwan 

Straits,  when the  government  of  Taiwan permitted Taiwanese to  travel  to  Mainland China  for  the 

purpose of visiting family. The ban on newspapers was lifted in the subsequent year, in 1988. The 

political  climate  and  social  atmosphere  became  more  open.  The  number  of  outbound  departures 

exceeded one  million in  1987 (Tourism Bureau  觀光局 ,  2012).  Travel  information was in  great 

demand.  After  years  of  running  unsystematically  travel-related  stories  and  advertisement,  travel 

sections were officially launched in the three major newspapers in the early 1990s.

At first, domestic travel was the focus. Tourist information on international travel soon followed 

suit. Apart from the practical aspect, reports on more profound aspects such as culture and art have 

been also available since then. China Times, for example, ran a full-page report on French art history, 

table manners and street art in Paris in January 1993 (China Times, 1993). A few weeks later  China 

Times presented a special issue on overseas travel for the Chinese New Year holidays. Later, after the 

two-day weekend was fully  implemented,  information on domestic  travel—“weekend gateways”—

could be found in all three major newspapers on a regular basis. In 2004, the Hong Kong-based Apple 

Daily entered Taiwan market and soon became the most popular newspaper on the island (in terms of 

sales). The travel section in Apple Daily is about two to three pages, while it is usually just one page in 

the  other  three  newspapers.  None  of  the  four  newspapers  seems  to  have  a  consistent  policy  in 

introducing a destination. A city, a country or sometimes a region is selected and presented. The travel 

guide style is the most common form. Large pictures and practical information are usually included. 

Meanwhile, travelogues written by travel gurus or celebrities giving instructions and travel tips appear 

quite often as well. 

Together with television and radio, newspapers used to be an important part of people’s daily 

life. They were one of the main sources for people to obtain information, although they were often 

considered government propaganda tools during the Martial Law Era. After the lifting of the Martial 

Law, what  used  to  be taboo could now be openly discussed.  Diversity  and creativity  began to  be 

respected. However, the opening up of cable TV channels in 1993 and the rise of the Internet led to a 

decline in newspaper readership. Due to their printed nature, newspapers cannot compete with TV and 

the Internet, which provide 24/7 news updates. Within a decade, daily newspaper readership in Taiwan 

dropped from 73 % in 1994 to 49 % in 2004 (Wang, 2005). “Five newspapers went out of business in 

2006, making 2006 the most challenging year in the history of print newspapers” (Wang 2008:97).

Starting  from the  early  1970s,  advertisement  related  to  outbound  travel  could  be  found in 

newspapers;  this  is  the  case  with  Cathay  Pacific’s  flights  from Taiwan to  Bangkok  and  Malaysia 

Airlines’ flights from Hong Kong to Kuala Lumpur (China Times). The first advertisement related to 
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travel to Europe was put in 1983 by KLM (Royal Dutch Airlines), the first airline carrier flying directly 

from Taiwan to Europe (ROC Advertising Yearbook  中華民國廣告年鑑 ,  1983). Over the years, 

advertisement on outbound tourism by airline companies and travel agencies came to be included in 

almost every newspaper. It can be easily noticed that most advertisement by travel agencies is about 

tour packages. It was a trend to tie several countries together in one package for tours to Europe (e.g. 

France, Germany, Switzerland, and Italy in 15 days), and this is still popular today. Travel agencies and 

airline  companies  also  sponsor  events  and  activities  as  a  way  to  promote  business  and  advertise 

themselves. This will be discussed later in the section of media outlets. 

2.2.1.2 Magazines and TV guides 

Magazines specialized in travel appeared at around the same time as newspaper travel sections. 

Today, there are about twenty travel magazines available in the Chinese language6. Following is a brief 

discussion of early and major travel magazines in Taiwan. 

Published in 1990, Blanca 博覽家  was the first travel magazine7 in Taiwan (Liu, 2009). It 

focused mainly on overseas travel. Soon, Travel.com 行遍天下  was published in 19928. It provided 

both domestic and overseas travel information. Five years later, TO’GO began publication in 1997. It 

was the first magazine aiming specifically at independent travelers (Wu & Fan, 2005; Liu, 2009). After 

the millennium, MOOK Publishing 墨刻出版 launched several magazines of specific focus to cater to 

audiences of different interests. MOOK Traveler 旅遊情報誌季刊, a quarterly magazine, was started in 

2001. It features seasonal highlights and events.  MOOK Taiwan Play  作客遊台灣 , published as of 

2001 as well, focuses on domestic travel. MOOK Food &Travel 美食旅行 was first published in 2003. 

By its self-explanatory title, the magazine is a gourmet travel guide. First published in 2005, MOOK 

Traveler Luxe 旅人誌 promotes travel in style, with “travel in luxury and elegance” as its motto. AZ 

Travel 旅遊生活雜誌  began  publication  in  20039,  offering  both  domestic  and  overseas  travel 

information. Lonely Planet Traveller 孤獨星球雜誌 published its first Taiwan edition in 2011. Other 

travel magazines such as  Or China 旅讀中國 ,  alive 品味書 , and  Bon Voyage 一次旅行  are also 

available on the market. 

6 This number is based on a search performed on the Books.com.tw site. 
www.books.com.tw/exep/prod/magazine/mag_2008/browse.php?Source=mgic&type=1#type15. Access date July 11, 2013. 
7  This was established by James Shiihara 椎原正浩. The magazine is no longer in publication. 
8 This is a subsidiary of Hong Shuo Cultural Enterprise 宏碩文化事業, owned by a Taiwanese automaker, Yulon Motor 裕
隆汽車. The official website is tw.molife.com. Apart from guidebooks for both domestic and overseas travel, Hong Shuo 
Cultural Enterprise also publishes the DK Eyewitness series in Taiwan. 
9 It was created by 椎原正浩, founder of Blanca magazine, in 1990.
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Apart from travel magazines, travel information can also be found in general magazines. Taipei  

Walker and HERE10 feature domestic travel although they focus more on cuisine and leisure activities 

in Taiwan.  News-oriented magazines often include a section or column dedicated to  travel.  China 

Times Weekly 時報周刊 ,  for  instance,  has  a  section called “Traveler”  旅人 ,  introducing tourist 

destinations with in-depth reports on local cultures and customs. TVBS Weekly TVBS 周刊 and Next  

Magazine壹週刊 also feature domestic and overseas travel information.     

As for TV guides, soon after the launch of the television broadcast service in 1960s, the three 

channels at the time, TTV 台視, CTV 中視, and CTS 華視, published their own TV guides, TTV’s TV 

Weekly 電視周刊, CVS’s China TV Weekly 中國電視周刊, and CTS’s Comprehensive TV Weekly 綜合

周刊, to provide information on their programs and entertainment news. Other weekly publications that 

did not belong to any TV stations such as  Comprehensive TV Weekly 電視綜合周刊  and  Show TV 

Weekly 你我他 came to the market in the late 1970s (Wang, 2008). As their focus revolved around TV 

programs and celebrity updates, travel-related information was seldom included.     

2.2.1.3 Travelogues and guidebooks

Travelogues have long existed before the appearance of professional guidebooks. Early travel 

writers were either diplomats and their spouses or students, who were allowed to travel abroad during 

the Martial Law period. Due to her husband’s diplomatic career, Chung-Pei Hsu 徐鍾佩 spent several 

years traveling and living abroad. She shared her travel stories and experiences in her work My London 

Days 多少英倫舊事 (1964) and Remembering Spain 追憶西班牙 (1976). Another important figure of 

travel literature in Taiwan is Mei-Yin Chung. As mentioned earlier in the discussion of newspapers, she 

traveled with her husband and had her observation and experiences published into a book Reflections  

of  a  Whirlwind Trip,  a  travelogue  of  her  trip  to  25 cities in  13 countries,  in  1966.  In  it,  Paris  is 

introduced with her visit to Montmartre, the Louvre Museum and Versailles. Parisians are described as 

elegant and graceful. Go to Paris for Fun 到巴黎去玩兒, published in 1969, is a children’s book. With 

a familiar speaking voice and simple language, the book is meant to introduce culture and cityscape of 

Paris to children. 

After the abolition of the Martial Law in 1987, classic literature or the so-called “serious” books 

lost  their  market  dominance  (Xin,  2001).  Instead,  books  on  computers,  leisure  and  entertainment 

became a strong force. Guidebooks were published in large numbers (Government Information Office 

新聞局, 1989). Especially after the launch of the five-day workweek every other week in 1998 and the 

subsequent five-day workweek in 2001, the publishing industry witnessed a boom in leisure magazines 

10 HERE magazine stopped publication in 2009.
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and travel books (Publication Annual 出版年鑑 , 1998). We find more travelogue writers today than 

thirty  years  ago  as  more  people  travel  and  have  stories  to  share.  In  addition,  because  people’s 

expectation and preferences for travel have undergone great changes, travelogues now take on many 

different forms. An increasing amount of photos are added and in some cases, such as Greece, a Place 

that Uses up All the Blue that the World Has to Offer11 希臘：一個把全世界藍色都用光的地方 (H. P. 

Li 李欣頻, 2004), images take the central role while the text becomes “subsidiary” in such a way that 

in the book the line between a travelogue and a photo album becomes blurred. Another example of 

“unconventional” travelogue is Merhaba! My Turkey Journey 土耳其手繪旅行 (P. Y. Chang 張佩瑜, 

2005), which is a geography teacher’s two-month travel journal presented in handwritten notes with 

hand-drawn illustrations. Her distinct personal style made her book one of the bestsellers, with a large 

group of high school student readers (Huang, 2007). Over the years, travelogues about specific topics 

of interest have also gained popularity. Provence Style 普羅旺斯生活美學之旅 (Sunkids Publishing 上

旗文化, 2006), for example, presents southern France from an art of living and slow travel perspective. 

Another example, Travel and Living in France 居遊法國 (C. M. Wang 王傑民 & J. Hong 洪瀞, 2012), 

is a travel account of two gourmet travelers exploring France and discovering its culinary treasures. In 

addition,  the Internet  is an incubator for travel  amateurs to share their  experiences and further get 

publishers’ attention and have their stories published. This will be discussed later in the section on the 

Internet.   

Professional guidebooks started to appear on the market in the 1980s. Traveling in Western 

Europe with You 伴您遊覽西歐 in 1980 is the first locally produced guidebook on Europe. Within 484 

pages,  the book covers  Britain,  Belgium, the Netherlands,  Luxemburg,  France,  Monaco,  and West 

Germany. Each destination is introduced in a superficial manner. Towards the 1990s, as people were 

relatively more “travel-savvy,” they slowed down their pace and spent more time to get to know one or 

a few destinations at a time. People turned to guidebooks about one specific country or city. After the 

millennium,  guidebooks  have  greatly  diversified.  Some  propose  specific  ways  to  experience  a 

destination. A First-Timer’s Super Easy Self-Guided Tour to France 第一次自助旅遊法國超簡單 (H. 

C. Peng 彭欣喬, 2007), Western Europe on a Shoestring 花小錢玩西歐 (Y. R. Chen 陳嬿如 & S. N. 

Hong 洪順男, 2008), and Getting to Know Louvre and Versailles 開始看懂羅浮宮和凡爾賽宮 (Y. C. 

Wang 王瑤琴, 2009), for instance, target readers of individual needs or special interests. Publishers are 

also well equipped to react to social trends: the publication of Working Holiday in New Zealand 開始到

11 For Taiwanese books that originally do not provide their titles in English, their titles are translated from Chinese to 
English by myself. 
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紐西蘭打工度假 (S. F. Tsai 蔡弦峰, 2007) by Taiya Publishing 太雅出版社 was a response to the 

opening of working holidays in Australia and New Zealand for Taiwan youth. 

Translated guidebooks began to appear in bookstores in the late 1980s. Formosan Magazine 

Press  台灣英語雜誌社  translated and published the Insight  Guides  series by APA Publication. 

Chinese-versioned Continental Europe 歐洲大陸 was published in 1988. Guidebooks translated form 

Japanese started to be available at around the same time. Rail Travel in Europe 歐洲鐵路之旅 in 1988 

and The Best Guide to Paris 巴黎觀光生活指南 in 1990 were both published by Elite Publishing 精英

出版 . In addition, Elite Publishing has also been publishing JTB guidebook series from Japan since 

1990.  Later  in  1995,  Gallimard’s  Nouveaux-Loisirs  series  were  published  into  Chinese  by  Owl 

Publishing House  貓頭鷹出版社  and the Eyewitness Travel series by Dorling  Kindersley were 

published by Yuan Liou Publishing 遠流出版社 . Lonely Planet guidebooks were first translated and 

published in 2007 by Linkingbooks Publishing 聯經出版社. Lonely Planet Paris was published in the 

subsequent year, in 200812.  

Guidebooks  by  a  Hong-Kong  publisher,  MOOK  Publishing,  were  first  available  in  1998. 

MOOK is  a  Hong Kong-based  publisher  with  its  business  focus  on  Chinese  speaking  readers.  Its 

distribution scope includes China, Hong Kong, Malaysia, Singapore, Taiwan, and the US. With the idea 

of a “magazine book,” MOOK presents book-depth travel information on Taiwan and other countries in 

magazine size with a large amount of images. Apart from a number of travel magazines it owns, as 

discussed previously in the section about magazines, MOOK’s Free and Easy Guidebook series 墨刻自

遊自在  covers  destinations  around  the  world.  It  should  be  noted  that  the  majority  of  MOOK 

guidebooks tend to have a disproportionate text-to-image ratio. Images often take the lead role while 

the text serves more of a “supporting actor.”  

2.2.2 Visual media

Ever since the beginning of television broadcasting in Taiwan in the 1960s, television has been 

one of the major information sources for people. With the opening of the society and improvement of 

the economy, television programs have multiplied and greatly diversified over the years. As leisure 

travel has been practiced by a larger number of people and more channels now include travel programs 

in their show time, after the millennium new travel channels have appeared to quench people’s “travel 

thirst.”  Later  in  the  1990s,  the  rise  of  the  Internet  revolutionized  the  way of  how information  is 

distributed and received for business operation in the tourism sector and individuals. Instead of just 

12 Based on a phone call inquiry on Feb. 18, 2013, Mr. Lee from the Copyright Department of this publisher confirmed that 
Linking Publishing no longer publishes Lonely Planet guidebooks due to contract termination of book publishing rights.
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receiving what the traditional media feed them, people started to participate actively in the making of 

tourism discourse by means of online forums and the social media.  

2.2.2.1 Television 

Television broadcasting started in Taiwan in 1962. Due to historical reasons and government 

policies, only three channels were available.  They were censored and partially  owned by the state 

authority. After a three-decade state dominance, the Cable Television Networks Act 有線廣播電視法 

was passed in 1993, which led to a mushrooming of cable and satellite channels. The penetration rate 

of cable TV increased from 25% in 1992 to 86.4% in 2007 (Duan, 2009). Apart from general channels, 

TV viewers  now have  more  options  of  channels  based on  different  themes  and interests,  such as 

finance, religion, sports, and music channels (Duan, 2009).

Based on TV show-times found in old newspapers, travel programs seem to have been scarce in 

the 1960s and the 1970s. Starting from 1970, foreign-produced TV programs on travel in Europe were 

shown occasionally. The first locally produced program on trips to Europe was Touring around Europe 

走馬看歐洲 .  The  documentary-style  program was  based  on  a  trip  made by photographers  and 

journalists visiting six Western European countries and was broadcasted during prime time on CTS 華

視  for a period of one month in 1973 (CTS Twenty Years on  華視二十年 , 1991). The program 

presented  major  tourist  attractions,  life  of  overseas  Chinese  in  Europe,  successful  examples  of 

infrastructure modernization, and European market analysis for Taiwan exports. It was a huge success, 

for its viewing rate hit a record high (CTS Twenty Years on, 1991). Further information about the 

program can be found in the TV guide published by CTS while the show was running. No less than five 

issues of the weekly TV guide feature information on the program, including a brief introduction of 

tourist destinations presented in the program, artists and fashion trends in Europe, and occasionally one 

or two photos. 

In the next two decades more travel programs became available on TV, although they remained 

marginal compared with other genres of programs, such as news and drama. The Far Ends of the World  

are Like Next Door 天涯若比鄰 in 1982 and Running around the Globe 繞著地球跑 in 1990 were 

Taiwanese travel programs that introduced foreign countries and cultures to a curious audience only a 

few years after the Travel Ban was lifted in 1979. Discovery Channel began broadcasting in Taiwan in 

1995, two years after the legalization of cable and satellite channels.  Globe Trekker was broadcast in 

the very same year. Being the first program promoting a backpacker style of travel in Taiwan, the show 

soon became popular  among an audience interested in independent travel (Chuang, 2006). Also in 
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1995, Great Castles of Europe was shown on the Discovery Channel, and thus ancient European castles 

were introduced to people in Taiwan. 

After the millennium, more programs featuring foreign travel were available on TV. The King 

of Adventure13 冒險王 in 2002, Passport to Europe in 2005, and The World is Huge 世界這麼大 in 

2005 all  presented destinations  in  Europe.  In  addition,  the  Travel  and  Living Channel,  owned by 

Discovery Communications, was launched in Taiwan in 2005. The channel offers high-end luxury to 

budget-conscious travel programs. As its very name suggests, the programs of this channel are either 

about travel or life style. As a matter of fact, programs of life style, such as cuisine and home décor, 

also include ideas and elements of travel. “Bizarre Foods with Andrew Zimmern,” for instance, features  

a man traveling around the world in search of strange foods.

Over the years, travel programs have multiplied in number and diversified in style. As foreign 

programs  have  long  been  a  part  of  the  TV tourism  discourse  in  Taiwan,  locally  produced  travel 

programs have also grown in numbers due to Taiwan’s social and economic transformation. In the last 

three decades, the discourse of local travel programs “has evolved towards an independent travel style 

with more emphasis on consumption” (Chuang 2006:61).   

2.2.2.2. The Internet

The outbreak of SARS in 2003 helped make e-commerce popular in Taiwan because people 

tended to stay home and shop online (Lue, 2003). E-commerce sales soared and Internet usage surged 

during and after the SARS epidemic. According to the Ministry of Culture 文化部, the percentage of 

Internet usage grew from 28.1% in 2000 to 46.6% in 2010.  Sensing the growing importance of the 

Internet  and  seeing  the  opportunity  and  competition  that  it  brought  along,  bookstores  and  travel 

agencies were quick to respond to this trend by incorporating website operations into their business 

activity from the mid-1990s. Books.com.tw, the first Taiwan-based online bookstore in Taiwan, Hong 

Kong, and China, started its operation in 1996, a year after Amazon.com. Traditional bookstores such 

as Kingstone 金石堂書店 and Eslite 誠品書店 launched their online bookstore service in 2000 and 

2001 respectively. As for travel agencies, they developed new or enhanced websites to expand their 

business. On the one hand traditional travel agencies such as Lion Travel 雄獅旅遊14,Phoenix Tours 鳳

凰旅遊 15, and South East Travel  東南旅行社 16 all took advantage of the Internet to diversify their 

13 Due to budget concerns, more than 75% of its content focuses on Southeast Asia and Oceania (Chuang, 2006).  
14 Lion Travel launched its online service in 2001. According to an interview by Business Next in 2006, its online sales make 
up 30 to 35% of its total revenue.
15 Phoenix Tours made its tourist information available on its website in 1996.
16 South East Travel launched its online commerce service in 2003.
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business; on the other hand entirely web-based companies such as Ysticket 玉山票務17, EZ Travel 易

遊網18, and Star Travel 燦星旅遊19 joined the market after the late 1990s. 

In addition to online stores and services, influences from individuals rather than corporations 

have also played a role in the shaping of leisure travel in Taiwan. Personal blogs featuring stories and 

photos of travel have gained attention in the recent decade. Several individuals first share their trips on 

their  blogs  and,  after  accumulating popularity  for  a  certain  period of  time,  their  travel  stories are 

published into books. Justin, for instance, shared his photos of a trip to Greece in May 2003. His blog 

had more than a million visitors within two months20. His instant popularity led to a book publication, I  

Left My Heart in Aegean Sea21 我的心遺留在愛琴海, in July the same year. He later quit his computer 

engineer’s  job and became a full-time tour guide (Li,  2012). Another  example of blogger-become-

book-author is Yu-Hsuan Chao 趙于萱. She began posting notes about her trips online in 2001 and her 

first book, Fish’s Trip to Italy22 魚的義大利旅行, was published in 2003. In the subsequent ten years, 

she published another five travelogues. Justin and Chao are two successful bloggers who have turned 

their hobby into profit. There are of course many lesser-known bloggers or self-proclaimed travel gurus 

who contribute to the sharing of experience and providing of information. Apart from blogs, online 

forums are also places where people share and search for travel ideas. Founded in 2004, Backpackers

背包客棧 23 is  the largest  online forum for travel-related information in  Taiwan. Those who love 

independent travel certainly have heard of this website (Hsu, 2010). It  is  a platform for people to 

exchange information, to compare ticket prices, and in many cases to find travel companions. Several 

previous Taiwanese studies on backpackers (Chuang, 2006; Liu, 2009; Huang, 2010; Huang, 2012) 

actually use this forum as a sampling pool for interviewees. Although the actual number of registered 

members for the forum is not available24, their page for travel information and tips has more than seven 

million views25.

The Internet provides business opportunities for corporations but it is also an important source 

for  trip  preparation  and  post-travel  experience  sharing  for  individuals.  As  improved  commercial 

17 Ysticket, established in 1998, is the first web-based company for transportation tickets in Taiwan. 
18 EZ Travel was established in 2000. It is an Internet-based travel agency with a dozen outlets around the island. According 
to its website, more than 70% of its members are between the age of twenty and forty years old. 
19 Star Travel was established in 2003. After a year of operation, it had a turnover of NT thirty million dollars (Source: 
www.startravel.com.tw). 
20 Book introduction from the publisher at Books.com www.books.com.tw/exep/prod/booksfile.php?item=0010228786 and 
Eslite www.eslite.com/product.aspx?pgid=1001129721278551  Accessed July 15, 2013.
21 Published by Locus Publishing 大塊文化 in Taipei.
22 Published by Bookspring Publishing 春天出版社 in Taipei.
23 www.backpackers.com.tw/forum/.
24 The number of forum members is not shown on Backpackers’ page. Backpackers declined to give a specific number for 
their registered members in an email response of July 15, 2013.
25  www.backpackers.com.tw/guide/index.php. Accessed July 15, 2013.
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services  are  available  online  and  more  dependence  on  social  media  is  observed,  the  Internet  has 

changed the way people approach travel.  

2.2.3 Media outlets 

For the past three decades, the development of leisure travel has undergone several phases in 

terms  of  mode,  length,  and  expectation.  Travel  agencies  and  airline  companies  have  long  been 

promoting overseas travel through advertisement  and sponsoring events since the late  1970s. They 

adapt to social trends and incorporate technology into their business operation.  Greater varieties of 

choices  have  been  made  available  to  cater  to  consumers  with  growing  sophistication.  The 

transformation of bookstores along with social and cultural changes in Taiwan also enhances and helps 

redefine the meaning of travel in our daily life. 

2.2.3.1 Travel agencies and airline companies 

The majority of people chose package tours at the beginning of overseas travel due to the lack 

of  information  and  travel  experiences.  Advertisement  for  organized  tours  was  often  found  in 

newspapers and magazines. As the development of package tours reached a saturation point and people 

began to plan their own trips in the 1990s, travel agencies adapted to the trend and started to provide 

custom-made  tours  to  suit  individual  needs.  As  discussed  previously,  travel  agencies  have  also 

expanded their  business  to  the  Internet  to  keep up  with  the  trend,  as  the  cyber  world has  gained 

considerable influence in the real  life. In addition,  a travel section with trip advertisements can be 

found on major portals, such as Yahoo! Taiwan and PCHome Online. 

Another important venue is the travel fair, where travel agencies provide travel counsels and 

promote their products by giving out great deals at discounted prices. The Taipei International Travel 

Fair 台北國際旅展 and Taipei Tourism Expo 台北觀光國際博覽會, for example, attracted more than 

207,00026 and 260,00027 visitors respectively in 2012. Highly responsive to market trends and crazes, 

travel  agencies  take  advantage  of  the  media,  such  as  television  series  and  movies,  to  promote 

destinations. The Lord of the Rings film trilogy, for instance, is almost always found in promotional text 

for tours to New Zealand.  Visits  to filming locations in popular Korean television series are great 

selling point for trips to South Korea28 as well. As for trips to France, if we take a tour of a travel fair 

and gather brochures and leaflets for trips to France or Europe, we see that travel agencies tend to offer 

26 www.tte.tw/web/intro.aspx. Accessed July 15, 2013. 
27 www.taipeiitf.org.tw/Content/article.aspx?Lang=2&SNO=02000001. Accessed July 15, 2013. 
28 Dae Jang Geum 大長今 and Winter Sonata 冬季戀歌, among others, are often used to promote trips to South Korea by 
travel agencies in Taiwan. 
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two kinds of package tours; one is themed tours, such as castle, landscape and gourmet tours; and the 

other is multi-country tours from nine to fourteen days. France is often bundled up with Switzerland, 

Italy  and  Germany  due  to  geographical  proximity.  In  this  fast-paced  style  of  travel,  Paris  and 

sometimes the Côte d’Azur are the only places people visit during their short stay in France.     

Airline  companies  have  long  been  running  advertisements  in  newspapers,  as  discussed 

previously in the section of printed media. Apart from hosting and sponsoring events, they cooperate 

with travel agencies and foreign official tourism offices in Taiwan. Two major airline companies, China 

Airlines 中華航空 and EVA Air 長榮航空, began granting travel writing awards in the late 1990s29. 

The high prize  money and intense media coverage sparked a  surge in  popularity  of travel  writing 

(Chong, 2008). As Chong argues, “the two airline companies had their awards titled travel literature 

instead of  travel  writing.  By doing so,  travel  writing  is  elevated to the  status of  a  literary genre” 

(2008:37). In addition, sensing the opportunity that the Internet provided, China Airlines took the lead 

in launching an online ticket purchasing service in 2000. Other companies soon followed suit  and 

joined the game. Concerning the actual trip, flying to France used to be long and sometimes wearing 

because there was no direct flights from any cities in Taiwan. Since 1993, EVA Air has provided direct 

flights between Taipei and Paris, which shortens flight time and avoid transferring hassles.   

Apart from travel agencies and airline companies, one organization should be mentioned when 

speaking of French tourism in Taiwan. Atout France  法國旅遊發展署  is a French official tourism 

board. Set up in 1995, the Taipei office has been working with local tourism operators such as travel 

agencies and airline companies to promote French tourism since 2001. According to the marketing 

executive of the Taipei Office, Catherine Chen30 陳泓光, the average number of Taiwanese traveling to 

France is between 14,000 and 15,00031 annually. About half of them choose package tours while the 

other half travel independently. Atout France provides printed travel information in their office and 

downloadable files  on their  website32. Among the eighteen themes of  travel  they propose on their 

homepage, the Taipei office focuses more on Culture & Heritage and the Art of Living (food and wine)

—for they are the supposed popular themes for people in Taiwan. Certain tourism resources, however, 

are not open to the public because they are reserved for higher-end consumers. Travel agencies contact 

Atout France to get insider information in order to provide special offers to their privileged customers. 

29 China Airlines granted a Travel Literature Award from 1997 to 1999. EVA Air granted the Across the Universe Literature 
Award in 1998.
30 An interview was conducted in Atout France Taipei Office on November 21, 2012. 
31 The number is an estimate based on their communication with the French Institute in Taiwan 法國在台協會, airline 
companies and travel agencies. 
32 tw.franceguide.com/.
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2.2.3.2 Bookstores 

Before the 1980s, bookstores were usually cramped with piles of books and the lights were 

dimmed, which made it hard for people to navigate and find books (Xin, 2001). Then after the 80s, 

Taiwan witnessed the rise of chain bookstores. Kingstone Bookstore 金石堂書店 opened its first store 

in Taipei in 1983. Books were organized and displayed according to their  themes and genres in a 

spacious and well-lit  environment.  In addition,  Kingstone created the first  bestseller  book chart  in 

Taiwan, which offered reading suggestions and ideas when people walked into the stores. Several years 

later, Eslite Bookstore 誠品書店 began its operation in 1989. Eslite took the idea of bookstore to the 

next level by providing an even larger store space and incorporating the concept of taste to its store 

design and book selection (Xin,  2001). Books are categorized and displayed based on their topics. 

When we take a trip to any of its stores today, we find all travel-related books in a travel section where 

books are shelved by continent, country and city. In addition, more than just selling books, Eslite holds 

various workshops and seminars on a regular basis with an eye to bring culture, art and creativity into 

people’s daily life (Hou, 2001). Ying-Tai Lung 龍應台, incumbent Minister of Culture, once said that 

Eslite has become an important cultural  landmark for Chinese-speaking people  (Hsu, 2012).  Since 

2001, the Eslite Travel Festival  誠品旅行節  has been held every early summer. Travel books and 

related accessories are on display at the store entrance. Together with seminars featuring writers and 

travel gurus, writing competitions, and airline tickets and hotel vouchers giveaways, this annual event 

not only boosts seasonal sales but promotes the concept of travel in various forms.

Kinokuniya Bookstores  紀伊國屋書店  from Japan is the first foreign bookstore that set up 

branches in Taiwan in 1987, the same year of the abolition of the Martial Law. Focusing on Japanese 

culture and trends as their niche, Kinokuniya Bookstores is a must-visit for those who plan to travel to 

Japan (Yang, 2005). FNAC33 法雅客  from France opened its first store in Taiwan in 2003. It is a 

combination shop where cultural and electronic products are available. It holds workshops on a regular 

basis and photography competitions each year to promote culture and design into daily life, according 

to its CEO (Li, 2013). Page One from Singapore came to Taiwan in 2004. With more than half of its 

books in English, Page One provides readers in Taiwan a bookstore experience of international level 

for they are  able  to provide  the latest  books simultaneously with shops in  London and New York 

(Government Information Office, 2004). 

In addition to the physical bookstores discussed above, online bookstores have also gained their 

prominence  due  to  the  rise  of  the  Internet.  Kingstone,  Eslite  and  other  smaller  scale  bookstores 

33 According to an article in Commercial Times 工商時報 on May 4, 2013, FNAC is now a Taiwanese brand, solely owned 
by the Shin Kong Mitsukoshi Group 新光集團. The store name has been changed to Fayaque. 
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launched their online bookstores, as an expansion of their existing operation, in the late 90s or the 

beginning  of  the  millennium.  Established  in  1995,  Books.com.tw 博客來  is  an  Internet-based 

bookstore. It had more than two million members at the end of 2007 (Government Information Office, 

2008) and has become the largest book retailer in Taiwan since 2009 (Zhang, 2011). Travel books can 

be easily found in the nine book categories on its homepage. 95 search results are found for travel 

books  under  the  classification  of  France34.  Like  physical  bookstores,  bestseller  charts  and 

recommended reading lists are provided to guide readers to the latest and the most-discussed books. 

The portal has also held Books.com.tw Travel Festival 博客來旅遊節 each year since 2005 to promote 

travel books with giveaways and discounts. Beginning with 2000, it  cooperates with 7-1135,  which 

speeds  up  shipping  time  and  simplifies  paying  methods.  All  in  all,  Books.com.tw  makes  books 

available anytime and almost anywhere in Taiwan.

Overall, chain bookstores such as Kingstone and Eslite have greatly changed people’s idea of 

bookstores by offering an inviting environment where books are clearly sectioned and displayed for 

people’s convenience in a well-lit and comfortable space and holding events to promote culture and the 

art of living. International brand bookstores bring challenge and stimulation to the Taiwanese book 

market.  The  rapid  growth  of  the  Internet  provides  people  with  another  option  for  book  shopping 

experience. Unlike real bookstores, web-based stores are not limited by business hours or inventory 

space.  Evolving along with the transformation of  bookstores,  not  only do travel  related  books get 

specific sections at both physical and online stores, they are also packaged and commercialized as an 

essential element in modern lifestyle. 

2.3 Chapter summary  

The opening up of the society and improved economy made travel possible and affordable for a 

greater number of people in Taiwan after the 1990s. Development of the media contributes to the shape 

of tourism discourse. As the old media falters and the new media emerges, people’s concept of leisure 

travel has undergone great changes. Indeed package tours still dominate but independent travel has 

gained popularity over the years as travel information has become ubiquitous for the vast majority and 

expectation towards travel has greatly diversified as well. While individuals enjoy the independence 

and  “autonomy”  given  by  technological  development,  corporations  in  the  meantime  also  take 

advantage of new technologies and adapt their business models in order to cater to more diversified and 

sophisticated market needs for leisure travel. 

34 Accessed July 10, 2013. 
35 With more than 4,800 branches at the end of 2012, 7-11 is the leading convenience store in Taiwan.
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Chapter 3: Guidebooks

3.0 History of guidebooks

Travel, in various forms, has been practiced throughout history—from elites’ spa travel during 

the Roman period to medieval pilgrimage, from the Age of Discovery journeys in the fifteenth and 

sixteenth century to the Grand Tour in the seventeenth and eighteenth century and mass tourism in the 

nineteenth century. Manuscripts or printed materials, such as notes, manuals, travel accounts, adventure 

stories and latter-day guidebooks, all play an important role in travelers’ journeys, either by inspiring 

the readers’ imagination and enthusiasm for travel or providing practical information and instructions 

on the road. Writing and travel, as already stated, have always been intimately connected (Hulme & 

Youngs, 2002), and books have always been linked with tourism (Maczak, 1980/1995). They represent 

preparation for travelers before their trip, companions on the road and the continuation after they return 

home. As Maczak (1980/1995) writes,  road guides written with traveling clients in mind started to 

appear in the second half of the sixteenth century. Charles Estienne’s La Guide des Chemins de France, 

for example, appeared in 1552. Pilgrim’s guides and interviews with merchants were his major sources 

of  information.  Even  though  compared  with  later  directories,  information  in  Estienne’s  work  is 

insufficient and not systematically organized, his guide contains brief information to meet travelers’ 

basic needs and provides advice concerning safety measures. 

Later, Martin Zeiller published a series of twelve rather systematic guides that contains rich 

factual details and cover most countries in Europe in the seventeenth century (Maczak, 1980/1995). In 

the early nineteenth century, Baedeker and Murray drew a distinctive line, which set their handbooks 

apart from the rest. “This had a collateral effect of sharpening the definition and purposes of their texts’ 

opposites”  (Buzard  2006:49).  Personal  travelogues  and  adventure  stories  were  freed  from  the 

guidebook burden.  As Sherman (2006) writes, early modern travel writers often struggled between 

giving pleasure and providing practical guidance, between logging and narrating, between describing 

what happened and suggesting what could have happened. They could now focus on recording their 

reflections and revelation or surreal and exotic encounters with the impossible. Readers looking for 

useful  information  and  practical  suggestions  now  knew  where  to  look—Baedeker  and  Murray’s 

compact guides. 

Baedeker was also the first who introduced a rating system based on a number of stars assigned 

(Mendelson, 1985; Maczak). With this star system, travelers with limited time available would not miss 
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the  must-sees.  By  implementing  the  star  system,  Baedeker  further  divided  points  of  interest  in 

accordance with their assigned importance. This rating system was later used by André Michelin in his 

renowned Michelin guides as an indicator of quality of service and the property’s features (Martinez, 

2008). According to Fussell (1980), what distinguishes Baedeker’s guides from their successors is the 

emphasis on seeing and learning, rather than consuming. Most guidebooks today put more stress on 

how to get the most fun and value of a trip. The educational and learning function that was found in 

earlier books has been greatly diluted. As Buzard (2006) points out, Baedeker and Murray are largely 

responsible for the generic distinction according to which the impersonal, objective “guidebook” stands 

apart from the highly personal, impressionistic book of “travel writing.” Palmowski (2002) argues that 

the uniformity of Murray and Baedeker’s guidebooks was an important precondition for their cultural 

impact.

3.1 Function of guidebooks

The  guidebook  has  at  least  three  major  functions.  First,  it  contributes  in  terms  of  image 

formation in  potential  tourists,  as  it  frames an understanding of  a  destination in a  certain  way by 

highlighting sites and presenting only certain aspects. Second, it is a navigator and companion for its 

readers during the trip. It enables its users to be independent as it claims to cover information from 

every aspect; it largely structures their trips however, for it selects and interprets sites from a particular 

perspective. Third, the guidebook employs a narrative for its own agenda and purposes. 

3.1.1 Framing

The  guidebook  contributes,  in  image  formation  and  frames,  to  an  understanding  of  a 

destination. The direct experience of a place seldom occurs in a vacuum (Lew, 1991). People form an 

idea about a place they have never been to through preconceived images and expectations. Thus, as 

stated above, it is unlikely for a tourist to head to a destination with a tabula rasa mind (Cohen, 1985; 

Löfgren,  2002).  Also as already mentioned,  a tourist’s  mind is  loaded,  before the actual  trip,  with 

sediments of associations, clichés and images (Löfgren, 2002). The formation of the image of a place 

happens on two levels: organic and induced (Gunn, 1988). Organic images are formed through readers’ 

assimilation and accumulation from everyday materials such as newspapers and books. It can be said to 

be  a  natural  and  long-term  process.  Induced  images,  however,  are  shaped  by  active  efforts  and 

involvement  in  order  to  promote  tourism.  Examples  are  magazine  articles  and  guidebooks.  This 

dichotomy  indicates  that  people  use  a  variety  of  sources  to  bring  their  own  understanding, 

interpretation and expectation to places they visit (Young, 1999). Thus, “consumers have a huge store 

29



of existing information,  feelings and expectations  about  places  without  necessarily having been to 

them” (Young 1999:375). As Lew indicates, “international tourists often arrive with limited knowledge 

of the spatial and symbolic environment of a destination” (1991:3). 

Indeed, most people in Taiwan have heard of Paris, as it frequently appears in their daily life as 

a  symbol  or  synonym  (or  at  times  cliché)  for  elegance  and  romance.  Nevertheless,  Paris  is  a 

geographically and culturally remote place for many Taiwanese tourists. Their impressions of Paris are 

formed through everyday life association and accumulation (organic images) and expectations induced 

by active promotion from the tourism industry (induced images). Therefore, people will have a better 

understanding of Paris with the help of a guidebook as it delineates a world for them to experience and 

makes  foreign  places  open,  attractive  and  accessible  (McGregor  2000).  It  helps  shape  people’s 

understanding of a destination as it  marks worth visiting sites (MacCannell 1999) and presents the 

place  within  a  particular  frame.  The  guidebook  provides  a  cognitive  framework  for  perceiving  a 

destination and for interpreting what one perceives (Bhattacharyya, 1997). 

Framing  essentially  involves  selection  and  salience.  To frame  is  to  select  some aspects  of 

perceived reality and make them more salient in a communicating text (Entman 1993:52). As Entman 

goes on to explain, frames are usually defined by what they omit as well as include. What is omitted is 

as important as what is selected because elements that are neglected or excluded may lead audiences to 

different  reactions.  The market-oriented nature of travel  articles aims at  generating audiences,  thus 

issues of inequalities and injustices of the destinations are often ignored (Santos, 2004). This helps 

explain why it  is unlikely for guidebooks to include in-depth discussions on social issues or crises 

existing in the destination concerned. Such inclusion may discourage or curb its readers’ enthusiasm for  

traveling to the place. 

Entman (1993) argues that framing has at least four locations in the communication process: the 

communicator,  the  text,  the  receiver,  and  the  culture.  Guidebook  authors  or  editors  are  the 

communicator, as they make framing judgments in organizing information. Guidebooks as the text are 

structured by frames that contain keywords, facts and judgments. Then the readers are guided by those 

frames as the receiver to establish their own perspectives. Their understanding may or may not reflect 

the frames in the text and the framing intention of the communicator. Last, the stock of commonly 

associated frames in guidebooks is the culture as they reflect the general thinking of most people in a 

social grouping. Guidebooks produced in Taiwan frame Paris in a certain way, which is supposed to be 

different  from  those  produced  elsewhere,  for  they  are  products  of  different  social,  cultural  and 

historical backgrounds. 
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Also,  as  Entman states,  “texts  can make  bits  of  information more  salient  by  placement  or 

repetition, or by associating them with culturally familiar symbols” (1993:53). It is the focus of this 

research to examine guidebooks from earlier times and today in order to find out what sites were/are 

included and highlighted and how information was/is arranged. 

In addition,  as mentioned above, frame is  established on culture,  which reflects  values and 

beliefs of a social grouping. In this regard, framing is shaped by a gradual and consistent social process. 

Santos (2004) points out that guidebook authors do not constantly create new representations when 

presenting  destinations.  Rather,  they  follow  previously  established  organizing  narratives.  “These 

narratives are shared among popular cultural products, providing frames of reference that confirm and 

legitimize  representations”  (2004:123).  With  this  in  mind,  this  research  aims  to  find  out  if 

representation frames employed by earlier guidebooks survived the test of time and if guidebooks today 

repeat and confirm certain ideas and images of Paris.

3.1.2 Mediating

The guidebook is a navigator and companion during the trip. As Allen (1996) points out and as 

stated above, guidebooks exist because traveling is frightening. “Travelers are afraid of becoming lost, 

of losing their ability to recognize what they see or even, in the absence of a familiar social context, 

their identity” (1996:215). Thus, the guidebook provides orientation that tourists need in a relatively 

unfamiliar land. It organizes information of services from every possible aspect that a tourist may need 

(Cohen, 1985). From general background knowledge to specific information, guidebook users are able 

to find their way to tourist attractions, transportation, food or accommodation. With a guidebook in 

hand, tourists are able to navigate a foreign terrain with reassurance of their spatial orientation and 

enjoy  the  Other  with  confidence.  Bhattacharyya  (1997)  proposes  the  idea  of  the  guidebook  as  a 

surrogate tour guide.

With regard to information selection,  itinerary planning and site  interpretation,  a guidebook 

functions as a tour guide for its users. Cohen (1985) proposes the role of the tourist guide as a mediator. 

This can be applied to a guidebook as well. Like a tour guide, a guidebook is in a position of “in 

between.”  It  mediates  the  relationship  between tourist  and  destination,  as  well  as  the  relationship 

between host and guest (Bhattacharyya,1997). Thus, the guidebook has a communicative function.

Gilbert (1999) points out that guidebooks must be seen as examples of transcultural texts. They 

help  establish  popular  understandings  of  other  cultures.  Callahan (2011)  writes  that  guidebooks 

function as a bridge when, implicitly, local people’s directions, indications or preferences cannot be 

understood or appreciated. Traveling to Paris for most Taiwanese tourists is to explore a foreign land 
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and  a  foreign  culture.  Guidebooks  offer  tips  and  advice  to  make  this  geographical  and  cultural 

transition as smooth as possible. Apart from information and instruction, it is not uncommon to find 

phrase books or a list of basic words and expression included in a guidebook. They are usually marked 

with pronunciation tips to aid those who have never learned the language. Therefore, the guidebook 

enhances the tourist’s ability to be self-sufficient. However, it may also reduce their dependence on 

local people. With the reminders and warnings found in the guidebook, tourists are better equipped to 

avoid harassment or danger from local inhabitants but at the same time they might be isolated from 

having contacts with the local.

3.1.3 Serving for other purposes 

The guidebook has its own agenda, and Cohen (1985) and many others argue that information 

imparted is rarely purely neutral. The guidebook is often credited with being objective in providing 

information when compared with tourism promotional materials. However, readers do need to keep in 

mind that “the putative objectivity of the travel guide is established by personal experience on the 

ground” (Callahan 2011:104). The guidebook does not simply act as a reference for tourists. Often, 

they  have  other  purposes,  not  just  providing  its  users  information  on  a  destination.  For  example, 

Callahan  (2011)  examines  the  Lonely  Planet  Guide to  East  Timor  and  finds  that  the  guide  was 

produced with a clear political agenda in mind. Much emphasis was put on erasing the colonial history 

of Portuguese occupation, due to Australia’s urge to represent and re-write its neighbor, East Timor. 

Another  example is  the Baedeker  guides produced during the Nazi  Germany,  when national  pride 

became  national  chauvinism  (Koshar,  1998).  The  guidebook  served  as  a  political  propaganda 

campaign.  As Gilbert  (1999)  writes,  locally  produced guidebooks often have  to  negotiate  between 

providing the true nature of the place and the desire  to  promote the place to  visitors.  They direct 

tourists’ gaze to a certain direction or away from unwanted attention. 

In  this  respect,  as  stated,  guidebooks  are  regarded  as  an  agent  of  blindness  (Barthes, 

1957/1972). Since the focus of this research is on Taiwan-produced guidebooks, it  is assumed that 

anxieties and negotiations for one’s own city should not be an issue here, since Taiwanese, not Parisian, 

write them. This is, of course, not to claim any innocence in the writing, but rather to state that the 

agenda of those guidebooks must be different from those written by French natives. 

In addition, according to Bruner (2005), without an appropriate story line, a destination may be 

difficult  to sell.  “Tour brochures,  government  tourism bureaus, travel agents, travel  writers,  media, 

airlines, and hotels work within the frame of the pre-tour master narrative in their writing, advertising, 

photography, décor and depiction of the destination” (2005: 22). The guidebook is different from other 
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forms of travel literature (see below) in terms of form, content and target audiences. Trying to sell a 

destination is not a priority of the guidebook. Guidebooks might not need to strive as hard to create a 

storyline  for  the  destination  introduced,  but  there  are  subtle  differences  in  ways  of  organizing 

information despite the fact that most of them share common features. As Gilbert (1999) states, the 

clichés found in guidebooks are not simple inventions of their authors or self-evident expressions of 

popular geographical understanding. Instead, there is a “complicated and circular relationship between 

the changing expectations of the readers and the accounts of place in guidebooks” (1999:283). The 

guidebook, as a commercial product with its goal to generate profits, is sensitive to market changes and 

is inclined to adapt itself to readers’ preferences. Therefore, this research aims to examine changes in 

trend and style in guidebooks on Paris over time. At the same time, historical major events and social 

background will also be taken into consideration. 

3.2 The guidebook as a genre

Modern  guidebooks  appeared  in  early  nineteenth  century,  when  John  Murray  and  Karl 

Baedeker  produced  systematic  guidebooks  (Gilbert,  1999).  Before  their  time,  earlier  works  were 

written in autobiographical mode, employing the first person singular and the past tense (Allen, 1996). 

Also,  as Buzard (2006)  writes,  earlier  books of travel  combined many functions.  Travel accounts, 

autobiographies, adventure stories, fantasies were under the heading of travel literature (Furlong, 2003; 

Buzard, 2006). Travel literature is a broad spectrum. It can range “from the purely factual information 

of  a  guidebook to  a  space  odyssey  in  science fiction”  (Towner  2000:602).  Buzard points  out  that 

Baedeker and Murray are mostly responsible for the generic distinction. “The impersonal, objective 

guidebook stands apart from the highly personal, impressionistic book of travel writing” (2006:48-49). 

As Gilbert  (1999)  argues,  guidebooks still  remains a  close  relationship with other forms of  travel 

literature even after the appearance of systematic guides. The line between tourist guidebooks and other 

travel related works is sometimes blurred. 

In order to consider travel literature as a genre,  first  we need to discuss the idea of genre. 

Compagnon (2001) states that “all comprehension is linked to genre.” According to Frow (2006), genre 

organizes things into recognizable classes. “Genre is a framework for processing information and for 

allowing us to move between knowledge given directly in a text and other sets of knowledge that are 

relevant to understanding it” (2006:80). Genre defines a set of expectations and allows people to make 

appropriate inferences about meaning. It guides understanding and affects how people interpret things 

in  different  contexts.  There are,  however,  no clear  criteria  for the definitions of genres  (Kohanski 

1996). Genres are not logical classes. Jauss (1982) argues that genres are groups of historical families 
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(as cited in Frow 2006:70). Genres are sets of constraints regulated by conventions and social contexts. 

They  are  culturally  specific  and  historically  fluid.  Henze  states  that  the  concept  of  genre  is  the 

collection of more or less shared conventions of form, style,  and language that  have been used in 

similar situations, and by similar writers, in the past (as cited in Capansky, 2012:27). Genre is not a 

stable  idea as Compagnon (2001, “Genre et interpretation”) puts it.  Genre varies in the process of 

comprehension. Instead of having clear boundaries, essential components and shared characteristics, 

“classes  defined  by  prototypes  have  a  common  core  and  then  fade  into  fuzziness  at  the  edges” 

(Paltridge, 1997, as cited in Frow, 2006:54). 

“Guidebooks represent one form of travel literature” (Lew 1991:3). What they and the rest of 

the travel literature have in common is that they all have travel as their central theme, or core. But then 

the approach and perspective each employs diversifies them and leads them to different directions. 

They share certain traits or an “air de famille,” in Compagnon’s words, but it is its fuzziness that makes 

it hard to define travel literature—for genres “classify objects in ways sharper at the core than at the 

edges” (Frow, 2006:128). Although it is thus difficult to classify travel literature as a genre (Fussell, 

1980), certain characteristics can be drawn to distinguish the guidebook from the rest. Also, as Frow 

points out,  people can identify a genre because they are at  some level  aware of other genres that 

particular genre is not. By comparing the guidebook with other forms of travel literature, we will have 

a better understanding of what makes a guidebook and what does not.

3.2.1 Geographical texts 

In his discussion about the relationship of tourism and geography, Hughes (1998) argues that 

tourism is about presenting a wide range of geographical locations to potential visitors. Tourism is thus 

inherently geographical. The guidebook, however, is distinct from academic geographical text in terms 

of its  language.  Hughes  argues that  the  guidebook language tends to  be evocative and filled  with 

“references to the picturesque, spectacular, bustling, glittering, foreboding, majestic, dramatic, colorful, 

rustic, imposing or charming” (1998:25). Apart from the language difference, he also points out that the 

target reader of a geographical text is an academic rather than a tourist. This echoes Bhattacharyya’s 

(1997) statement about the guidebook not aiming to be a scholarly portrayal of the places identified, 

because most popular guidebooks serve for the pragmatic and instrumental purposes. In addition, the 

guidebooks are written with a stress on value for money and quality of experience, which is unfamiliar 

to the discourse of geographical text (Hughes, 1998).

3.2.2 Brochures 
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Unlike  travelogues  and  guidebooks,  a  brochure  does  not  come  book-length.  It  is  usually 

designed in one or two plain or folded pages. Apart from the format, the aim of the brochure is different  

from that of the guidebook. Though they are both promotional materials in nature, the brochure puts 

more stress on selling the destination by using instant attraction to get people’s interest (Getz & Sailor 

1993).  Lew (1991)  states  that  brochures  are  travel  texts  that  attempt  to  mystify  the  ordinary  and 

amplify  the  exotic  nature  of  destinations.  Therefore,  brochures  are  not  designed  to  depict  reality 

objectively (Young, 1999). The guidebook, on the other hand, is more comprehensive and accurate in 

the evaluation of places (Lew, 1991). It shoulders the responsibility of providing readers with accurate 

and reliable information. If guidebooks fail to do so and focus more on promoting a destination, they 

will lose readers’ confidence and trust and thus lose the market. In addition, because guidebooks are 

purchased, “their utilitarian value and reliability are perceived to be higher” (Nolan 1967, as cited in 

Lew, 1991:4). 

3.2.3 Travelogues

Although guidebooks and travelogues do overlap a great deal, since they both focus on one 

theme, i.e. travel, they also differ in several aspects. First, guidebooks are not autobiographical (Fussell 

1980). A guidebook is not a post-tour product for recording a journey or as a reminder for later-life 

reminiscence.  Contrary  to  the  post-tour  memoir  kind  of  writing,  the  guidebook is  objective,  with 

factual details (see below). Behdad (1994) argues that travelogues address the question of who speaks 

in a particular period for specific reasons. In a guidebook, there is no specific narrators and the issue of 

time and reason for travel are absent as well. 

Second, the target audience is different. According to Fussell (1980), guidebooks are meant for 

people who plan to take a trip while travel books are for those who do not have plans to travel but 

would like to taste the exotic or the wonders that cannot be experienced from their own place or time. It  

cannot be denied that there might be people who read guidebooks for pleasure, but logically speaking 

travelogues do a better job in satisfying their readers crave for the foreign and the exotic, since the 

guidebook arranges its information into sections instead of a linear coherent storyline. Fussell (1980) 

points out that while reading the travelogue, readers are actually invited to participate in two voyages. 

One is a physical journey that the author takes and the other is a mental voyage into the author’s mind.

Third, the reading subject is different. As Behdad (1994) indicates, the first person (I) is used in 

the travelogue while the second-person (You) is employed by the guidebook. The first-person subject 

implies exclusion from the reader, since it narrates accounts of the author’s own travel experiences. 

“The tourist guide, on the other hand, constructs the reading subject (“you”) as a potential traveler and 

35



presupposes the realization of its addressee’s desire for the Orient” (1994: 40) or the Other at large. 

Anyone who reads a guidebook can take him/herself as the subject and imagine themselves doing the 

travel mentioned in the guidebook. 

Fourth, the tense is different. The travelogue, a product of post-tour writing, is written in a 

retrospective  discourse.  According  to  Behdad (1994),  the  past  tense  used in  travelogues  implies  a 

distance between the reading position and the destination. He argues that “the use of the present tense 

indicates the potentiality and possibility of the realization of its reader’s fantasy” (1994:42). 

Fifth, we have the matter of coherence. In contrast to a linear storyline of the travelogue, in the 

guidebook, “the series of statements in each section are not in a relation of enunciative dependency on 

a speaking ‘I’; they are listed without any thematic or narrative cohesion” (Behdad 1994:43). Thus, any 

reader can occupy the subjective position of the ‘I’ who travels and sees when reading a guidebook.

Sixth, the travelogue stresses interpretation whereas the guidebook focuses on information. The 

travelogue  contains  a  significant  element  of  subjectivity  (Brown,  2000)  because  it  focuses  on  the 

author’s reflection and interpretation of places and events along the journey.

As Dann (1999) points  out,  the travelogue aestheticizes the landscape and is  eager to offer 

meanings. Well into the twentieth century, the travelogue focuses more on presentation and becomes 

“more of a memoir, even a novel, or poetry” (1999:162). The guidebook, on the other hand, attempts to 

cover every aspect through the frequent inclusion of maps, charts and tables. Behdad (1994) thus calls 

the guidebook a “hysterical” discourse characterized by an excess of specification. He argues that in 

order to achieve a sense of totality, the guidebook is a discourse that needs to expend itself through 

overproduction of detailed information. “Since it cannot derive its sense of completion from the central 

presence of an author, the tourist guide must accumulate details to fill the empty spaces in its divided, 

categorized, and classified information” (1994:44). As a result, guidebooks tend to cover a wide range 

of information as to make sure that all possible aspects are taken care of. 

3.3 Chapter summary

In  the  past,  travel  writing  was  a  concoction  of  practical  guidance,  fantasies  and  personal 

adventures.  Throughout  the  centuries,  the  term underwent  gradual  sophistication  in  order  to  meet 

specific needs. As a result, professional guidebooks appeared and separated themselves from the larger 

pool  of  travel  writing  texts.  Through selection  and omission,  guidebooks  frame destinations  from 

certain angles and function as a bridge that connects readers and places. However, they are not just a 

mediator. Very often, they have their own agenda to serve for other purposes.  
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Guidebook are their own genre although they share an “air de famille” with other forms of 

travel  writing.  It  is  the  different  usage  of  language,  target  audience,  organizing  principle,  and 

designated purposes that distinguish guidebooks from the rest. What readers can expect from a text in 

the guidebook genre is a collage of information organized for practical use and often presented through 

an implicit narrator with an attempt to cover every aspect of a destination. 
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Chapter Four: Case Study: Paris 

This  chapter  takes  guidebooks on  Paris  as  a  case  study in  order  to  find  out  chronological 

changes  among Taiwanese  guidebooks and characteristics  they share  when compared  with  foreign 

guidebooks. The historical background of guidebooks on Paris published in Taiwan is introduced first. 

Next,  with  the  goal  of  pinpointing  traits  and  specificities  of  locally  produced  guidebooks,  a 

chronological and spatial comparison of the physical outlook and contents of guidebooks on Paris is 

made.

4.0 Locally produced and foreign guidebooks on Paris

Guidebooks on Paris published after 1979 are the selected subjects in this study. Taiwanese 

guidebooks solely dedicated to Paris did not appear until 1993. Before then, guidebooks either covered 

several Western European countries, like Traveling in Western Europe with You 伴您遊覽西歐 (C. H. 

Tsai 蔡秋雄, 1980) and Chang Travels around Europe 張寧靜遊歐洲 (N. J. Chang 張寧靜, 1993), or 

the whole country of France, like A Guide for Independent Travel to France 歐洲自助旅行指南: 法國

篇 (Y. L. Zheng 鄭有利, 1989). This may be due to people’s travel habits at the time. As discussed in 

Chapter  2,  after  the  Travel  Ban was lifted  in  the  1980s a  trip  to  Europe  usually  included several 

countries within a short period of time. People spent an average of two or three days in one city. Also, 

with people’s travel tendency of choosing package tours when going abroad, it made sense why travel 

guidebooks on one specific city were scarce back then, since they were not in much demand. 

The first locally produced travel guidebook on the city of Paris is  Paris 巴黎  (Fang, 1993) 

published by Bookzone 天下文化. It is a part of a travel series by the same publisher, although much 

of the focus is laid on the culture and history of Paris and less than half of the content is dedicated to 

tourism. Few images are included in the book and these are all black and white. 

More guidebooks on Paris have been out on the market since the mid-1990s. Not only are more 

photographs and information included, but suggestions and proposals of ways to enjoy the city are 

greatly diversified as well. In addition, guidebooks focusing on specific interests such as Impressionism 

and Paris 印象巴黎 (C. H. Chen 陳淑華, 2002), Charming Parisian Shops on the Right Bank 巴黎右

岸特色小店 (H. C. Chieh 杰希嘉, 2006), Paris, j'y suis (Y. H. Mu 繆詠華, 2009), and 77 Reasons to  

Fall in Love with Paris 愛上巴黎的 77個理由 - A Store Guide (Yayin, 2011) can also be found on 

bookstore shelves.
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Although the focus of this paper is on Taiwanese guidebooks, foreign guidebooks are also taken 

into consideration, for they not only provide a basis for comparison but also shed light on how Paris is 

presented by other countries and cultures. Therefore, guidebooks translated from another language and 

guidebooks written in Chinese by authors from China, Hong Kong, Singapore, or Malaysia are study 

subjects in this paper as well.   

Just like in the Taiwanese situation, early foreign guidebooks bound several countries together 

in one book. The first foreign or translated guidebook in Taiwan is a Chinese-versioned  Continental  

Europe, published by Formosan Magazine Press 台灣英語雜誌社 in 1988. It was one of the Insight 

Guides series by APA Publication. As this 402-page book covers 10 countries in Europe, each country 

is introduced in a scratch-the-surface manner; Paris itself gets of course very limited coverage in the 

book. The first “Paris-only” foreign guidebook was  The Best Guide to Paris  巴黎觀光生活指南 , 

translated from Japanese and published in  1990, three years earlier  than the first  locally produced 

guidebook, Paris (Fang, 1993). It covers a variety of aspects of the city. It is a guide for both visiting 

and living in Paris. Except for one map of the city and one of the metro-RER system, which are in 

color, images in the book are all black and white. Translated guidebooks on Paris started to appear on a 

regular basis in the subsequent years. 

As specified in Chapter 1, the guidebooks selected for this study must be written or translated 

into  traditional  Chinese and published in  Taiwan. Another  requirement  is  that books in  this  study 

encompass a broad spectrum of travel information on Paris. Therefore, topic-specific guidebooks are 

not included. The result is that  a total of  17 Taiwanese, 7 Hong-Kong and 13 translated guidebooks 

have been selected for this study, as listed in Table 4.1, Table 4.2, and Table 4.3. Following are the 

major findings from studying these guidebooks. 

4.1 Paris in Taiwanese guidebooks

This study adopts an outside-to-inside approach to find out how Paris is  presented in local 

guidebooks over time and also tease out characteristics these texts share when compared with Hong 

Kong/translated guidebooks. On the outer layer, paratextual elements such as front cover, title, name of 

the author, table of contents, introduction, and number of pages are examined and discussed. After 

“peeling the skin,” the paper arrives at the “flesh”—the content of guidebooks, i.e. words and images 

which introduce Paris as the focus of attention, and the way this content is packaged and framed. This 

outside-to-inside  analysis  aims  to  get  to  the  core,  thereby  determining  the  characteristics  and 

specificities of the paratext and the content in Taiwanese guidebooks on Paris.

39



Table 4.1 Taiwanese guidebooks on Paris

Book title Year Author Publisher

1 Paris 巴黎 1993 S. H. Fang 方素惠 Bookzone 天下文化

2 Paris 巴黎 1995 Y. M. Leng 冷遠玫 Foremost Cultural Enterprise 
開今文化

3 Getting around Paris Easy and Fun 輕鬆玩巴黎 1997 H. Chen 陳湘 Nung Hsueh 農學

4 Touring Paris on a Budget 省錢遊巴黎 1999 W.W. Liu 劉文雯 Red Publishing 朱雀

5 Paris 巴黎 1999 N.C. Chang 張寧靜 InfoMedia Publication 
TO’GO生活情報文化

6 Self-Guided Tour to Paris 巴黎自由行 2000 H.Y. Liu 劉曉妍 Taiwan Mansion 台灣廣廈

7 Paris 巴黎 2000 J.Y. Liu 劉佳音 Taiya Publishing 太雅

8 Paris 巴黎 2001 C. D. Hsieh & H. Y. 
Yen 謝忠道& 嚴慧瑩

Choice Publishing 
秋雨文化

9 Paris by Metro 搭地鐵玩巴黎 2006 D. M. Chen 陳多明 Travel.com 宏碩文化

10 Touring Paris by Yourself 自遊巴黎 2008 C. M. Gao et al.
高章敏 等

Heliopolis Culture Group 山
岳文化

11 Paris 巴黎 2008 T. F. Chen 陳翠霏 Taiya Publishing 太雅

12 An Easy Trip on Paris 巴黎地鐵自由旅行精品書 2009 T. L. Yang 楊春龍 Rainbow Dream 采紅出版 

13 Paris 巴黎 2009 H. H. Yao 姚筱涵 Taiya Publishing 太雅

14 Paris by Metro 搭地鐵玩巴黎 2010 D. M. Chen 陳多明 Travel.com 宏碩文化

15 Happy Go Paris Happy Go 巴黎 2011 Frenca Tseng Peace International
和平國際

16 Idées de Paris 安朵的巴黎慢慢走 2011 Ando 安朵 Sun Color 三采文化

17 Touring around Paris by Metro 搭地鐵玩遍巴黎 2011 H. H. Yao 姚筱涵 Taiya Publishing 太雅

 

Table 4.2 Hong-Kong guidebooks on Paris

Book title Year Author Publisher 

1 Paris ‘98 巴黎 1998 N. C. Chang et al. 張寧
靜等

MOOK 墨刻

2 Short Trip to Paris 巴黎小旅行 2004 H. L. Tseng et al. 曾秀
鈴等

MOOK 墨刻

3 Paris in 5 Days and 4 Nights 巴黎五天四夜 2007 MOOK 墨刻 MOOK 墨刻

4 Next Stop: Paris 下一站巴黎 2007 T. H. Lee 李兆祥 Sing Tao Publishing 星島

5 Paris 巴黎 2008 MOOK 墨刻 MOOK 墨刻

6 Easy Tour to Paris 巴黎地鐵地圖快易通 2010 MOOK 墨刻 MOOK 墨刻

7 Paris 巴黎 2010 Guo Liang Hui New 
Enterprise 郭良惠新事
業 

Guo Liang Hui New 
Enterprise 郭良惠新事業 
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Table 4.3 Translated guidebooks on Paris

Book title Year Language of origin Author Publisher 

1 The Best Guide to Paris 巴黎觀光生
活指南

1990 Japanese N/A Elite Publishing 精英

2 Paris 巴黎 1995 English N/A Yuan-Liou Publishing 遠流

3 Paris 巴黎 1998 English N/A Formosan Magazine Press 
台灣英語雜誌社

4 Paris 巴黎 2004 French N/A Walkers Cultural 遠足文化

5 Top 10 Paris 巴黎 2006 English N/A Travel.com 宏碩文化

6 E-Guide Paris 巴黎 2006 English N/A Travel.com 宏碩文化

7 Paris 巴黎 2006 Japanese N/A Elite Publishing 精英

8 Paris 巴黎 2007 English Teresa Fisher Taiwan Mac Educational 
台灣麥克

9 Paris 巴黎 2008 English Catherine le Nevez Linking Publishing 聯經

10 Paris 巴黎 2008 Japanese N/A Jen Jen Publishing 人人

11 Paris 巴黎 2008 English Melissa Shales Taiya Publishing 太雅

12 Paris by Metro 巴黎地鐵遊 2010 Japanese N/A Taiwan Tohan 東販

13 Paris: Cafe Restaurant Shop Guide to  

Paris 祕密巴黎

2011 Korean Steve Jung Heliopolis Culture Group 
山岳文化

4.1.1 Paratextual matters

A text can hardly acquire public printed existence without a company of paratextual elements, 

such as a title, an author’s name, year of publication, etc. surrounding it. According to Genette, the 

paratext is what enables the text “to become a book and to be offered to the public” (1987/1997:1). He 

further explains that the paratext aims to serve a better reception for the text and “a more pertinent 

reading of it” (1987/1997:2). How would people read a guidebook on Paris if it were titled An Amazing 

Vacation in Spain? Or better: would they even know it was about Paris? Framing influences how the 

content is perceived, as what is outside may encourage or discourage people from approaching it. With 

this in mind, a look at the physical characteristics as well as the paratext is necessary and essential 

before going into the text, focusing on the Eiffel Tower and analyzing how the monument is presented. 

Following is a series of general observations about book length and space organization, the so-called 

physical outlook. Then, a detailed discussion on several paratextual aspects, namely, front cover, book 

title, the name of the author, and book organization, is provided.

4.1.1.1 Physical outlook

The average book length of Taiwanese guidebooks is 200 to 250 pages. All guidebooks are 

bound on the left side, with one exception—Happy Go Paris  Happy Go 巴黎  (Tseng, 2011), on the 
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right.  Books in the Chinese language in general used to be bound on the right side but due to the 

change of time and influences from the West, books can be bound on either side nowadays. A bookstore 

trip leads to an interesting finding; books belong to literary genres are majorly bound on the right side 

while translated and travel-related books are normally bound on the left side. As a genre related to 

modernity rather than tradition, as well  as the foreign rather than the local,  this is of course to be 

expected.

The number of images has greatly increased in Taiwanese guidebooks over the years. The 144-

page long Paris (Fang, 1993), for instance, dedicates 16 pages to photographs at the beginning and the 

rest of the book is mainly filled with text, with occasional small-sized black and white photographs on 

every other page. Fifteen years later, Touring Paris by Yourself 自遊巴黎 (Gao et al., 2008) contains 

2,000 photographs within 317 pages.

A difference in space usage among local, Hong-Kong and translated guidebooks can also be 

found. Fourteen out of 17 local guidebooks have flaps. Flaps (both front and rear) have long been a 

place for information about the book, the author or advertisement. In our cases, the most frequently 

shown information is advertisement for other books from the same series (11 books); the second most 

frequent is information about the author (7 books). Inside the flaps and the book cover, however, the 

space is left blank in all local guidebooks. Hong-Kong and translated guidebooks, on the contrary, take 

advantage of this space, with 6 out of 13 translated books putting information inside flaps and covers. 

Hong-Kong guidebooks usually put advertisement and maps in this space, while translated books often 

include information for must-see attractions and maps. This space is at the very beginning of a book, 

when readers open it. Therefore, putting a selection of must-sees gives readers a quick glance at what to 

expect from Paris and inserting advertisement is eye-catching. In addition, it is a place in a book where 

information can be found easily and fast. Readers have a direct access when maps are put inside flaps 

and covers. 

As for the book jacket, it is not a common element for guidebooks; 2 out of 17 local books have 

a  jacket;  no Hong-Kong books has  a  jacket;  and only  one  translated  book has  one.  According  to 

Genette  (1987/1997),  the  jacket  is  obviously  designed  to  attract  attention.  From  a  utilitarian 

perspective, a guidebook is designed to be used. While a jacket might make the book look nice, it may 

also cause inconvenience. It may come off from time to time and eventually be cast away during the 

trip. With this in mind, crucial information for the readers (e.g. maps) and crucial information for the 

publisher (e.g. advertisement) cannot be put in the jacket space, since it might not be kept long.

Of all  37 guidebooks taken into account  in  this  case study, 6 Hong -Kong guidebooks are 

obviously larger than the rest. The 6 books are magazine-sized. Yet, they are books in nature and scope, 
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not magazines—for they all have ISBN numbers and are categorized as books by the National Central 

Library and Books.com.tw.  

Price differences exist between local and foreign guidebooks. The retail price for Taiwanese 

guidebooks is usually lower than for translated ones. Local guidebooks cost NT$ 200-400, whereas 

translated ones cost NT$ 350-750. Fees for translation rights may be one of the reasons. There can be 

another explanation for the price difference—book length. Four out of 13 translated guidebooks have 

more than 300 pages while only one out of 17 local guides does. As for Hong-Kong guidebooks, they 

usually cost the same as the local ones but have fewer pages: six out of 7 books are under 200 pages.

Price is undoubtedly influenced by the costs of production, but marketing strategy also plays a 

part.  Happy Go Paris (Tseng, 2011) is the least expensive guidebook in this study, its down-to-earth 

price being the first step to prepare its readers for a budget trip to Paris. It is also the only guidebook 

that  does  not  include  any  photographs.  What  it  has  instead  is  abundant  illustrations  of  tourist 

attractions, food and a number of facilities. On the front cover of the book, it reads “for those who can’t 

afford a trip to Paris, this book will be fun to read; for those who are about to visit Paris, this book has 

everything you need to know.” Clearly, this book targets readers who are curious about the city and 

who are budget-conscious at the same time. 

4.1.1.2 Book cover 

Book highlights started to be incorporated on the front cover after 2000. As can be seen in 

Image 4.1, a guidebook front cover used to be relatively simple, with a title, an image, the name of the 

author (not always; see below) and publisher. Since 2000, highlights of major attractions and specific 

tourist  information  have  been  added.  As  shown  in  image  4.2,  book  covers  have  become  more 

informative and “crowded” in the sense that little space is left blank.

The number of images has grown considerably after the millennium. Four out of 5 guidebooks 

published before 2000 had one image on their front covers. As time went by, more images were added. 

It seems that one image could no longer be sufficient to depict Paris, so that multiple images were 

incorporated in a collage fashion to present different facets of the city.

On the other hand, there is a consensus in choosing the front cover image among Taiwanese 

guidebooks. As can be seen in Image 4.1, 4.2 and Table 4.4, the most frequent illustration on the front 

cover is the Eiffel Tower, with 11 guidebooks featuring it, either as the dominant, central image or as a 

part of an image collection. The Tower image is followed by images of food and l’Arc de Triomphe, 

with 7 and 6 guidebooks featuring them respectively. The Eiffel Tower is for the Taiwanese the symbol 
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of Paris, as more than half of the local guidebooks choose it on their cover. The Tower image appears 

quite often on the front cover of Hong-Kong and translated guidebooks as well. 
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Image 4.1 Book covers of Taiwanese guidebooks (book 1-9)

*Provenance of image for book 4 and 6: www.books.com.tw  
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Image 4.1 Book covers of Taiwanese guidebooks (book 10-17)

*Provenance of image for book 10-17: www.books.com.tw  
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Image 4.2 Book covers of Hong-Kong guidebooks
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Image 4.3 Book covers of translated guidebooks ((book 1-9)

*Provenance of image for book 4-9: www.books.com.tw
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Image 4.3 Book cover of translated guidebooks (book 10-13)

 
*Provenance of image for book 10-13: www.books.com.tw

Next, beating all the iconic monuments that Paris has to offer, the image of food1 comes second 

for the local guidebooks’ front cover. This can be explained by the fact that French cuisine enjoys a 

world-wide reputation, but it also has something to do with the Taiwanese gourmet culture. Food has 

always been an essential part of people’s life, of course, and the most spoken dialect on the island, 

Taiwanese, reflects the importance of food in daily life. When greeting each other, people begin with 

the sentence “Have you eaten yet?” This food-oriented mentality can also be seen in Osti, Turner and 

King’s  (2009)  research  that  indicates  “places  to  eat”  is  the  second2 most  sought-after  guidebook 

information for Chinese-speaking people. 

Table 4.4: Image choice for guidebook front covers

Front cover image 17 Taiwanese guidebooks 7 Hong-Kong guidebooks 13 Translated guidebooks

Café 4 2 6

Eiffel Tower 11 4 5

Le Louvre 5 1 2

Food 7 2 4

Metro 4 1 3

Notre Dame - 1 4

Map 1 2 3

L’Arc de Triomphe 6 - 5

1 Food items shown on the front cover are mostly dessert, with one exception being a French haute cuisine dish.
2 The first is information for maps.
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Art 3 4 5

Fashion objects 2 3 1

La Défense area - 2 -

The third most popular image is l’Arc de Triomphe, which is often featured on the cover of 

translated guidebooks as well. Interestingly, it receives no attention from any Hong Kong guidebooks, 

as can be seen in Image 4.3. Instead, the “new” l’Arc de Triomphe, La Grande Arche, is chosen by 2 of 

the 7 Hong Kong books, while neither local nor translated guidebooks feature La Grande Arche on 

their front cover. La Grande Arche is located in the business district, La Défense, which represents a 

more modern financial side of Paris. Being a world financial center, it is no surprise that Hong Kong 

has a keen eye on the aspect of finance. 

4.1.1.3 Book title 

The purpose of a title is to identify a piece of work; to provide description; and to tempt readers 

(Genette, 1987/1997:93). Not all functions mentioned above are obligatory but several of them, if not 

all, are often fulfilled in one title. All 17 Taiwanese guidebooks include Paris in their title. While some 

are simply titled Paris, more than half of them, 10 out of 17, add extra information. Four books include 

“metro” as part of their title. They propose touring around Paris by metro. Consequently, the four books  

are organized based on metro lines or metro stations. The “metro” information in the title of the four 

books indicates that they are guidebooks showing readers ways to see Paris through a specific mode of 

transport. As the focus is laid on the metro system, other means of transportation may not be included 

in those books, or could be just briefly mentioned. As a result, the four books with metro as part of their  

title  may  imply  that  taking  the  metro  is  an  ideal  way  to  get  around  Paris  and  other  means  of 

transportation are not much encouraged. The metro element in the title may also reassure people who 

do not drive that one can still enjoy the city without having to be on wheels. 

Two guidebooks are titled  Self-Guided Tour to Paris  巴黎自由行  (Liu, 1999), and  Touring 

Paris by Yourself (Gao et al., 2008). The “self” element is associated with freedom, so the connotation 

here is that one does not need to join a package tour, for the two guidebooks cover everything one 

needs  to  know  for  a  satisfactory  trip  to  Paris.  It  implies  empowerment  and  independence.  One 

guidebook titled Touring Paris on A Budget 省錢遊巴黎 (Liu, 1999) is obviously proposing a trip to 

Paris without spending a fortune. Since budget is a major concern, the title suggests that saving tips and 

tricks are included. Hence, the book may be appealing to budget-conscious readers. One guidebook is 

titled Getting around Paris Easy and Fun 輕鬆玩巴黎  (Chen, 1997). The title implies that with the 
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guidance of the book, Paris can be enjoyed without much difficulty. Professional travelers may not find 

the title particularly exciting. On the other hand, the title may be interesting to people who just begin to 

travel. 

Yet another book is titled Happy Go Paris. The word “happy” may imply that the guidebook 

helps make a trip to Paris easy and fun. Similar to  Getting around Paris Easy and Fun,  this naïve, 

almost childish sounding title alone may attract readers without much travel experience. The last local 

guidebook with extra information in the title is Idées de Paris  安朵的巴黎慢慢走  (An, 2011). The 

literal  English translation of  the  original  title  is  “Ando’s  Paris  at  a  Slow Pace.”3 First,  the  phrase 

“Ando’s Paris” shows that Paris is introduced through Ando’s eyes, a specific individual. A subjective 

presentation of the city can be inferred. In addition, the name Ando may be appealing to those who 

know the person and are curious about her take on Paris. Therefore, the title is tempting readers with 

the author’s popularity. Secondly, the phrase “slow pace” indicates that instead of a blitz-visit practiced 

by many, a longer length of time is suggested in order to enjoy Paris. 

4.1.1.4 Name of the author

The name of the author is given by all local guidebooks. Among these 17 books, 14 include a 

preface or introduction of the author. In some cases, photographs of the author are inserted. The preface 

is usually the place where an author expresses his personal takes on Paris, while the introduction, most 

likely by the publisher,  gives readers a quick glance at  some facts about the author.  Consequently, 

readers have a feeling about the type of person the author might be. The presence of the author may add 

charm and a personal touch to a guidebook; thus, readers’ expectation and curiosity towards the book 

are generated. In the case of a famous person producing a book, his previously established fame may 

help promote the book (Genette, 1987/1997). Take the book Idées de Paris  (An, 2011), for example: 

not only is the name of the author given, it is even a part of the title. The packaging and marketing 

strategy of the book obviously operate around the reputation of the author, Ando 安朵4.

The 17 local guidebooks were written by 20 different authors. If we look closely, they share at 

least two common points. First, the majority of them, 17 to be exact, are women. Second, most authors 

have a good command of writing; 9 authors worked for travel magazines;  5 have published travel 

books; and 3 used to be journalists for printed media. It is therefore appropriate to say that Taiwanese 

3 Unlike most local guidebooks that do not provide an English translation for their book title, the book 安朵的巴黎慢慢走 

provides Idées de Paris as its English translation on the front cover.
4 Ando has her own website to share travel and cultural related information on Paris: www.ideesdeparis.com/.
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guidebooks on Paris are written by writers who travel, rather than travelers who write. These authors’ 

past performances add weight to their credibility as trustworthy references. 

All 17 guidebooks give credit to their authors, indeed, but the name of the author is not always 

found on the front cover or the spine; four books do not include the name on the front cover and 

another 3 books do not record the name either on the front cover or the spine. The absence of the name 

of the author, on the other hand, can indicate an attempt to minimize views and voices of individuals 

and offer objective, holistic perspectives. When the name of a publisher is given in place of a name of 

an individual, this can be read as an attempt to provide a unified and highly authoritative corporate 

product, without any personal touch. 

Contrary to the practice of Taiwanese guidebooks, the majority of Hong-Kong and translated 

guidebooks, 14 out of 20, do not provide the name of the author. Even in the case of the 6 books that do 

give credit to the author, the name is not included on the front/back cover or spine. This difference in 

the practice of acknowledging the author in Taiwanese, Hong-Kong and translated guidebooks leads to 

the question of preference for the individual  or corporation.  When we know who is  speaking,  i.e. 

identify the guidebook authors, a whole word of mouth/symbolic prestige network may be at work; 

anonymity is, of course, the corporate strategy to keep products coherent and neutral, but on the other 

hand, anonymity in Western guidebooks has its origin in history and genre convention. As mentioned in 

Chapter  3,  guidebooks needed to  distinguish  themselves  from travel  accounts  in  order  to  serve  a 

professional and practical purpose. As a result, in contrast to the personal and subjective tone found in 

travelogues in the eighteenth century, guidebooks minimized the presence of the author and replaced a 

subjective voice with a neutral one.

Another significant reason for this difference in authority acknowledgement has to do with the 

actual markets on which these products compete. Taiwanese guidebooks sell primarily to Taiwanese 

readers in Taiwan, so their strategy is often one of emphasizing the local; foreign guidebooks position 

themselves globally, and capitalize on corporate values and strategies.

4.1.1.5 Organization 

A tourist guidebook often consists of several sections: practical information, an overview of the 

destination, detailed introduction of tourist attractions, and perhaps a basic phrase guide. If we want to 

know how a book is structured, the table of contents is the place to begin from. 

The practical information section includes information on visa, airplane tickets, electricity, etc. 

as well as the preparation work to be done before leaving for one’s destination, i.e. Paris. This kind of 

information can usually be found in a chapter titled “Before you go” or “Travel information.” For 
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Taiwanese  guidebooks,  the  year  2000  was  a  watershed  for  the  physical  location  of  practical 

information. Before 2000, practical information was placed either at the very beginning of the book or 

at  least  before  the  introduction  of  tourist  attractions.  After  the  year  2000,  however,  most  local 

guidebooks5 put practical information at the end of the book. The method of book organization has 

changed  from  chronological  order  (i.e.  preparation,  arrival,  and  visiting)  to  a  highlight-centered 

approach (i.e. showing presumed exciting parts first). 

This  change  of  organizational  strategy  is  not  found  in  either  Hong-Kong  or  translated 

guidebooks; 5 out of 7 Hong-Kong books have their practical information at the end of the book while 

9  out  of  13  translated  books  employ  the  same  organizational  method.  An  explanation  for  the 

organization shift from chronological to highlighting in local guidebooks is that publishers or editors 

have realized the importance to first present the charm of Paris and attract readers’ attention instead of 

going into rather mundane detail at the very beginning of the book. In other words, local guidebooks 

now capitalize on iconic monuments of Paris to make the visiting of Paris more appealing and exciting.

Early guidebooks tended to organize information about food and shopping after the introduction 

of tourist attractions. Very often, information on food and shopping is found either at the end of the 

book, in the same section as accommodation and transport information, or after sections about each 

tourist location. In Image 4.4, for instance, we see that information on restaurants and hotels is arranged 

at  the very end of  Paris 巴黎  (Chang, 1999). Over the years,  however,  information on food and 

shopping  has  gained  more  space  and  sometimes  it  comes  even  before  the  introduction  of  tourist 

attractions. As can be seen in Image 4.5,  Touring Paris by Yourself (Gao et al., 2008) begins with a 

whole  chapter  dedicated to  food and recommended restaurants,  which  actually  corresponds to  the 

promise of “40 gourmet places” on the book’s front cover. A book front cover with food and shopping 

highlights is found in local 4 guidebooks, all published in the past 5 years. The number of photos and 

pages dedicated to food and shopping has multiplied since the mid-2000s. The growing presence of 

“amenities” information to tend to the comfort and satisfaction of tourists indicates that the change of 

attitude and expectations for a trip to Paris have become increasingly pleasure-oriented. This is also in 

keeping with many significant developments in food tourism (and general food promotion strategies) in 

the last decade or so.

5 Exceptions are An Easy Trip on Paris 巴黎地鐵自由旅行精品書 (Yang, 2009) and Touring around Paris by Metro (Yao, 

2011).
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Image 4.4 Table of contents of Paris (Chang, 1999)  

For the approach of presenting Paris, we find that the majority of Taiwanese guidebooks, 12 out 

of 17, organize their presentation of the city by area, as shown both in Image 4.4 and Image 4.5. Each 

area is usually introduced with a monument-centered approach, such as Le Louvre and around. As for 

the other 5 books that do not present Paris by area, 4 of them, all published after 2005, have the word 

“metro” in the book title. Paris is thus introduced from a perspective of metro lines and stations in these 

books. As shown in Image 4.6, Touring around Paris by Metro 搭地鐵玩遍巴黎 (Yao, 2011) proposes 

seeing  Paris  through a  selection  of  5  “essential”  metro  lines  and 30 “hottest”  metro  stations;  this 

corresponds to its promises on the front cover as a fun, easy and all-encompassing guide to Paris. The 

central idea of this mode of organization is to offer convenience to visitors; this unconventional way of 

presenting Paris indicates a complete customer-oriented organization. When seen in conjunction with 

the fact that the 4 books are all published after the mid-2000s, this echoes our earlier discussion on the 

increasing hedonistic aspects found in Taiwanese guidebooks; it is also relevant, of course, of claiming 
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specificity on an increasingly competitive market. As for Hong-Kong and translated guidebooks, most 

of them, with few exceptions, present Paris by area.

Image 4.5 Table of Contents of Touring around Paris by Yourself (Gao et. al., 2008) 

For the proportion of information, the introduction of tourist  sights is the largest  section in 

Taiwanese guidebooks, with all 17 books dedicating more than half to two thirds of their pages to it. 

Indeed,  we see a  growing presence of “amenities”  information over the years,  but  presentation on 

tourist attractions still weighs the most. Translated guidebooks have also largely remained the same, 

with the introduction of tourist sights being the largest section of the book. On the other hand, Hong-

Kong guidebooks have long laid stress on “having fun” in Paris, with 5 out of 7 books promising to be 

a fun guide to Paris on the book front cover and 4 out of 7 books presenting information for shopping 

and food before attractions and sights. In the 156-page  Paris ‘98 巴黎  98 (Chang et al, 1998), for 

instance,  a  shopping  section  of  50  pages  comes  before  the  55-page  section  on  monuments  and 

museums. Another example is Next Stop: Paris 下一站巴黎 (Lee, 2007). From a total of 215 pages, 
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126 are on shopping, eating, and entertainment, while 54 are on monuments and sights. In other words, 

more than half of the book is dedicated to the fun aspect and only one fourth is reserved for tourist 

attractions. Paris seems to be thus less of a destination of culture and more of a consumerist construct, a  

super-mall of sorts which can capitalize on all the city’s history, prestige and the buzz these generate in 

order  to  attract  visitors.  In  a  nutshell,  while  Taiwanese  guidebooks,  with  a  growing  section  for 

restaurants and shopping, have also become more pleasure-oriented in the past five years, their sections 

dedicated to attractions and sights still dominate and are not overshadowed by the “fun aspect,” as in 

Hong-Kong guidebooks. 

Image 4.6 Table of contents of Touring around Paris by Metro (Yao, 2011)

Apart from the standard TOC, several Taiwanese guidebooks include information boxes, big or 

small, on a corner of their TOC page. Paris 巴黎 (Hsieh &Yen, 2001) is the first local guidebook that 

incorporates additional information box to its TOC and is followed in this regard by Touring Paris by 

Yourself (Gao et al., 2008) and Touring around Paris by Metro (Yao, 2011) as shown in Image 4.5 and 

4.6. Information listed in this kind of box is actually a part of the standard TOC, but is singled out to 
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form a special section. This box normally gathers information on a particular subject, “French cheese 

101,” for example. This information may not include essential travel dos and don’ts but it may relate 

little stories or provide insider knowledge on local culture and life that might add depth to a trip and 

render it unique. The length of one subject takes up an average of half a page. By pinpointing certain 

aspects of the city and its culture, the information box contributes to the shaping of ideas and views on 

Paris. In addition, Hong-Kong guidebooks tend to “play” with the TOC. In contrast to Taiwanese and 

translated guidebooks that list their TOC according to the order of information, Hong-Kong guidebooks 

often first list the supposedly most interesting and exciting parts of the book even though their physical 

location in  the book is  actually  in  the  far  back of  the  book.  Differences  such  as  these assign the 

purported reader of Hong-Kong guidebooks essentially a consumer position, as we already know.

4.1.2 Content 

It is now time to examine more profoundly the guidebooks’ content, which is assumed to be the 

most  important part since it  is here that Paris is introduced and presented. In this section,  we will 

mainly focus on  how local guidebooks frame and represent Paris. As for  what can be found in the 

presentation of the city, this is covered both in this sub-section (to a lesser degree) as well as in a 

subsequent one (4.2), which is dedicated to addressing the characteristics and specificities of Taiwanese 

guidebooks. As mentioned previously in Chapter 1, the Eiffel Tower is an epitome of Paris tourism in 

this study, for it is the most featured monument on guidebooks’ front cover; it receives the highest 

attention, more than any other monument; it is often used as an indicator or organizing principle in the 

table of contents; and it is frequently referenced throughout the book. Following is an analysis on the 

text, images and overall presentation of the Eiffel Tower. 

4.1.2.1 Text 

Direct authorial self-reference 

The way the author presents him/herself or is presented to the reader is a significant aspect, 

when present, in the case of guidebooks. What is immediately visible in these texts is that the personal 

pronoun “I”  is  not  frequently  found,  even if  the  name of  the  author  is  in  fact  given  in  all  local 

guidebooks—this, as discussed, makes those books seem to be works done by individuals rather than 

corporate products. Out of the 17 local guidebooks, authors of only 4 books,  Paris by Metro (Chen, 

2006&2010), Idées de Paris (An, 2011), and Paris (Yao, 2009), employ “I” or refer to themselves by 

name in  the  presentation  of  the Tower.  In  Paris  by Metro,  Chen begins  the  introduction with the 

sentence “when I stood in front of the 324-meter tall Tower” (Chen 2010:88). She shares her personal 
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experience as a way to describe the excitement people usually have when seeing the Tower for the first 

time. Instead of using “I,” the author of Idées de Paris refers to herself by name. As mentioned above, 

the literal English translation of the book title is “Ando’s Paris at a Slow Pace.” Judging from the title, 

one might have the impression of it being a travelogue; as a matter of fact, without her personal travel 

stories or experiences, this is a guidebook to Paris in Ando’s style. “Ando suggests seeing the Eiffel 

Tower at night when it is completely dark.” Referring to herself by name, instead of “I,” probably adds 

a bit of modesty to the book. With a photo and profile of the author, readers have a slight idea of who is 

speaking. Again, in the case of Idées de Paris, the author is introduced as “a former magazine editor 

currently  living in  Paris”  on the  book flap.  The  phrase “a  magazine  editor  living  in  Paris”  has  a 

connotation that this is someone who has a background which includes certain cultural or aesthetic 

training; thus she probably really knows Paris and is able to give an authentic guide to the city. The 

textual presence of the author in these guidebooks thus functions as an endorsement, as it adds weight 

to their credibility. On the other hand, the same guidebooks may risk losing objectivity as they might be  

considered “personal and subjective” by some. 

This concern may explain the limited presence or total absence of the author in Hong-Kong and 

translated guidebooks—4 out of 7 and 9 out of 13 guides do not provide the name of the author. In 

addition, the first person pronoun “I” is not found in any of them. These guidebooks are presented as 

corporate products. Even in books that do give credit to the author, in many cases the name is all that 

readers have, and no additional information on the author is provided. The presence and absence of the 

author reveals two very different strategies adopted by local and Hong Kong/ translated guidebooks. 

The presence of the author in Taiwanese guidebooks may demonstrate that the “charm of the author” is 

an essential part of book reading habits and cultural assumptions in Taiwan, while the almost absence 

of the author in translated guidebooks has its roots in guidebook history in the Western society, as 

previously discussed in the section about the name of the author.

Conveying the message

The author builds herself (or is built by the text) in other manners as well. One of the most 

obvious of these manners concerns the ways in which the message is conveyed; this reveals both the 

author’s attitude as well as the position the reader is assigned to. From this perspective, let us first 

notice that guidebook authors use many modalizers (modal verbs, adverbs, particles, etc.) to indicate 

different degrees of certainty and assessment, and show discursive mastery. In the presentation of the 

Eiffel Tower, we see quite a few of them at work, with various degrees of strength. 
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Firstly, adverbs such as “necessarily” 一定 and “definitely” 絕對 or verbs such as “have to” 必

須  indicate a high degree of certainty and necessity of a particular action or event. By using these 

modalizers, an author implies obligation and in a way leaves readers no choice. Table 4.5 shows that 

these words are used in 10 of 17 Taiwanese guidebooks. In other words, more than half of the authors 

impose a “duty of carrying out certain actions” on their readers. This is another example: “Two places 

one definitely needs to know if he wants to take great photos of the Eiffel Tower.” 想 要 拍 下 美 美 的 

艾 菲 爾  鐵 塔, 有 兩 個 地 點 絕 對 要 知 道. (Ando 2011:117). 

All  this  demonstrates  the  guidebook authors’ confidence  in  their  judgment  and the kind  of 

authority they assume in this position. Such strong modalizers are found in only 3 of 13 translated 

guidebooks but not in any Hong-Kong guidebooks. Next, down in the hierarchy of force, the phrase “it 

is best to” 最好 sends out a message of warning and strong suggestion from the author: “It is best to get 

to the Tower in the evening to appreciate the day-to-night transition.” 最 好 能 在 黃 昏 時 分 登 上 鐵 

塔 欣 賞 由 日 轉 夜 的 景 色 . Paris (Yao 2009:151). This may not be as urgent or necessary as the 

“must” or “have to,” yet it still implies a degree of assumed importance. We find these words in 3 of 17 

local guidebooks, 4 of 7 Hong-Kong guides and 4 of 13 translated books. Thirdly, the verb “suggest” 

建議 indicates an action probably of less importance but which is still recommended by an author. In 

addition, this phrase is relatively more polite and objective when compared with words such as “must” 

and “it is best”: “Isa suggests that people book their tickets on the website of the Eiffel Tower if they 

are sure about their time of visit.” Isa 建 議 大 家 如 果 確 定 好 到 訪 時 間, 先 到 艾 菲 爾 鐵 塔 的 

網 站 上 訂 票. (Yao 2011:229).

We see in Table 4.5 that “to suggest” appears in 3 local guidebooks, all published in the last five 

years. These books, however, still include the previous two groups of words. Therefore, this can be 

seen as an attempt by recent guidebook authors to make their advice more acceptable; by softening 

their modalizers, on the other hand, the same authors will need to appeal to other means for positioning 

themselves  and  the  readers  as  partners  in  discourse,  as  we  shall  see  below through  their  use  of 

exclamatory particles, for instance. Fourthly, the modal “can” 可以  indicates a possible choice and a 

proposition that an author offers his readers: “There are three places altogether where one can enjoy the 

fun of looking out to the distance.” 可 以 享 受 眺 望 遠 觀 之 樂 的 地 點 一 共 有 三 處 . (Liu 

2000:116). As can be seen in Table 4.5, this word is widely used in all three categories of guidebooks. 

One explanation for this modal’s frequent appearance is that, compared with the previous three groups 

of words or phrases, the word “can” is mild and neutral, for it “proposes” rather than “imposes” an 

action. By creating a less prominent stance of authority, an author's suggestions are more likely to be 

perceived as non-abrasive. Finally, the last word in terms of force here is the formula “might as well” 
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不妨, which implies something optional but not necessarily endorsed or recommended by an author. By 

using this verbal formulation, an author assigns a secondary or even tertiary importance or value to a 

particular action or event: “For those who are interested, they might as well take a look.” 有 興 趣 者 

不 妨 參 觀 一 下. (Gao et. al. 2008:137).

We see in Table 4.5 that this negative form is not commonly used. A possible explanation is that 

events and activities of minor importance are less likely to be included, since the guidebook text is a 

result of elimination and selection. Therefore, what are listed are usually recommended by authors. On 

the other hand, such mild modalization is less effective in constructing authority and producing the 

desired effects.

After  comparing  Taiwanese  and  Hong-Kong  and  translated  guidebooks,  we  see  that  local 

guidebooks are firmly committed to their  claims and assessment.  One way to perceive this is that 

authors wish to present themselves as confident about their knowledge and advice: this is in keeping 

with the more “personal” drive of Taiwanese guidebooks. On the other hand, it also reveals a degree of 

anxiety,  as  they use  strong modalizers to  convince  their  readers  to  follow their  instructions.  Most 

importantly  however  is  the  fact  that,  all  in  all,  by  employing  such  devices,  authors  build  strong 

discursive positions for themselves (and attempt to make their readers into “ideal” subjects),  in the 

process displaying a larger array of techniques than in the case of non-Taiwanese guidebooks.

Table 4.5 Modalizers in Taiwanese guidebooks 

“Must”, “have to”, “absolutely” 
Taiwanese guidebooks Hong-Kong guidebooks Translated guidebooks 

Paris (Leng, 1995)
Paris on a Budget (Liu, 1999)
Paris (Liu, 2000)
Paris (Hsieh & Yen, 2001)
Paris by Metro (Chen, 2006) 
Touring Paris by Yourself (Gao et. al., 2008)
Paris (Yao, 2009)
Paris by Metro (Chen, 2010) 
Happy Go Paris (Tseng, 2011)
Touring around Paris by Metro (Yao, 2011)

Paris (Cook, 1998) 
Paris (JTB, 2006) 
Paris (JP, 2008)

“It is best” 
Taiwanese guidebooks Hong-Kong guidebooks Translated guidebooks 

Touring Paris by Yourself (Gao et. al., 2008)
Paris (Yao, 2009)
Idées de Paris (Ando, 2011) 

Short Trip to Paris (2004) 
Paris in 5 days and 4 nights
Paris (2008)
Easy Tour to Paris (2010)

The Best Guide to Paris (1990) 
Paris (JTB, 2006) 
Paris (Mac, 2007) 
Paris (Shales, 2008) 

“Suggest” 

Taiwanese guidebooks Hong-Kong guidebooks Translated guidebooks
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Touring Paris by Yourself (Gao et. al., 2008) 
Idées de Paris (Ando, 2011) 
Touring around Paris by Metro (Yao, 2011)

Short Trip to Paris (2004)
Paris (2008)
Easy Tour to Paris (2010)

“Can”
Taiwanese guidebooks Hong-Kong guidebooks Translated guidebooks 

Paris (Leng, 1995)
Paris Easy and Fun (Chen, 1997) 
Paris on a Budget (Liu, 1999)
Paris (Chang, 1999)
Self-Guided Tour to Paris (Liu, 2000)
Paris (Liu, 2000)
Paris (Hsieh & Yen, 2001)
Paris by Metro (Chen, 2006) 
Touring Paris by Yourself (Gao et. al., 2008)
Paris (Chen, 2008)
Paris (Yao, 2009)
Paris by Metro (Chen, 2010) 
Happy Go Pairs (Tseng, 2011)
Idées de Paris (Ando, 2011) 
Touring around Paris by Metro (Yao, 2011)

Paris '98 (1998)
Short Trip to Paris (2004) 
Paris in 5 days and 4 nights (2007)
Next Stop: Paris (Lee, 2007)
Paris (2008)
Paris (2010) 
Easy Tour to Paris (2010)

The Best Guide to Paris (1990) 
Paris (1995)
Paris (Cook, 1998) 
Paris (Gallimard 2004)
Paris (JTB, 2006) 
Paris (Mac, 2007) 
Paris (JP, 2008)
Paris (Shales, 2008) 
Paris (LP, 2008)
Paris: Café Restaurant Shop Guide to 
Paris (Jung, 2011)

“Might as well”
Taiwanese guidebooks Hong-Kong guidebooks Translated guidebooks 

Paris (Leng, 1995)
Self-Guided Tour to Paris (Liu, 2000)
Touring Paris by Yourself (Gao et. al., 2008)

Paris (JP, 2008)

     

Positioning the reader, conveying the message: other elements

Direct  address  to  the  readers  in  the  presentation  of  Eiffel  Tower  is  found  more  in  local 

guidebooks—6 out of 17 local guides, 1 out of 7 Hong-Kong guides, and 3 out of 13 translated books. 

Even in the case of the 6 local guidebooks that do address the readers, 5 of which were published in/ 

before 2001, the frequency of address is actually low, once or twice on every other page. One book 

addresses its readers by a formal “you” (Nin 您  in Chinese), 3 books by a familiar “you” (Ni 你  in 

Chinese), and 2 books by “reader.” Explanation for the rare usage of direct address to the readers can 

be that speaking directly to the readers generates a certain intimacy which might cause readers of 

certain age or education level to feel uneasy or even be offended to some extent. In addition, one thing 

to bear in mind is that in the Chinese language the subject is sometimes not indicated in a sentence. For 

example, take the sentence: “From the top of the Eiffel Tower, (you) are able to enjoy a panoramic 

view of the city.” 從 艾 菲 爾 鐵 塔 頂 端 可 以 欣 賞 城市 的 全 景. As obvious from this example, 

this Chinese language habit may also be a reason why direct address to the reader is seldom used. As 

for the rare usage of direct addressing found in Hong-Kong and translated guidebooks, as previously 

discussed in the section about the name of the author, the presence of the author is less prominently 

marked in these guidebooks than in Taiwanese ones. Hong-Kong and translated guidebooks for the 
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most part are presented with a unified and coherent voice, without much presence of the author, which 

helps explain why direct address is seldom found in them.

On the other hand, as obvious from the discussion about the author’s positioning above, by her 

very employing of strong modalizers in her statements, the author builds an “ideal” reader, who is 

subject to various authorial strategies and is expected to be fully influenced by them—by performing 

the very actions the author asks her to perform. Accordingly, the presence/absence of pronouns/other 

direct address markers should be seen just as a secondarily relevant in this sense.

Returning to the strategies employed by authors for conveying the message and influencing 

their readers, I would like now to focus further on various stylistic/rhetorical features. Thus, it should 

be pointed out that, in keeping with the authorial positioning discussed earlier, an (apparently) neutral 

but sometimes lecture-like voice is found in early local guidebooks. The Eiffel Tower is presented with 

data and facts and with instructions of what one should do when visiting the Tower. As time progresses, 

guidebooks of later time tend to employ a friendly, softer voice in their text. In Paris (Chang, 1999) 

and Paris (Hsieh & Yen, 2001), for example, the Eiffel Tower is introduced in a storytelling style with 

a touch of sense of humor, as if the author is speaking to a friend. Another example is Touring Paris by  

Yourself (Gao et  al,  2008).  A light,  cheerful  voice is  found when presenting Eiffel  Tower-inspired 

souvenirs: “Here is a selection of funny, practical, adorable, or even edible souvenirs. Come on, take 

your pick and bring one home.” 這 邊 特 地 幫 大 家 挖 到 許 多 以 艾 菲 爾 鐵 塔 為 造 型 設 計 的 

各 種 紀 念 商 品, 逗 趣 的, 實 用 的, 可 愛 的, 或 者 是 吃 的 通 通 都 有, 趕 快 選 一 個 帶 回 家 

吧 . (2008:138). As briefly introduced on the book flap, the five authors of the guidebook work for a 

gourmet travel magazine. Enjoying great food and having fun is said to be their specialty. Therefore 

this  friend-like  voice  is  concordant  with  one  of  the  promises  made  by  the  book  as  to  share  fun 

discoveries in Paris with their readers. 

In terms of style, a more colloquial style is found in recent local guidebooks. Take the souvenir 

description in  Happy Go Paris  for example: “If the Tower souvenir coin is still not cool enough for 

you, then you can go for pasta, erasers, fruit picks or note-holders that are in the form of the Eiffel 

Tower.” 如 果 你 覺 得 紀 念 金 幣 還 不 夠 酷, 那 麼 你 還 可 以 買 鐵 塔 造 型 的 義 大 利 麵, 或 

是 鐵 塔 造 型 的 橡 皮 擦, 或 是 水 果 籤 和 便 條 夾. (Tseng 2011:125). This sentence shows that 

the author not only expects or assumes his readers to be someone who is interested in souvenirs, but 

also someone who might be looking for unique or even unconventional objects. Another example is 

Paris (Chang, 1999), in which, as mentioned earlier, the Eiffel Tower is presented in a storytelling-like 

style with occasional jokes. This technique helps shorten the distance between the author and readers as 
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readers might have the impression that a friendly personal tour guide is speaking to them. Therefore, it 

is more likely that they relate to the author and further trust the guidebook. 

This casual and conversational style can also be supported by the use of particles typical of the 

spoken language, such as ba 吧, oh 喔 and ne 呢 in six Taiwanese guidebooks: Paris by Metro (Chen, 

2006), Touring Paris by Yourself (Gao et al., 2008), Paris (Yao, 2009), Paris by Metro (Chen, 2010), 

Happy Go Paris (Tseng, 2011) and Touring around Paris by Metro (Yao, 2011). These exclamatory 

words are normally used in everyday speech but rarely used in formal writing. Therefore, their presence 

in the 6 guidebooks mentioned above may be seen not only as further proof of a performance-oriented 

discourse, but also as an attempt to shorten the distance between the text and its readers by giving an 

impression that the author is having a face-to-face conversation with his readers. In addition, the 6 

guidebooks were all published in the past decade. With the assumption of their readers to be young and 

easy-going, the use of casual and sometimes familiar way of speaking in recent local guidebooks makes 

perfect sense. 

In the case of Hong-Kong guidebooks, the use of such particles is not present. Milder force is 

rendered here by more “instructions” than “suggestions,” when compared with Taiwanese guidebooks. 

The presentation of the Eiffel Tower can be said as an instruction of efficiency for a sense of time 

pressure is found in 5 out of 7 books. “It is better to line up for the elevator first. Enjoy the view while 

waiting in line. This way, one would not waste time.” 最 好 先 加 入 排 隊 等 電 梯 的 隊 伍, 一 邊 

排 隊 一 邊 欣 賞 風 景 , 比 較 不  會 浪 費  時 間. (MOOK 2004:62). This shows that the author 

supposes his readers to be time and efficiency-concerned. This consideration is not especially present in 

any Taiwanese or translated guidebooks. In addition, it should be noted  that the introduction of the 

Eiffel Tower is identical in 5 guidebooks published by the same company, MOOK Publishing, only 

with a slight difference in the title. This means that the MOOK perspective on Paris has remained the 

same from 1998 to 2010. As for translated guidebooks, a friendly voice is used in most of them. For 

instance, one guidebook translated from Japanese writes, “Cafés and gift shops can be found at each 

level of the Tower. So if time allows, (you) might as well take (your) time enjoying the great view 

ahead.” 各 展 望 台 都 有 咖 啡 館 與 禮 品 店, 要 是 時 間 允 許 不 妨 在 此 悠 閒 地 享 受 遠 方 

的 美 景. (JP 2008:115). 

In  earlier  Taiwanese  guidebooks we see  distance  and formality  between an  author and her 

readers. Over the years, guidebooks of latter time have adopted a more casual register of language by 

employing  a  more  colloquial  style  and  a  more  conversational  manner  of  speaking.  Casual  and 

consultive are the two major styles employed by local guidebooks today. In this regard, the addressee 
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of a guidebook is constructed as someone who is relatively young and relaxed; market considerations 

no doubt influence such stylistic choices.

Framing the Tower

The  text  length  on  the  Eiffel  Tower  has  remained  the  same  for  the  most  part  in  local 

guidebooks, with an average length ranging from 250 to 400 words. An exceptionally long text is found  

in Paris (Chang, 1999) and Paris (Hsieh & Yen, 2001), as can be seen in Table 4.6. When comparing 

Tables 4.6, 4.7 and 4.8, text longer than 500 words is found in 5 out of 17 local books, 1 out of 7 Hong-

Kong books, and 8 out of 13 translated books. Not only do translated guidebooks include a longer text 

for the introduction of the Eiffel Tower (they also generally have more number of pages than Taiwanese  

and  Hong-Kong  guidebooks  do),  but  they  pay  more  attention  to  the  history  and  stories  of  the 

monument. Eleven out of 13 translated guidebooks dedicate more than 1/3 of their Eiffel Tower section 

to the history, background, and anecdotes of the Tower, while only 6 out of the 24 local and Hong-

Kong  books  combined  together  do.  That  is  to  say,  translated  guidebooks  usually  provide  a 

comprehensive presentation of the Eiffel Tower, whereas the touristic aspect of the Tower prevails in 

most  Taiwanese  and  Hong-Kong  guidebooks,  as  tourist  activities  (e.g.  dining,  photo-taking)  and 

humongous images of the Tower take up most of the space. 

Table 4.6. Length of text and the number of images on the Eiffel Tower in Taiwanese guidebooks

Title of Taiwanese guidebook Pages Words on the Eiffel Tower* Images of the Eiffel Tower

1. Paris (1993) 144 105 -

2. Paris (1995) 231 370 -

3. Getting around Paris Easy (1997) 160 410 1

4. Touring Paris on A Budget (1999) 239 175 -

5. Paris (1999) 216 1,500 2

6. Self-Guided Tour to Paris (2000) 229 240 2

7. Paris (2000) 259 250 6

8. Paris (2001) 287 1,110 2

9. Paris by Metro (2006) 127 800 6

10. Touring Paris by Yourself (2008) 317 300 10

11. Paris (2008) 126 180 1

12. An Easy trip on Paris (2009) 213 340 3

13. Paris (2009) 285 250 4

14. Paris by Metro (2010) 136 850 5

15. Happy Go Paris (2011) 221 420 1
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16. Idées de Paris (2011) 271 660 1

17. Touring around Paris by Metro (2011) 286 370 6

*The number of words on the Eiffel Tower is based on a rough word count

Table 4.7. Length of text and the number of images on the Eiffel Tower in Hong-Kong guidebooks

Title of Hong Kong guidebook Pages Words on the Eiffel Tower* Images of the Eiffel Tower

1. Paris ‘98 (1998) 156 770 3

2. Short Trip to Paris (2004) 111 430 2

3. Paris in 5 days and 4 Nights (2007) 95 215 4

4. Next Stop: Paris (2007) 215 150 6

5. Paris (2008) 159 350 6

6. Paris (2010) 143 90 7

7. An Easy Trip to Paris with a Metro Map (2010) 167 350 5

*The number of words on the Eiffel Tower is based on a rough word count

Table 4.8 Length of text and the number of images on the Eiffel Tower in translated guidebooks

Title of translated guidebook Pages Words on the Eiffel Tower* Images of the Eiffel Tower

1. The Best Guide to Paris (1990) 235 180 1

2. Paris (1995) 432 620 10

3. Paris (1998) 192 660 2

4. Paris (2004) 564 720 7

5. Paris (2006) 192 920 6

6. Paris E-Guide (2006) 240 90 -

7. Paris (2006) 325 500 8

8. Paris (2007) 215 1,500 3

9. Paris (2008) Shales 236 540 1

10. Paris (2008) JP 287 900 3

11. Paris (2008) 128 230 2

12. Paris by Metro (2010) 64 - 1

13. Paris: Cafe Restaurant Shop Guide to Paris 

(2011) 

480 420 3

*The number of words on the Eiffel Tower is based on a rough word count

As for the organization of message, guidebooks before the millennium begin their Eiffel Tower 

introduction with historical background and facts. The text serves an informative purpose, as one can 

learn things about the Tower. This monument-centered approach, however, is not always followed by 

guidebooks  published  in  the  last  decade.  Paris  by  Metro (Chen,  2006),  for  instance,  begins  its 

introduction by describing feelings and reaction people have when seeing the Tower for the first time. 
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Then, a few sentences are dedicated to the Tower history, which takes up less than one fourth of the 

entire introduction, before the attention is directed to proposed tourist activities. This book is not an 

isolated case. We see Touring Paris by Yourself (Gao et al, 2008), An Easy Trip on Paris (Yang, 2009), 

Paris by Metro (Chen, 2010), and Happy Go Paris (Tseng, 2011) all present the Eiffel Tower by first 

offering  suggestions  on  tourist  activities  before  providing  information  of  the  Tower.  For  example, 

Happy Go Paris begins the Eiffel Tower introduction with “This is a landmark of Paris. Getting to the 

top of the Eiffel Tower to enjoy the night view of Paris is a must do for almost every tourist visiting 

Paris.” 這 是 巴 黎 的 地 標. 登 上 鐵 塔 欣 賞 巴 黎 夜 景 幾 乎 是 每 一 位 來 到 巴 黎 觀 光 客 

的必然行程 .  (Tseng 2011:124).  In  addition,  the  proportion  of  Tower  history decreases  as  more 

information on ways to enjoy the Tower, souvenirs and photo-taking tips has been added over the years. 

In Paris (Yao, 2009), the history and background of the Tower are briefly introduced but information 

for Tower-related souvenirs takes up half of the text. In this context, the focus of the text on the Eiffel 

Tower has been shifted from the monument itself to how it can be enjoyed. Evolving along with the 

book organization, a more consumption-oriented and hedonistic perspective has replaced a cultural and 

learning-oriented presentation of the Eiffel Tower found in early local guidebooks. The “focus shift” 

we see in Taiwanese guidebooks overall is not found in Hong-Kong or translated guidebooks, for 5 out 

of 7 Hong-Kong books employ a tourist-centered approach and 12 out of 13 translated guidebooks 

focus their discussion on the Eiffel Tower.

Apart from an organizational and focus shift, we also see that the message has undergone a 

process of embellishment to emphasize and reinforce the charm of the Eiffel Tower, in line with the 

softer strategies discussed above. Nine out of 12 Taiwanese guidebooks published after the millennium 

tend to incorporate figurative language and superlatives into the presentation of the Eiffel Tower. For 

instance, in  Paris by Metro  搭地鐵玩巴黎  (Chen 2006:86) the Tower is described as “a colorful 

dazzling glass tower, which is one the most beautiful night views of Paris.” 一 座 彩 色 絢 爛 的 玻 璃 

鐵 塔, 巴 黎 最 璀 璨 的 夜 景 之 一 . The Tower is also said to be as “a jolly woman dancing and 

swinging non-stop” 宛 如 一 個 開 心 地 不 停 搖 擺 跳 舞 的 女 人 during the light show in Idées de 

Paris (Ando 2011:147).  The Eiffel  Tower is  frequently associated with phrases such as “the most 

beautiful  night  view,”  “the  most  classic  landmark,”  “the  most  popular  symbol,”  and  “the  most 

photogenic  architecture”  as  well.  Compared  with  guidebooks  published  before  2000,  recent  local 

guidebooks are not shy to compliment  the Tower  with figures of speech.  Figurative language and 

superlatives can also be found in 6 out of 13 translated guidebooks. In Paris 巴黎 (DK, 2006), “with its 

elegant and symmetrical structure, the Eiffel Tower shines like a star.” 優 美 而 對 稱 的 姿 態 很 快 

就 散 發 出 明 星 般 的 魅 力. (2006:16). The Tower is described as “an eternal lover” 永恆的戀人 in 

66



Paris (Gallimard 2006:293). Hong-Kong guidebooks, on the other hand, do not employ a significantly 

prominent figurative language. The Tower is described as “the most famous landmark of Paris” 巴 黎 

最 有 名 的 地 標 by 3 out of 7 books.   

4.1.2.2 Images

The number of images in the Eiffel Tower section in Taiwanese guidebooks has proliferated 

over the years. As can be seen in Table 4.6, guidebooks published before 2000 in general include 1 or 2 

photos of the Tower. Guidebooks of the last decade, in general, include multiple images of the Tower 

from different angles. Nine photos of the Eiffel Tower, for instance, are found in  Touring Paris by 

Yourself (Gao et al., 2008). The relationship between the text and images has undergone some changes, 

as well. Before 2000, the text to image ratio was somewhat 2:1 — images played more of a supporting 

role,  as the text was the leading actor. Their relationship was soon reversed.  After the millennium, 

images have had the upper hand to an almost overwhelming degree of 1:2 or 1:3. Text still has its 

importance, but images have gained more importance and in some cases dominate the organization of 

the page layout. 
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Image 4.7: Next Stop: Paris (Lee, 2007)

Speaking of text-image proportion, Hong-Kong guidebooks take it to another level. One distinct 

trait of these books is an overwhelming amount of images juxtaposed with a relatively short length of 

text,  as  shown  in  Table  4.7  and  Image  4.7.  As  mentioned  above,  only  1  out  of  7  Hong-Kong 

guidebooks includes text over 500 words in the Tower context. Very often, images take up more space 

than the text does of a page. The large amount of images in these guidebooks might remind people of 

brochures but we need to keep in mind of generic differences between a brochure and a guidebook, as 

discussed in Chapter 3: Hong-Kong guidebooks are guidebooks because of their long length of text in a 

book form and their comprehensive and accurate evaluation of places. Back to the subject of text-image  

proportion, the disproportionate ratio in Hong-Kong guidebooks is not as prominent in Taiwanese and 

translated guidebooks, although recent books do include more images than their predecessors.

For the content of images, mostly day-time photos of the Eiffel Tower are found in all three 

groups of guidebooks. As can be seen in the Appendix, about half of Taiwanese, half of translated and 
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all Hong-Kong guidebooks include photos of the Tower taken from a bottom-up angle, which creates 

an imposing and majestic effect. Next, large-sized photos that take up half of a page or even a full page 

can be found in 5 of 17 local, 2 of 7 Hong-Kong, and 6 of 13 translated guidebooks. And the 5 local 

books were all published after 2006, meaning large-sized photos appeared rather late in Taiwanese 

guidebooks. In addition, as we go through the Appendix, images of souvenirs in the form of the Eiffel 

Tower are found in 5 local guidebooks published in the past five years. Touring Paris by Yourself (Gao 

et al., 2008), for example, dedicates an entire page to Tower-related souvenirs with product information 

and images in the section of the Eiffel Tower. It is not the case for either Hong-Kong or translated 

guidebooks, however. Neither Hong-Kong nor translated guidebooks7 include such images. 

        Image 4.8 Short Trip to Paris (Tseng et al., 2004)        Image 4.9  Paris 5 Days and 4 Nights (MOOK, 2007) 

Meanwhile, there are certain features that are found in Hong-Kong or translated guidebooks but 

not local ones. Firstly, a phenomenon of “image recurrence” is present only in Hong-Kong guides. Five 

books were published by MOOK Publishing within the 7 Hong-Kong guidebooks in this study. The 

same photos are sometimes used twice in one book or photos from earlier books reappear in later 

publication. Image 4.8 and 4.9 show a photo of the Eiffel Tower that first appeared in 2004 and then 

7  Paris: Cafe Restaurant Shop Guide to Paris (Jung, 2011) includes images of souvenirs in another section of the book.
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reappeared in 2007, although it was downsized. Secondly, black and white photos or illustrations of the 

Eiffel  Tower in 38 of the 13 translated guidebooks.  From the Appendix,  we find that  Paris (2004) 

includes ancient photos of the Tower from scratch to finish. On the other hand, this ancient or retro 

aspect is not found in either Taiwanese or Hong-Kong books, for they both include glossy and colorful 

images of the Tower. Finally, an “anatomic” approach to the image presentation of the Eiffel Tower is 

more frequently used in translated guidebooks, with 49 out of 13 books. As shown in Image 4.10, the 

use of an “anatomic” approach presents aspects of the monument that people do not usually see or pay 

attention to. As a result, this scientific-like method gives more unexpected dimensions to the perception 

of the Tower. On the other hand, this anatomic approach to the image of the Tower is found in only 2 

Taiwanese guidebooks, 1 published in 2000 and the other in 2008, but not in any Hong-Kong books — 

for both groups of guidebooks are prone to show the Eiffel Tower in a holistic image. Compared with 

translated guidebooks, Taiwanese and Hong-Kong books focus more on the tourist aspect of the Tower 

and pay relatively less attention to the monument itself.             

Image 4.10 Paris (DK, 1995)

8 Paris (DK, 1995), Paris (Gallimard, 2004), and Paris (Fisher, 2007)
9 Paris (DK, 1995), Paris (Gallimard, 2004), Paris (JTB, 2006), and Paris (DK, 2006)
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From the discussion above, we see that Taiwanese guidebooks have several characteristics in 

the image presentation of the Eiffel Tower. First of all, the amount and size of images have increased 

over the years. Also, a more glossy and modern aspect tend to be the dominant image of the Tower. 

Thirdly, the attention has extended to the “by-product,” as several books begin to feature Tower-formed 

souvenirs in the recent years. Hence, the image framing of Paris in Taiwanese guidebooks reveals a 

more  hedonistic,  consumption-oriented perspective,  which  corresponds to  our  earlier  discussion on 

guidebook organization and the text. 

4.2 Characteristics and specificity of Taiwanese guidebooks 

After  examining  the  physical  attributes,  paratext  and  text  of  17  Taiwanese  guidebooks 

chronologically  and  comparing  them  with  Hong-Kong  and  translated  guidebooks,  following  is  a 

synthesis of the changes in local guidebooks over time and distinct Taiwanese perspectives on Paris.

4.2.1 The iconization of the Eiffel Tower 

The Eiffel Tower has long been iconized by local guidebooks. Apart from it being the most 

featured  image  for  front  cover  choices  in  local  guidebooks,  as  mentioned  earlier,  half  of  the 

guidebooks, 9 to be exact, mention the number of visitors to the Eiffel Tower each year and a long 

waiting line  as a proof of the monument’s popularity.  In addition,  as can be seen in  table  4.9,  11 

guidebooks praise the Eiffel Tower as the “symbol” of Paris; 9 describe it a “must-visit” attraction; and 

7 call it the “landmark” of the city. Along with its front cover dominance and the popularity proof, the 

words “symbol” 象 徵, “must-visit” 必 遊, and “landmark” 地 標 all contribute to making the Tower a 

top-notch attraction and consequently an icon of Paris tourism. 

As a matter of fact, guidebook iconization of the Eiffel Tower began rather early as the word 

“symbol”  appeared  in  Getting  around  Paris  Easy  and  Fun (Chen,  1997),  but  it  was  after  the 

millennium that the iconization process was reinforced and precipitated by the use of subtitle and an 

increasing  number  of  adjectives  and  images.  7  out  of  the  10  guidebooks  published  after  2000 

incorporate a subtitle in the introduction of the Eiffel Tower. For example, the phrase “a symbolic 

landmark of  Paris”  象  徵  巴  黎  的  地  標  is added right beneath the section title “Eiffel Tower” in 

Touring around Paris by Metro (Yao, 2011). The Tower is said to be a landmark of Paris in the subtitle 

of 5 books. Other words such as “world-famous”  舉世聞名 , “classic”  經典 , and “must-see”  必看 

appear in the subtitle as well. These subtitles appear right after the title and before the introduction of 

the Eiffel Tower. They function as a defining phrase of the Tower.

71



As for adjectives used to describe the Tower, Table 4.9 shows that starting with Paris (Hsieh & 

Yen, 2001), more and more are employed. Among 12 guidebooks published after the millennium, 8 

refer  to  the Eiffel  Tower as a symbolic  monument  of  Paris.  Words such as “charming”  迷人的 , 

“dazzling”  耀眼的  and “beautiful”  美麗的  are also frequently associated with the Tower, and this 

makes it ever more glamorous and alluring. Guidebooks before 2000, in general, tend to introduce the 

Eiffel Tower from a factual perspective, in neutral tones. Guidebooks of the last decade, however, do 

not hesitate to compliment the Eiffel Tower with embellished words in praising and admiring tones. For  

instance, 4 adjectives (“symbolic,” “tallest” 最高的, “must-see,” and “elegant” 優雅的) are used in the 

1,500-word Tower introduction in Paris (Chang, 1999) while the 650-word text on the Tower in Idées 

de Paris (An, 2011) includes 7 adjectives (“symbolic,” “must-see,” “charming,” “dazzling,” “grand” 巨

大, “amazing” 驚歎的, and “eye-catching” 搶眼) to describe the Tower. 

Table 4.9: Positive adjectives in the text of the Eiffel Tower in local guidebooks

Title of guidebook Adjectives N° of images 

1. Paris (1993) “well-known” -

2. Paris (1995) “charming,” “dazzling” -

3. Getting around Paris Easy (1997)* “symbolic,” “grand” 1

4. Touring Paris on A Budget (1999) “symbolic” -

5. Paris (1999)* “symbolic,” tallest,” “must,” “elegant” 2

6. Self-Guided Tour to Paris (2000) “symbolic” 2

7. Paris (2000)* “symbolic,” “must” 6

8. Paris (2001) + “symbolic,” “landmark,” “must,” “well-known” 2

9. Paris by Metro (2006) *+ “symbolic,” “landmark,” “tallest,” “dazzling,” “beautiful,” “amazing” 6

10. Touring Paris by Yourself (2008)+* “landmark,” “well-known,” “beautiful,” “grand,” “must” 9

11. Paris (2008) + “tallest,” “dazzling” 1

12. An Easy trip on Paris (2009) “symbolic,” “must,” “grand” 2

13. Paris (2009)* “landmark,” “well-known,” “beautiful,” “must” 2

14. Paris by Metro (2010) *+ “symbolic,” “landmark,” “tallest,” “dazzling,” “beautiful,” “amazing” 5

15. Happy Go Paris (2011) *+ “landmark,” “must,” “charming,” “well-known” 1

16. Idées de Paris (2011) “symbolic,” “must,” “charming,” “dazzling,” “grand,” “amazing,” 

“eye-catching”

1

17. Touring around Paris by Metro 

(2011)+

“symbolic,” “landmark,” “tallest,” “must,” “charming,” “well-

known”

5

-The * mark indicating the Eiffel Tower is used as an organizing principle in the table of contents (tower-center strategy of 

 presenting sites)

-The + mark indicating a subtitle is included for the Eiffel Tower section 
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Table 4.10: Positive adjectives in the text of the Eiffel Tower in Hong-Kong guidebooks

Title of guidebook Adjectives N° of images 

1. Paris ‘98 (1998) “tallest” 3

2. Short Trip to Paris (2004) “symbolic,” “landmark,” “tallest,” “well-known” 2

3. Paris in 5 days and 4 Nights (2007)+ “landmark,” “well-known” 1

4. Next Stop: Paris (2007)* “symbolic,” “landmark,” “grand,” “must” 5

5. Paris (2008)* “landmark,” “well-known,” “dazzling,” “classic” 2

6. Paris (2010) * “symbolic,” “landmark,” “must,” “beautiful” 1

7. An Easy Trip to Paris with A Metro Map (2010) “landmark,” “well-known,” “classic” 3

-The * mark indicating the Eiffel Tower is used as an organizing principle in the table of contents (tower-center strategy of 

 presenting sites)

-The + mark indicating a subtitle is included for the Eiffel Tower section 

Table 4.11: Positive adjectives in the text of the Eiffel Tower in translated guidebooks

Title of translated guidebook Adjectives N° of images

1.The Best Guide to Paris (1990)* - 1

2. Paris (1995)* “symbolic,” “beautiful” 11

3. Paris (1998) “landmark,” “dazzling,” “must,” “elegant” 2

4. Paris (2004)* “symbolic,” “landmark” 13

5. Paris (2006)* “landmark,” “dazzling,” “must,” “well-known,” “beautiful,” “elegant,” 

“grand”

6

6. Paris E-Guide (2006) “symbolic” -

7. Paris (2006)* “symbolic,” “grand” 7

8. Paris (2007)* “symbolic,” “must,” “landmark,” “grand,” “amazing” 3

9. Paris (2008)* LP “landmark,” “dazzling,” “must” 1

10. Paris (2008) Shales “symbolic,” “must” 2

11. Paris (2008)*+ JP “symbolic,” “charming,” “romantic,” “landmark,” “well-known,” 

“beautiful” 

1

12. Paris by Metro (2010) “dazzling” 1

13. Paris: Cafe Restaurant Shop 

 Guide to Paris (2011)*

“Symbolic,” landmark,” “charming,” “must,” “ beautiful” 3

-The * mark indicating the Eiffel Tower is used as an organizing principle in the table of contents (tower-center strategy of 

 presenting sites)

-The + mark indicating a subtitle is included for the Eiffel Tower section 

Apart  from using  strong adjectives,  as  we have  seen  above,  local  guidebooks also tend to 

emphasize the absolute importance of the Eiffel Tower by mentioning what other tourists do. Nine out 
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of 17 local guidebooks specifically indicate that the Eiffel Tower is a must-see attraction for visitors 

from around the world. 

“People from around the world come to visit (the Tower).” 來 自 世 界 各 國 的 人 登 臨 拜 訪 (鐵 塔). (Fang 

1993:104).

“The spectacular view that the Tower has to offer attracts tourists from different countries.” 壯 闊 的 景 色 吸 

引 了 全 世 界 的 觀 光客 到 此 一  遊. (Chen 1997:13).

“The Tower is an iconic piece of architecture in Paris and a must-visit for tourists.” 巴 黎 鐵 塔 是 巴 黎 的 代

表 性 建 築, 遊 客 必 到 之 地. (Liu 2000:152).

“The Eiffel Tower is the symbol of Paris...almost no tourist would miss this attraction.” 巴 黎 鐵 塔 是 巴 黎 

的 象 徵...幾 乎 沒 有 遊 客 會 錯 過 這 個 景 點. (Hsieh & Yen 2001:228).

“The Eiffel Tower is the most visited attraction in Pairs. There are more than 6 million of tourists visiting this 

Tower each year.” 巴 黎 鐵 塔 是 造 訪 人 數 最 高 的 景 點 , 平 均 每 年 有 超 過 6 百 萬 的 遊 客 前 來 瞻 

仰. (Chen 2006:86).

“The Eiffel Tower is a must-visit for tourists.” 巴 黎 鐵 塔 為 觀 光 客 必 去 之 地. (Yao 2009:151). 

“The Eiffel Tower is the most visited attraction in Pairs. There are more than 6 million of tourists visiting this 

Tower each year.” 巴 黎 鐵 塔 是 造 訪 人 數 最 高 的景 點, 平 均 每 年 有 超 過 6 百 萬 的 遊 客前 來 瞻 

仰. (Chen 2010:88).

“Getting to the top of the Eiffel Tower and enjoying the night view is almost on every tourist’s schedule.” 登 上 

巴 黎 鐵 塔 欣 賞 巴 黎夜 景, 幾 乎 是 每 一 位 來到 巴 黎 觀 光 客 的 必 然 行 程. (Tseng 2011:12). 

“Tourists from around the world all want to get to the top of the Eiffel Tower as a souvenir.” 來 自 世 界 各 地  

的 遊 客 無 不 想 登 上 鐵 塔 作 紀 念. (Yao 2011:228).  

Indeed, several foreign guidebooks, 6 out of 20, do mention the number of tourists visiting the 

Tower but none of them explicitly writes that the Eiffel Tower is a must-go for people from around the 

world. By mentioning what others tourists do, more than half of the Taiwanese guidebooks imply the 

need to follow the crowd. As a result, it seems that the popularity of the Tower makes it another reason 

not to be missed. This worry of missing out may have something to do with the “lining up craze.” 

People in Taiwan are fond of lining up for they find long lines of people one of the most effective 

endorsements for a product or service (Tang, 2010). Every now and then, we see huge crowds gather 

and fill the street for purchasing food, toys, electronic products or clothing items. Therefore, written in 

such a social context, local guidebooks probably reflect this mentality of following the majority.  

The number of images in the Eiffel Tower section has proliferated over the years. Guidebooks 

published before 2000 in general include 1 or 2 photos of the Tower. As can be seen in Table 4.9, no 

images  are provided in the section of the Eiffel  Tower in several  cases. Guidebooks of the recent 

decade, in general, include multiple images of the Tower from different angles. 9 photos of the Eiffel 
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Tower, for instance, are found in Touring Paris by Yourself (Gao et al., 2008). The section on the Eiffel 

Tower usually includes more photos than other sections for other monuments.   

The importance of the Eiffel Tower can be seen from the frequent reference it receives in other 

parts  of  the  book,  apart  from the  section  specifically  dedicated  to  the  introduction  of  the  Tower. 

“Having a great view / photos of the Tower” is the number one reference found in local guidebooks; the  

same  applies  to  Hong-Kong  and  translated  guidebooks.  Several  monuments  or  attractions  are 

introduced as ideal spots to take photos of the Eiffel Tower. The Parc du Champ de Mars, for instance, 

is described as “the best place for taking photos with the Eiffel Tower” 與 艾 菲 爾 鐵 塔 合 影 的 最 

佳 場 地 (Chen 2006:87). Sections of the Palais de Chaillot, Champ de Mars and Jardin du Trocadéro 

are where the reference of the Eiffel Tower appears the most in the book, due to their proximity to the 

Tower. Since the Tower is one of the highlights of a trip to Paris and photo-taking is a quintessential 

tourist practice, it comes as no surprise that many guidebooks include information on places and tips 

for taking photos of the Eiffel Tower even in sections dedicated to other tourist locations. The Tower is 

also referenced as a location indication. Examples are: “Musée du Quai Branly is not far from the Eiffel  

Tower. It might be a good idea to visit this distinct museum after visiting the Tower.” 布 利 碼 頭 博 物 

館 與 艾 菲 爾 鐵 塔 相 隔 不 遠, 參 觀 鐵 塔 後 不 妨 來 此 拜 訪 這 座 別 具 特 色 的 博 物 館.” 

(Chen 2008: 37); and: “Champs de Mars is located right behind the Eiffel Tower.” 戰 神 廣 場 就 位 

在 艾 菲 爾 鐵 塔 後 方. (Yao 2011:231). 

The “localizing function” of the Tower is often found in translated guidebooks but seldom in 

Hong-Kong books. “The Montparnasse Tower is the second tallest building in Paris, after the Eiffel 

Tower.” 蒙 帕 那 斯 大 樓 是 巴 黎 僅 次 於 巴 黎 鐵 塔 的 次 高 建 築. (Chang 1999:183). “From 

the Notre Dame Bell Tower, you have the best  view of Paris, better than the Eiffel Tower and the 

Montparnasse Tower.” 從 聖 母 院 的 鐘 樓 你 可 以 看 到 最 清 晰 的 巴 黎 風 貌 , 連 艾 菲 爾 鐵 

或 塔 蒙 帕 那 斯 大樓 都 沒 那 麼 清 楚 . (An 2011:119). This comparison reference is due to the 

Tower’s well-known status. Readers are likely to have a better knowledge of the Tower than other 

attractions, and this makes it ideal to serve as a reference when talking about other monuments. In 

addition to the three references mentioned above, a top selection or highlights of Paris is found at the 

beginning of several guidebooks. Either in the form of a map marked with tourist sites or a list of 

selections with photographs, the Eiffel Tower is often included on the list of top attractions or must-

visit places in Paris by all three groups of guidebooks. This reference can be easily understood by the 

number of guidebooks that feature the Tower on their front cover, 11 out of 17 local guides. It is no 

exaggeration to say that the Eiffel Tower is the symbol of Paris—because that is exactly how it  is 

referenced in book introduction or overview of the city in several guidebooks. “The Eiffel Tower comes 
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to people’s mind at the mention of Paris.” 說 到 巴 黎 就 會 想 到 艾 菲 爾 鐵 塔 . (Leng 1995:97). 

“The Eiffel Tower serves to symbolize Paris.” 艾 菲 爾 鐵 塔 象 徵 巴 黎. (Gao et al. 2008:39). Hong-

Kong and translated guidebooks regard the Eiffel Tower as the symbol of Paris as well.

The Eiffel Tower is said to be the most popular or important landmark of Paris by five local 

guidebooks10 that  have  been  published  in  the  last  five  years.  They do  not  provide  proof  such  as 

numbers of visitors or opinion polls to support this claim. According to a report conducted by Paris 

Region Economic Development Agency (2013), the Eiffel Tower actually ranked fourth, after the Notre 

Dame de Paris, Sacré Coeur de Montmartre, and Louvre Museum, as the most visited monument of 

Paris in 2011. One explanation for the subjective claim made by the five guidebooks might be the 

assumption that the Tower is the best-known monument among people in Taiwan. Hong-Kong and 

translated guidebooks do describe the Tower as one of the very important symbols of Paris, but none of 

them makes it “the one.”    

4.2.2 Presence and absence

This section is dedicated to extra elements whose presence or absence within the text of the 

guidebook is relevant from the perspective of the present study. 

Comparing Table 4.1, 4.2 and 4.3 and revisiting a topic we have already approached, we can 

easily see that names of the author is given by all 17 Taiwanese guidebooks. Very often the author’s 

background is provided along with a message from the author found in the preface. On the other hand, 

this  is  not  the case  for  Hong-Kong or  translated books.  Information on authors is  scarce  in  these 

guidebooks because the majority of them are presented as corporate products. As mentioned earlier, 

anonymity in guidebooks has is origin in history and generic conventions, which can be an explanation 

for the absence of the author in most Hong-Kong and translated guidebooks in this study; their global 

outreach  factor  is  also  a  significant  reason.  The  situation  for  local  guidebooks,  however,  is  a  bit 

different. Travel books written or endorsed by celebrities get readers’ attention and sell better in Taiwan 

(Lin, 2009). When viewed from this perspective, the presence of the author in Taiwanese guidebooks 

meant for the local market makes commercial sense in this social context.  

Information on authors is marked by a strong presence in Taiwanese guidebooks. On the other 

hand, other information is “missing” or “incomplete.” About half of local guidebooks, for instance, 

address nuisances. Warnings and advice do not have a section of their own, however. They are usually 

briefly mentioned in the section of “About Paris” or “Paris in General.” As can be seen in Table 4.12 

10  Touring Paris by Yourself (Gao et al., 2008), Paris (Yao, 2009), Happy Go Paris (Tseng, 2011), Idées de Paris (An, 
2011), and Touring around Paris by Metro (Yao, 2011)
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below, the most common warning concerns security,  which is  found in  six local  guidebooks.  It  is 

noteworthy that out of the 6 books, only 3 list out some names of specific areas or train/metro stations 

to avoid during certain times of the day, while the other three just provide broad and general safety 

rules. Contrary to most guidebooks,  Paris (Hsieh & Yen, 2001) assures its readers that “the metro is 

safe even late at night” (2001:280). Apart from security concerns, reminders about cleanness in metro 

stations  can  be  found  in  three  books.  Another  three  guidebooks  also  warn  their  readers  about 

“snobbish”  or  “unfriendly”  French  people,  of  course  in  relation  to  tourists.  Other  issues  such  as 

inconvenience in communicating (e.g. French people do not speak English) or business operation (e.g. 

big and small strikes) are also included. Interestingly, two guidebooks address problems and worries 

over cleanliness and strikes, but do not mention a word on security.  

Table 4.12 Paris nuisances in 17 Taiwanese guidebooks

Safety Language Cleanliness High expense People’s attitude Strikes Traffic

Paris (2000) Paris (2003) Touring Paris Easy 
and Fun (1997)

Touring Paris 
Easy and Fun 
(1997)

Touring Paris Easy 
and Fun (1997)

Paris (1999)

Paris (2001) Touring Paris on a 
Budget (1999)

Idées de Paris 
(2011)

Paris (2000) Paris by Metro 
(2006)

Paris on a 
Budget (1999)

Paris (2000) Idées de Paris (2011) Paris by Metro 
(2010)

Paris by Metro 
(2006)

Idées de Paris 
(2011)

Paris by Metro 
(2010)

Idées de Paris 
(2011)

As for Hong-Kong guidebooks, only two include information on nuisances. Next Stop to Paris 

(Lee, 2007) gives general advice on personal safety. It suggests its readers that they should stay away 

from a specific area, Belleville, and most train stations late at night. Easy Tour to Paris (MOOK, 2010) 

provides a previous case of assault to warn its readers when taking the metro. Language is these two 

books is direct and straightforward, with a tinge of nervousness.  

Table 4.13 Paris nuisances in 7 Hong-Kong guidebooks

Safety Language Cleanliness High expense People’s attitude Strikes Traffic

Next Stop Paris 
(2007)

Easy Tour to Paris 
(2010)

Easy Tour to Paris 
(2010)

77



Finally, more than three-quarters of the translated guidebooks include information on nuisances 

in the section titled “Practical guide” or “When in Paris.” Seven books either list previous cases of 

assault and coping strategies or specifically list out areas and train stations to avoid at night. Compared 

with Taiwanese and Hong-Kong guidebooks, translated books dedicate a relatively longer length of 

content to information on nuisances. As can be seen in Table 4.14, security is their biggest concern, 

with ten books giving out warnings and advice for personal safety. Traffic inconveniences are also 

mentioned by four books. Other issues, such as cleanliness and people’s attitude, that get the attention 

of Taiwanese guidebooks do not seem to be a significant problem for translated books. 

Table 4.14 Paris nuisances in 13 translated guidebooks

Safety Language Cleanliness High expense People’s attitude Strikes Traffic

Paris (1990) Paris (2008) JP Paris (JP, 2008) Paris (1995)

Paris (1995) Paris (1998)

Paris (2006) Paris (2006)

Paris (2006) JP Paris (2008) 
Shales 

Paris (2007)

Paris (2008) LP 

Paris (2008) JP 

Paris (2008) Shales 

Paris by Metro 
(2010)

Paris (2011)

Information on nuisances is found in most guidebooks. The issue of security receives the most 

coverage, although the degree of concern varies among the three groups of guidebooks. By indicating 

names  of  specific  areas  and  metro  stations  wherre  tourists  need  to  remain  high  alert,  translated 

guidebooks put much more stress on safety than local and Hong-Kong books do. Indeed issues of 

security  do  top  the  list  of  nuisances  in  Taiwanese  guidebooks  but  these  somehow  seem  more 

preoccupied by relatively minor issues such as cleanliness and people’s attitude.

 In addition, another type of information completely absent from Taiwanese guidebooks regards 

suicides. Although an accurate number of suicides from jumping off the Eiffel Tower each year cannot 

be retrieved, the Eiffel Tower management did express the fact that “it is always too many” (AFP,11 

2012).  Therefore,  it  is  not  surprising  to  read  about  suicides  in  four  out  of  thirteen  translated 

guidebooks. Interestingly, only one local guidebook mentions this matter while none of the Hong Kong 

11 www.dailymail.co.uk/news/article-2164315/Horror-tourist-climbs-Eiffel-tower-jumps-death.html. Accessed June 12, 
2013.
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books  includes  such  information.  The  priority  and  major  concern  of  guidebooks  is  to  present  a 

destination from a tourism standpoint. As discussed in the previous chapter, one of the functions of 

guidebooks  is  help  tourists  orient  themselves  and  navigate  in  a  foreign  place.  Unless  for  safety 

concerns related to  tourists,  issues of inequalities  and injustices of  a destination are  often ignored 

(Santos, 2004) or mentioned in a light, airbrushed manner in travel guidebooks. Since the Eiffel Tower 

is presented as a place where tourists are supposed to enjoy themselves and have fun, it makes sense 

that many guidebooks keep silent about suicides. From another perspective, out of all the 24 original 

Chinese guidebooks12 in this study, Eiffel Tower suicide is mentioned in one book only. Chinese culture 

and its perception of death certainly play a part in this result: for the most part, death-related subjects 

are deep-rooted taboo subjects. It is considered bad luck to bring up a discussion or simply just mention  

it. Hence, most guidebooks written by people from Taiwan or Hong Kong choose not to include suicide 

incidents for fear that some people may be discouraged to visit the Tower.

Finally, another absence or low presence observed in Taiwanese guidebooks is advertisement. 

Local guidebooks include a small dose of advertisement, which is generally limited to flaps and the 

back cover. Translated guidebooks do not include any advertisement except information for books from 

the same series or publisher. Hong-Kong guidebooks,  on the contrary, have a frequent presence of 

advertisement. For instance, 14 pages of advertisement are found in Short Trip to Paris 巴黎小旅行 

(2004), which has 111 pages. Books from the same publisher or travel-related products, such as travel 

agencies  and  airline  companies,  are  common  subject  in  advertisement.  The  high  presence  for 

advertisement may be because 6 out of the 7 Hong Kong guidebooks in this study are magazine-book 

in nature.

The presence of the author and the absence (or low presence) of nuisances and advertisement 

emphasize several traits of Taiwanese guidebooks. First, authors exert a high degree of influence over 

the  Taiwan  guidebook  market  as  their  charm  or  reputation  plays  an  important  part  in  gaining 

readership. Secondly, nuisances are overlooked or toned down. An explanation may be that cultural 

differences between France and Taiwan can be overwhelming for many people. Therefore, guidebook 

authors choose not to discuss nuisances in detail, not wanting to “scare” potential tourists.  Another 

explanation can be that authors consider safety as “common sense” for most travelers and thus do not 

see the need to address  nuisances.  Finally,  the little  amount  of advertisement  presence  shows that 

Taiwanese guidebooks are not as commercialized as Hong-Kong books are.         

4.2.3 Proliferation and diversification of maps 

12 17 Taiwanese and 7 Hong Kong guidebooks
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 A growing presence and diversification of maps in Taiwanese guidebooks is observed. In the 

early 1990s, most local guidebooks included a map of central Paris and a map of the metro system, 

which took up an average of two pages in one book. This was the case of the first locally produced 

guidebook on Paris published in 1993. Fast forward to 2008, in Touring Paris by Yourself (Gao et al., 

2008), 20 pages solely dedicated to maps can be found. Apart from the increasing number of pages that 

maps occupy, maps have evolved into various forms and styles, along with the trend of guidebook 

diversification.  Conventional  maps  are  normally  marked  with  classic  tourist  attractions  and 

infrastructure,  such  as  metro  stations,  bus  stops,  and  hospitals.  Instead  of  being  a  “neutral”  or 

“objective” geographical reference, maps are now visibly tailored to cater for specific interests. For 

instance, a Paris shopping map is marked with areas and stores for those who plan to splurge or simply 

want to pick up some souvenirs before departure. Another common themed map is a gourmet map, 

which of course is primarily concerned with food and beverages. These themed maps are customized 

for readers of specific interests. 

People’s  ever-diverse interests  are  actually influenced and enhanced by globalization.  From 

cultural products such as music and films to daily life objects such as home appliances, technology 

makes it possible to have ideas and trends from thousands of kilometers away delivered to people’s 

doorstep in Taiwan. Consumers today are offered alternative choices and new ways of thinking, which 

change their  concepts in multiple  dimensions.  As far  as we are concerned here,  it  is  this  changed 

attitude and taste that guidebook authors or publishers sense; therefore they feel the need to propose 

maps of various themes and styles in order to satisfy clientele of assorted interests and preferences. In 

addition,  the sophistication of maps empowers people  to become independent  and,  in  a  way,  self-

sufficient.  With  the  specific  information  and  details  included  in  a  map,  readers  are  given  the 

opportunity to choose from all possible options and therefore are able to have their own customized 

arrangement of an itinerary.  

Apart from an increase of amount and diverse styles, maps become more “interactive” in the 

sense that they incorporate page numbers so that readers are able to jump to a specific page for the 

information they inquire. Vice-versa, a paragraph on a monument provides its map indication, as shown 

in Image 4.11 and 4.12, so that the very monument can be spotted on the map right away. This cross-

referencing did not  appear in  local  guidebooks until  the millennium, while  it  was incorporated by 

translated guidebooks as early as 199513.

13 A map-text link was first found in the Taiwanese guidebook, Paris (Liu, 2000) and in the translated guidebook Paris (DK, 
1995).
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Image 4.11 Paris (Chen 2008:37)    

Image 4.12 Paris (Yao 2009:150)

Apart from the proliferation and sophistication in the case of classic maps, another phenomenon 

regards the presence of pullout maps in translated guidebooks. They are frame-breaking, as they extend 

space and encompass more details and aspects.  The anonymous Best Guide to Paris (1990), the first 

foreign guidebook considered here, includes a pullout city and metro map at the beginning of the book. 

This pullout map feature, however, is rarely found in local guidebooks; Paris (Fang, 1993) is the only 

local guidebook that includes such a map. In addition, some maps are designed to be cut out and used 

separately from the book. While it is common for several translated guidebooks, such as Paris 巴黎 

(JTB, 2006), Paris 巴黎 (Le Nevez, 2008), and Paris 巴黎 (Wagamama Aruki, 2008), it is not often 

found in Taiwanese guidebooks. In fact, An Easy Trip on Paris (Yang, 2009) is the first and only local 

guidebook that includes such a map. The lightweight of most local guidebooks can be one explanation; 

only one local guidebook is over 300 pages, while four translated guidebooks are over 300 pages. Local 
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guidebooks can be easily carried around but translated ones may seem bulky on the go. As for Hong-

Kong books, neither pullout maps nor cut-off maps are found in them, because six out of the seven are 

magazine-size. Each page of these books already provides a bigger space than a standard guidebook 

does. Therefore, maps do not need to “expand” to get more space in these Hong-Kong guidebooks. 

4.3 Chapter summary 

After examining the physical  outlook and the content  of guidebooks on Paris, we find out 

several chronological changes in locally produced guidebooks as well as distinct traits they share when 

a spatial comparison is made with Hong Kong/ translated books. A quick review of the key points is as 

follows:

Taiwanese guidebooks over time

Beginning from the outer layer  of the book, we see that the number of images has grown 

considerably on the front cover. Front covers of recent books are often designed in a collage fashion to 

present a multi-faceted city. Apart from images, book highlights have also been incorporated to the 

front cover in the recent decade. The front cover is filled with images and highlights, to the point that 

very little space is left blank. Next, when we open the book and arrive at the table of contents, we see 

that information organization has shifted from a chronological order to a highlighting strategy. 

Into the book content, over the years local guidebooks have included more images, which leads 

to a change of text-image proportion and relationship.  Indeed,  the text  still  has its importance but 

images in recent books no longer take a secondary position for they often dominate the organization of 

page layout.  Concerning the message delivery,  we see  that  guidebook authors over the years  have 

adopted a more casual language style, moving away from strong markers of authorial position and 

employing  less  emphatic  and  subtler  modalities.  Meanwhile,  a  focus  shift  is  observed.  Local 

guidebooks have become more consumption-oriented in recent years, as more hedonistic information is 

added. Finally, maps have proliferated and diversified. Under the current paradigm of globalization, 

varieties  of  themed  and  interest-specific  maps  are  now  included  to  propose  different  ways  of 

experiencing Paris.  

Comparison of Taiwanese and Hong Kong and translated guidebooks 

Beginning from the book title,  we see  that  Taiwanese  and Hong-Kong guidebooks tend to 

“spice up” their titles by adding extra information while more than half of the translated guides choose 

simply Paris as their titles. Secondly, we find that the Eiffel Tower is the most frequently shown image 
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on the front cover for all three groups of books. Secondary and tertiary image choices, however, differ. 

Next, the presence of the author is visibly marked in all Taiwanese guidebooks. Not only is the name of 

the author given, the background of the author and a message from him can often be found on book 

flaps or in preface. This is not the case for Hong-Kong and translated guidebooks, however. Fourthly, 

Taiwanese and Hong Kong guidebooks in general have fewer pages than translated books. This may be 

one of the reasons why their price is normally lower. 

As  for  the  content,  it  is  observed  that  translated  guidebooks  generally  provide  a  more 

comprehensive presentation of the Eiffel Tower by including details of Tower history and background 

in a relatively lengthy text. Taiwanese guidebooks, on the other hand, lay less stress less on providing 

knowledge of the Tower, although not to the point of slanting almost completely towards hedonistic 

aspects, as Hong-Kong books do. In addition, information on nuisances frequently found in translated 

guidebooks is often overlooked by local and Hong-Kong books. Concerning the delivery of the text, 

local guidebooks in general  now employ a direct  and explicit language when presenting the Eiffel 

Tower. An increase of adjectives and praise is found in recent books: they do not hesitate to encourage 

their readers to check out the monument. In comparison, Hong-Kong and translated guidebooks take a 

relatively more neutral position. Their introduction does praise the Tower but not to a degree that it 

sounds promotional. Next, for the image content in the section of the Eiffel Tower, all three groups of 

guidebooks tend to include day-time photos of the Tower taken from a bottom-up angle to create an 

imposing  and  majestic  effect.  In  addition,  we  also  see  a  recurrence  of  images  in  Hong-Kong 

guidebooks and an antique aspect  of images of the Tower in translated guidebooks. Neither of the 

above is found in Taiwanese books.  
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Chapter 5: Conclusion

5.0 Findings and conclusion

From an overview on the development of tourism and media in Taiwan, we see that the practice 

of  leisure  travel  have  gone  through  several  different  changes  due  to  socio  and  economical 

transformation. Following suit we have a discussion on the essence of guidebooks, which gives us a 

better idea of how guidebooks function as a genre and how they categorize information.  Then, the 

major part of this paper, a case study on guidebooks, allows us to peel the outer layer; to examine the 

flesh; and ultimately get to the core and find out the essence of Taiwanese guidebooks. Over time, 

several elements have been added while certain features remain consistent in the framing of Paris in 

locally  produced guidebooks.  Meanwhile,  we discover  traits  unique  to  local  guidebooks when we 

compare  them  with  Hong-Kong  and  translated  ones.  Following  are  characteristics  of  Taiwanese 

guidebooks and their signification.  

1. Book title 

Instead of just having the book titled “Guide to Paris,” the majority of local guidebooks include 

extra information in their title, which defines the direction that books proceed and proposes a specific 

way to see Paris.  As we have seen in Chapter 2, the development  of leisure travel has undergone 

several stages and expectations for travel has greatly varied over the years. As a result, in contrast to the 

one-size-fit-all approach, local guidebooks target and tempt particular groups of readers by providing 

“details”  in  their  title.  This  strategy reflects  a  more  diversified  reader  segment  on  Taiwan’s  local 

guidebook market. 

2. Presence of the author 

Guidebooks are expected to be objective and devoid of personal accounts as part of their genric 

nature, as discussed in Chapter 3. Nevertheless, what we observe in this study is the presence of the 

author in all local guidebooks. As leisure travel has become more accessible for a greater amount of 

people and technology today allows us to participate in the making of the tourism discourse, technically 

anybody with travel experiences can be a guidebook author. Therefore, in order to stand out in this 

massive wave of competition, using the charm and previously established reputation of the author may 

be the right card to play.  
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3. Iconization of the Eiffel Tower

The Eiffel Tower is not the top monument in Paris according to the official statistics of annual 

visitors.  However  it  is  definitely  the  most  popular  attraction  for  Taiwanese  guidebooks  for  they 

capitalize on the charm of the Tower by means of inserting large-sized glossy photos, making numerous 

references to it throughout the book, presenting Tower-formed souvenirs, etc. In several cases, they also 

grant the Tower the status of the most important monument in Paris without providing any scientific or 

objective proof to back up their claim. This intensive iconization of the Tower indicates, and at the 

same time reinforces, the popular association of the Eiffel Tower and Paris for the general public in 

Taiwan.   

4. Consumption

Chronologically, we see an increasingly hedonistic aspect in Taiwanese guidebooks. Spatially, 

local  guidebooks  do  not  claim  to  be  all-encompassing  or  encyclopedia-like  as  several  translated 

guidebooks do. The transformation of society and the media environment has led to conceptual changes  

in leisure travel. Along with foreign influences brought by globalization, we see themed maps that are 

incorporated to  propose  rather  unconventional  ways to  experience  the city.  Coverage on food and 

souvenirs has gained space. Local guidebooks today are indeed more fun-oriented but in general these 

hedonistic aspects do not overshadow the monuments and attractions as is the case in most Hong-Kong 

guidebooks.     

5. Sweeping nuisances under the carpet

In contrast to the detailed description and warnings found in most translated guidebooks, the 

majority of Taiwanese guidebooks overlook the information on nuisances. Personal safety is by no 

means  insignificant  or  trivial  but  surprisingly  two-thirds  of  local  guidebooks choose  to  avoid  this 

subject. This demonstrates the guidebooks’ attempt to present Paris from a positive perspective and 

minimize the less pleasant or dark side of the city. 

      

6. Crowd craze/ Keeping up with the trend

The “must-see” aspect of the Eiffel Tower is much more emphasized in Taiwanese guidebooks 

than Hong Kong and translated ones. Local guides explicitly indicates that tourists from other countries 

all visit the Eiffel Tower. Hence, the popularity of the Tower is suggested to be another reason to visit 
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the monument. This cannot-be-missed message reflects worries of missing out and the tendency to 

follow the crowd in the Taiwanese society.  

The purpose of this paper has been to find out specificities of local guidebooks as a reflection of  

the  Taiwanese  society  through  a  chronological  comparison  among  local  guidebooks  and  a  spatial 

comparison of local and Hong Kong/translated books, as specified in Chapter 1. Together with the 

examination  of  tourism  and  media  development  in  Taiwan  and  the  discussion  on  the  nature  of 

guidebooks, we find out that a quintessential Taiwanese guidebook possesses an informative title, an 

author  with  marked  presence,  a  focus  on  consumption,  and  a  tendency to  follow the  trend while 

iconizing the Eiffel Tower and minimizing negative information.  

A guidebook, like any piece of writing, is inscribed with a certain value. As we have seen in the 

case study, guidebooks over time have evolved along with social and economic changes. Moreover, a 

guidebook reflects  a  particular culture  and ideology, as we have seen different framing techniques 

employed by Taiwanese, Hong Kong and translated guidebooks. To avoid being misled, it is probably a 

good idea to take these issues into consideration next time one shops for a guidebook.

5.1 Research limitations and direction for future research

First, this study does not compare and analyze all the 37 relevant books from start to finish. 

Instead, the Eiffel Tower is chosen as an epitome of Paris. If time and energy were to permit it, a full  

comparison of all guidebooks would be sure generate more precise and complete findings. 

Secondly,  as  the  focus  here  has  been  to  examine  the  guidebook contents  on  Paris,  reader 

reception considerations  are  left  out  from this  paper.  Therefore,  it  seems clear  that  interviews and 

surveys with readers (as well as, from a different angle, authors/editors) would surely provide more 

depth to the research.  

Thirdly, as just mentioned above, guidebook contents have been the focus of this paper, what is 

happening with the studied subject itself, i.e. Paris, is not taken into consideration. Therefore, a review 

of  changes  in  Paris  throughout  the  years  and a  discussion on their  significances  would add more 

dimension to this study.  

Another point to keep in mind is that foreign guidebooks are selected and filtered by publishers. 

Because this research does not investigate matters from the perspective of the publishing industry, 

considerations and calculations for translating foreign guidebooks remain unexamined. An exploration 

of the publishers’ concerns regarding guidebook translation would add more accuracy. 

86



Finally, translated guidebooks are regarded more or less as homogenous in this paper while in 

fact they are works produced initially in several different languages. Hence, valuable insights can be 

obtained when comparing their cultural differences and the signification of various social mentalities.

87



References

Accounting  and  Statistics,  Executive  Yuan,  R.O.C.  (2012).  “Statistics  of  Per  Capita  Income.” 

Accounting  and  Statistics,  Executive  Yuan,  R.O.C.  www.dgbas.gov.tw/ct.asp?

xItem=14616&CtNode=3566&mp=1. Accessed January 3, 2013.

Allen,  E.  (1996).  “‘Money  and  Little  Red  Books’:  Romanticism,  Tourism,  and  the  Rise  of  the 

Guidebook.” Lit: Literature Interpretation Theory, 7:2-3, 213-226.

Barthes, R. (1972 [1957]). Mythologies, trans. A. Lavers, (New York: Hill and Wang). 

Bhattacharyya,  D.P.  (1997).  “Mediating  India:  An  Analysis  of  a  Guidebook.”  Annals  of  Tourism 

Research, 24.2, 371-389.

Brown,  C.  (2000).  “Introduction.”  In  C.  Brown  (ed.),  Encyclopedia  of  Travel  Literature.  (Santa 

Barbara: ABC-CLIO, Inc.), vii-x.

Buzard, J. (1993). The Beaten Track: European Tourism, Literature, and the Ways to "Culture," 1800-

1918. (New York: Oxford University Press).

Buzard, J. (2006). “The Grand Tour and After (1660-1840).” In P. Hulme & T. Youngs (eds.),  The 

Cambridge Companion to Travel Writing. (Cambridge: Cambridge University Press), 37-52.

Callahan, D. (2011). “Consuming and Erasing Portugal in the Lonely Planet Guide to East Timor.” 

Postcolonial Studies, 14.1, 95-109.

Capansky, T. (2012). “At What Point Is a Pizza no Longer a Pizza or a Book no Longer a Book? A 

Look at How New Uses for Traditional Genres Are Redefining Audience Expectation.”  The 

International Journal of Interdisciplinary Social Sciences, 6.4, 25-34.

Carter, S. (1998). “Tourists’ and Travelers’ Social Construction of Africa and Asia as Risky Locations.” 

Tourism Management, 19.4, 349 358.

Chen, S. M.陳淑美 (1998). “Come Away with Me. Tickets Available at Your Local Bookstores” 隨我

走 天 涯 ─ 旅 遊 文 學 正 發 燒  Taiwan  Panorama  台 灣 光 華 雜 誌  www.taiwan-

panorama.com/en/show_issue.php?id=199858705104E.TXT&table=3&cur_page=1&distype=. 

Accessed January 7, 2013.

Chen,  Y.  Q.  陳穎青  (2009).  Old Cat  Learning  Publishing  老貓學出版 .  (Hangzhou:  Zhejiang 

University Press).

Chin, K. H. 金開鑫 (ed.). (1991). CTS Twenty Years on 華視二十年 (Taipei: CTS).

88



Chong, Y. V. 鍾怡雯 (2008). “Travel Writing: A Subgenre Formation” 旅行中的書寫: 一個次文類的

成立 Journal of Chinese Language and Literature of National Taipei University, 4, 35-52.

Chou,  Y.  L.  周義隆  (1993).  “A Study  of  Taiwan  Tourists’ Backpack  Travel  Destination-Choice 

Behavior”  國人出國自助旅行目的地選擇行為之研究  (M.A. Diss.,  Chinese Culture 

University).

Chuang, L.W. 莊麗薇 (2006). “Backpacking, Tourism and Cultural Imagination. A Case Study of the 

Backpacking Discourse in Taiwan” 自助旅行, 觀光與文化想像:以台灣的自助旅行論述為例 

(M.A. Diss., Tunghai University).

Cohen, E. (1985). “The Tourist Guide: The Origins, Structure and Dynamics of a Role.”  Annals of  

Tourism Research, 12, 5-29.

Compagnon,  A.  (2001) .  Théorie  de  la  Littérature:  La  Notion  de  Genre .  

www.fabula.org/compagnon/genre.php. Accessed December, 3, 2012.

Cortazzi, M. (1993). Narrative Analysis. (London: The Falmer Press).

Culler,  J.  (1988).  “Semiotics  of  Tourism.”  In  J.  Culler  (ed.),  Framing  the  Sign.  (Oxford:  Basil 

Blackwell), 153-167.

Dann, G. (1999). “Writing Out the Tourist in Space and Time.” Annals of Tourism Research, 26.1, 159-

187.

Delfin,  T.  (2009).  “From  Images  to  Imaginaries:  Tourism  Advertisements  and  the  Conjuring  of 

Reality.”  M.  Robinson  &  D.  Picard  (ed.).  The  Framed  World:  Tourism,  Tourists  and 

Photography. (Surrey: Ashgate Publishing Ltd.). 

Duan, Z. Q. 段鍾沂 (ed.). (2009). 50 Years of Advertisement in Taipei: 23 Key Moments in Time 台灣

廣告 50年: 23個關鍵時間點 (Taipei: Taipei Association of Advertising Agencies). 

Eco, U. (1979). A Theory of Semiotics. (Bloomington: Indiana University Press). 

Entman,  R.  (1993).  “Framing:  Toward  Clarification  of  a  Fractured  Paradigm.”  Journal  of  

Communication, 43.4, 51–58.

Flexner,  S. B. (ed.).  (1987).  Random House Compact Unabridged Dictionary. (New York: Random 

House).

Frow, J. (2006). Genre. (London: Routledge). 

Furlong S. (2003). ““[Paris] s’offre à vos regards et vous sollicite”: Pleasure in the Parks—Women, 

Travel Guides, and Nineteenth-Century Paris.” In J. Conroy (ed.), Cross-Cultural Travel. (New 

York: Peter Lang Publishing), 239-248.

Fussell,  P.  (1980).  Abroad.  British  Literary  Travelling  Between  the  Wars.  (New  York:  Oxford 

University Press).

89



Genette, G. (1997). Paratexts: Thresholds of Interpretation, (Cambridge: Cambridge University Press).

Getz, D. & Sailor, L. (1994). “Design of Destination and Attraction-Specific Brochures.”  Journal of  

Travel & Tourism Marketing 2:2-3, 111-131.

Gilbert, D. (1999). ““London in All Its Glory – or How to Enjoy London”: Guidebook Representations 

of Imperial London.” Journal of Historical Geography, 25.3, 279-297.

Government Information Office  行政院新聞局  (1998).  Publication Annual  出版年鑑  (Taipei: 

Government Information Office).   

Government Information Office 行政院新聞局 (1999). The Publishing Industry in Republic of China 

中華民國出版事業概況 (Taipei: Government Information Office).

Government Information Office  行政院新聞局  (2011).  Publication Annual  出版年鑑  (Taipei: 

Government Information Office).

Gunn,  C.  (1988).  Vacationscape:  The  Design  of  Travel  Environments  (2nd ed). (New  York:  Van 

Nostrand). 

Hall, S. (1997).  Representation: Cultural Representations and Signifying Practices. (Thousand Oaks. 

CA: Sage). 

Hou, N. F. 侯南芬  (2001). “Eslite conquering the Economic Slowdown and Presenting the Beautiful 

Side of Taiwan” 誠品擊潰不景氣  展現台灣美好面 China Times 中國時報 May 30, 2001. 

forums.chinatimes.com.tw/special/knowledge/90a0530a.htm. Accessed July 5, 2013.

Hsu, C.W. 許瓊文 (2012). “The Eslite Phenomenon, An Index for Cultural Improvement in Taiwan” 誠

品 現 象 台 灣 文 化 提 升 的 指 標  Business  Today  今 周 刊 ,  August  1,  2012. 

www.businesstoday.com.tw/v1/content.aspx?a=W20120803903. Accessed July 5, 2013.

Hu, J. Y. 胡錦媛 (2004). The Contemporary Taiwanese Travel Anthology 臺灣當代旅行文選. (Taipei: 

Two Fishes Publishing). 

Huang,  C.T.  & Yung,  C.Y.  & Huang,  J.  H.  (1996).  “Trends  in  Outbound  Tourism from Taiwan.” 

Tourism Management, 17.3, 223-228. 

Huang,  H.  L.  黃蕙嵐  (2004).  “Destination  Representation  and  Making  in  Guidebooks-  from A 

Narrative Perspective” 由敘事角度切入看旅遊指南的景點再現與景點製造 (M.A. Diss., 

National Chengchi University). 

Huang, I. H. 黃依歆 (2007). “Enjoying Summer This Way: Peiyu Chang's Draw Her Travel” 夏天可

以 這 麼 玩 ： 手 繪 旅 行 張 佩 瑜  Lihpao  Daily  台 灣 立 報 ,  June  22,  2007. 

www.lihpao.com/?action-viewnews-itemid-28905. Accessed July 25, 2013.  

Hughes,  G.  (1998).  “The  Semiological  Realization  of  Space.”  In  G.  Ringer  (ed.),  Destinations:  

Cultural Landscapes of Tourism. (London ; New York : Routledge), 17-32.

90



Hulme, P. & Youngs, T. (2002). The Cambridge Companion to Travel Writing. (Cambridge: Cambridge 

University Press).

Kohanski,  T.  (1996).  “What  is  A “Travel  Book”  Anyway?;  Generic  Criticism  and  Mandeville’s 

Travels,” Lit: Literature Interpretation Theory, 7:2-3, 117-130.

Koshar, R. (1998). “What Ought to be Seen: Tourist Guidebooks and National Identities in Modern 

Germany and Europe.” Journal of Contemporary History, 33.3, 323-340. 

Lee, S. H.  李淑宏 (2000). “I Travel Therefore I Am — The New Generation of Taiwan in the Century 

of Travel” 因為旅行，所以存在—旅行世紀的台灣新世代  (M.A. Diss., National Taiwan 

University). 

Lew,  A.A.  (1991).  “Place  Representation  in  Tourist  Guidebooks:  An  Example  from  Singapore.” 

Singapore Journal of Tropical Geography, 12.2, 124-137.

Li, C. L. 李青霖 (2012). “From Engineer to Tour Guide, the Aegean Sea Changed My Life” 工程師變

領隊, 愛琴海改變我人生 United Daily 聯合報 May 28, 2012, B2. 

Li, J. Q. 李金銓  (1993). “Blueprint of Radio and Television in Taiwan.” 臺灣的廣播電視藍圖 In 

Deconstructing Media — Radio and Television 解構廣電媒體  (Taipei: Taipei Society), 521-

553.

Li, L. M. 李麗滿 (2013). “Fayaque to Focus on Culture, Creativity and Home Appliance Design.” 法雅

客 將 強 化 文 創 設 計 家 電 .  Commercial  Times  工 商 時 報  May  4,  2013. 

news.chinatimes.com/tech/171706/122013050400330.html. Accessed July 25, 2013.

Lin, F. Y. 林俸瑜 (2009). “Travel Books Written by Celebrities Get Better Sales.” 名人出旅遊書 光環

加 持 更 暢 銷 .  Awakening  News  Network  台 灣 醒 報  August  3,  2009. 

anntw.com/awakening/news_center/show.php?itemid=7315. Accessed August 02, 2013.

Liu, C. W. 劉佳玟 (2009). “The Making of Travel Image: A Case Study of the Pictorial Travel Books” 

旅遊圖像的製造:以旅遊圖文書為例 (M.A. Diss., Tamkang University).

Lofgren, O. (2002). On Holiday: A History of Vacationing. (Berkeley: University of California Press). 

Lue. A. (2003). “Amid Outbreak, Shoppers Flock to Virtual Stores,” Taipei Times, April 25, 2003, 10.

MacCannell, D. (1999). The Tourist: A New Theory of the Leisure Class (3rd ed.). (Berkley: University 

of California Press).

Maczak, A. (1995). Travel in Early Modern Europe. (London: Polity Press). 

Martinez, H. (2008). Dictionary for Air Travel and Tourism Activities. (New York: iUniverse).

McGregor,  A.  (2000).  “Dynamic  Texts  and  Tourist  Gaze:  Death,  Bones  and  Buffalo.”  Annals  of  

Tourism Research, 27.1, 27-50.

Mendelson, E. (1985). “Baedeker’s Universe.” Yale Review, 87, 286-403.

91



Paris Region Economic Development Agency. (2013). Paris Region Key Figures (2013 ed.). www.iau-

idf.fr/index.php?id=615&iaurif_publications_aff%5Betude

%5D=990&cHash=5dce46c5dab244a0bf210cf16548993c.  Accessed June 30, 2013.  

Pearsall, J. (ed.). (1998). The New Oxford Dictionary of English. (New York: Oxford University Press).

Poh, S. B. 傅淑梅 (2011). “A Study of Taiwan Women’s Overseas Independent Travel Experiences” 臺

灣女性海外自助旅行經歷之研究 (M.A. Diss., National Taiwan Normal University).

Quinlan,  S. (2005). ““Never Short of a Smile”:  A Content Analysis of Travel Guidebooks.” (M.A. 

Diss., University of Waterloo).

Richardson, L. (1990). Writing Strategies. (Newbury Park, CA: Sage Publications). 

Rozier-Rich,  S.  &  Santos,  C.  A.  (2011). “Processing  Promotional  Travel  Narratives.”  Tourism 

Management 32, 394-405.

Santos, C. (2004). “Framing Portugal: Representational Dynamics.” Annals of Tourism Research, 31.1, 

122-138.

Santos, C. (2006). “Cultural Politics in Contemporary Travel Writing.”  Annals of Tourism Research, 

33.3, 624-644.

Shao, Y. M. 邵玉銘 (1989). An Overall Look into the Publishing Industry in Taiwan 中華民國出版事

業概況. (Taipei: Government Information Office).

Sherman, W. (2006). “Stirrings and Searchings (1500–1720).” In P. Hulme & T. Youngs (eds.),  The 

Cambridge Companion to Travel Writing. (Cambridge: Cambridge University Press), 17-36.

Taiwan Institute  of Economic Research  台灣經濟研究院 .  (2008).  Television Industry Research 

Reports 2007 96年電視事業(含無線、衛星及有線 )產業調查研究 . (Taipei: Government 

Information Office). 

Taiwan Television Database 台灣電視資料庫. tv.nccu.edu.tw. Accessed November 2, 2012.

Tan, H. W. 譚惠文 (2008). “A Study on Contemporary Female Travel Essays in Taiwan” 台灣當代女

性旅行散文研究. (M.A. Diss., Soochow University).

Tang, J. L.  湯佳玲  (2010). “Taiwanese Loving to Line up. Collective Endorsement being the Most  

Powerful One” 台灣人愛排隊集體背書最夠力 .  Liberty Times  自由時報 ,  October 16, 

2010.  www.libertytimes.com.tw/2010/new/oct/16/today-life14.htm.  Accessed  

August 08, 2013.  

Tegelberg,  M.  (2010).  “Hidden  Sights:  Tourism,  Representation  and  Lonely  Planet  Cambodia.” 

International Journal of Cultural Studies, 13, 491-509.

The Eslite Bookstore.  誠品書店  (2004).  The Eslite Annual Report 2003 誠品報告 . (Taipei: Eslite 

Bookstore).

92



Towner, J. (2000). “Guidebook.” In J. Jafari (ed.) Encyclopedia of Tourism. (London: Routledge), 267-

269.

Tseng, H. M. 曾煥玫 (2000). “A Study of Traveling Experience of Women Individual Travelers” 女性

自助旅行者的旅行經驗研究 (M.A. Diss. National Taiwan University).

United  Nations  World  Tourism Organization.  (2012).  Tourism Highlights.  untwo.org/pub.  Accessed 

March 5, 2013. 

Verdonk, P. (2002). Stylistics. (Oxford: Oxford University Press). 

Wall, G. (2000). “Travel.” In J. Jafari (ed.). Encyclopedia of Tourism. (London: Routledge), 600-601.

Urry, J. (2002). The Tourist Gaze (2nd ed). (London: Sage Publications, Inc).

Wang, T. U.王彩雲  (2008).  Fifty Years of Advertising in Taiwan  台灣廣告 50 年 . (Taipei: Taipei 

Association of Advertising Agencies). 

Wang, L. Z.  王麗珠  (ed.). (2005).  Development and Exchange of Mass Communication across the  

Taiwan Strait. 兩岸大眾傳播交流現況與發展 (Taipei: Government Information Office).

Wong, C. K. S. & Liu, F. C. G. (2011). “A Study of Pre-trip Use of Travel Guidebooks by Leisure 

Travelers.” Tourism Management, 32, 616-628. 

Wu, W. Z. 吳武忠 & Fan, S. P. 范世平 (2005). An Introduction to Tourism in Taiwan. 台灣觀光旅遊

導論 (Taipei: Yang-Chih Books). 

Xin, G. W. 辛廣偉 (2001). History of the Publishing Industry in Taiwan. 台灣出版史 (Shijiazhuang: 

Hebei Education Press).

Yang, C. H. 楊千慧 (2005). “Kinokuniya Bookstores, an Information Base for Japanese Culture” 日本

文化的情報發信基地─紀伊國屋書店  Taiwan Panorama 台灣光華雜誌  www.taiwan-

panorama.com/show_issue.phpid=2005019401030C.TXT&cur_page=4&table=1&distype=&h

1=&h2=&search=&height=&type=&scope=&order=&keyword=&lstPage=&num=&year=2005

&month=01. Accessed July 20, 2013). 

Zhang, C. R. 張崇仁  (ed.). (2011).  2010 Taiwan Publishers Survey. 99年圖書出版產業調查報告 

(Taipei: Government Information Office).

93



Appendix: Images of the Eiffel Tower in guidebooks

1. Taiwanese guidebooks 

Book Title Number 
of images

Image description 

1 Paris 1993 -

2 Paris 1995 -

3 Getting around Paris Easy  
and Fun 1997

1 From afar, vague. The bottom half of the Tower is cut 
off. Bottom up angle. Day

4 Touring Paris on a Budget 
1999

-

5 Paris 1999 2 1) 1/3 of the Tower. Afar. Grand, majestic. Day 
2) Whole Tower. Afar with fountain in the front (taken 
from Champs de Mars) Romantic. Evening

6 Self-Guided Tour to Paris 
2000

2 1. Whole tower. Afar. Vague. Day
2. Whole tower. Closer. Clear. Romantic. Evening

7 Paris 2000 6 1. Statue of Gustave Eiffel. Close. Day 
2. Middle part of the Tower. Close. Day
3. Tourists. Long line of waiting. Day
4. Eiffel Tower Dock at the Seine. Day
5. Bottom view of the whole Tower. Majestic. Day
6. Close up of the Tower structure. Day 

8 Paris 2001 2 1. View of the Tower bottom from the Tower. Day
2. Close up of the Tower structure. Evening 

9 Paris by Metro 2006 6 1. Whole Tower. Afar. Day
2. Whole Tower. Afar. Parallel angle. Romantic. 
    Sunset. Half page size photo 
3. Tourists using telescope on the tower. Day
4. Whole Tower. Afar. Taken from Champ du Mars. Day
5. Whole Tower (slightly blocked by another  
    building). Afar. Vague. Day
6. Whole Tower. Majestic. Bottom up angle. Day

10 Touring Paris by Yourself 
2008

10 1. Whole Tower. Majestic. Day. Half page size photo
2. Close up of the Tower elevator. Day
3. Close up of the Tower structure. Day 
4. Ticket booth. People lining up. Day
5. Whole Tower (afar) with 1 of the authors (in 
    front) showing how to take a kicking photo. Day
6. Whole Tower (afar) with 1of the authors (in 
   front) showing how to take a same height pic.day
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7.Whole Tower. Majestic. Bottom up angle. Day
8.Whole Tower. Afar. Same angle but taken at 3 
   different times (day, evening, night)
9.Whole Tower. Romantic. Majestic. Night. Half 
   page size photo
10.Souvenirs in form of the Tower

11 Paris 2008 1 Whole Tower. Afar. Day

12 An Easy Trip on Paris 2009 3 1. Ticket booth. Crowded. Day
2. Whole Tower. Afar. Day
3. Whole Tower. Majestic. Night. Whole page size photo

13 Paris 2009 4 1. The Seine view from the Tower. Night
2. Whole Tower. Majestic. Day. Half page size pic
3. Whole Tower. Bottom up angle. Romantic.Night
4. Souvenirs in form of the Tower

14 Paris by Metro 2010 5 1. Whole Tower. Afar. Day
2. Whole Tower. Afar. Parallel angle. Romantic. 
    Sunset. Half page size photo 
3. Tourists using telescope on the tower. Day
4. Whole Tower (slightly blocked by another  
    building). Afar. Vague. Day
5. Whole Tower. Majestic. Bottom up angle. Day

15 Happy Go Paris 2011 1 An illustration of the Tower key ring

16 Idées de Paris 2011 1 Top 2 /3 of the Tower. Bottom up angle. Day. Close up 
and huge

17 Touring around Paris by 
Metro 2011

6 1. Whole Tower. Afar. Majestic. Night
2. Whole Tower. Afar.Vague.Taken from Seine.Day 
3. Whole Tower. Majestic. Bottom up angle. Day
4. Souvenirs in form of the Tower
5. Whole Tower. Bottom up angle. Day
6. Night view of the city from the Tower. Evening

2. Hong Kong guidebooks

1 Paris ‘98 1998 3 1. Whole Tower. Majestic. Bottom up angle. Taken from 
Champs de Mars. Half page photo. Day
2. Lower 2/3 of the Tower. Vague. Afar. Day
3. People (white) shooting a commercial. Day  

2 Short Trip to Paris 2004 2 1.Whole Tower. Majestic. Bottom up angle. Taken from 
Champs de Mars. Day 
2. People (white, seems local people sitting on the grass) 
with the Tower bottom as background. Day 

3 Paris in 5 days and 4 nights 2007 4 1. Whole Tower. Vague. Afar. Day
2. Whole Tower. Majestic. Bottom up angle. Taken from 
parc Champs de Mars. Day
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3. Bird view of the Tower and the city. Vague. Afar. Top 
down angle. Day
4. Whole Tower. Afar. Taken from a boat. Day

4 Next Stop: Paris 2007 6 1. People/ tourists at the Tower bottom. Day
2. Tower Restaurant (Jules Verne) entrance. Day
3. Whole Tower. Majestic. Bottom up angle. Day
4. Whole Tower. Afternoon/ evening 
5. Ticket booth. Long line waiting. Day
6. Glass art on the Parc du Champ de Mars at Place 
Joffre. Day

5 Paris 2008 6 1. Whole Tower. Majestic. Bottom up angle. Day
2. Whole Tower. Majestic. Parallel angle. Half 
    page size photo. Night
3. Whole Tower. Majestic. Bottom up angle. Full   
    page photo. Day
4. Whole Tower. Bottom up angle. Night
5. Tower bottom. Day
6. Mid part of the Tower. Taken from a Carousel. 
    Bottom up angle. Day

6 Paris 2010 7 1. Whole Tower. Afar. Night
2. Whole Tower. Majestic. Bottom up angle. Night
3. Whole Tower. Majestic. Bottom up angle. Night
4. Whole Tower. Afar. Taken from Seine. Day
5. Whole Tower. Majestic. Bottom up angle. Night
6. Whole Tower. Majestic. Bottom up angle. Day
7. Whole Tower. Majestic. Bottom up angle. 
    Evening

7 An Easy Trip to Paris with a Metro  
Map  2010

7 1.Whole Tower. Majestic. Bottom up angle. Day
2.Whole Tower. Majestic. Bottom up angle. Night
3.Mid part of the Tower. Taken from a Carousel. 
    Bottom up angle. Day
4. Top 2/3 of the Tower. Bottom up angle. Taken 
    from road. Day 
5. Whole Tower. Majestic. Bottom up angle. Day

 

3. Translated guidebooks

1 The Best Guide to Paris 1990 1 1. Whole Tower. Majestic. Bottom up angle. Black 
    and white photo. Day

2 Paris 1995 1
1

1. Whole Tower. Majestic. Bottom up angle. Taken   
    from Seine. Full page photo. Night
2. Whole Tower. Afar. Day
3. Close up of the structure. Day
4. Engine room
5. Tower in ancient drawing
6. Close up of the Tower elevator structure. Day
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7. Illustration of Tower structure  
8. Tourists using Tower telescope. Day
9. Tower elevator loading with tourists. Day 
10.Statue of Gustave Eiffel

3 Paris 1998 2 1. Ticket booth. Long line waiting. Day
2. Whole Tower. Majestic. Bottom up angle. Taken   
    from Seine. Half page photo. Day

4 Paris 2004 7 1. Whole Tower. Majestic. Bottom up angle. Full 
    page photo. Night
2. Ancient photo of construction progress of the 
    Tower. Half page. Day 
3. Drawing of the Tower bottom. Crowded with 
    people. Night
4. Ancient drawing of people on the Tower. Day
5. Drawing. Structure explanation of Tower top
6. Photo of a challenger flying down the Tower 
7. Ancient drawing of people climbing up Tower 

5 Paris 2006 6 1. Tower Restaurant (Jules Verne) entrance. Day
2. Statue of Gustave Eiffel. Day
3.Whole Tower.Structure explanation. 1/3page.Day
4. View of the city up from the Tower. Day 
5. Close up of the Tower structure. Day   
6. Ticket booth. Crowded with visitors. Day 
7. Close up of the bottom structure. Day 
8. Whole Tower. Afar. Vague. Day

6 Paris E-guide 2006 -

7 Top 10 Paris 2006 7 1. Whole Tower. Afar. Day
2. Whole Tower. Majestic. Bottom up angle. Half 
    page photo. Taken from Seine. Night
3. View of the city from the Tower up. Day 
4. Close up of the steel structure. Day 
5. Tourists using Tower elevator. Day
6. Illustration of Gustave Eiffel and the Tower
7. View of Champs de Mars from the Tower. Day

8 Paris 2007 3 1. Ancient photo of the Tower. Whole Tower. 
    Parallel angle. Black and white. Day
2. Portrait of Gustave Eiffel. Black and white
3. Panoramic city view from the Tower up. half 
    page (across 3 pages). Day

9 Paris 2008 (Shales) 1 1. Whole Tower. Majestic. Full page photo. Day

10 Paris 2008 (JP) 3 1. Whole Tower. Afar. Day
2. Whole Tower. Majestic. Taken from Palais de 
    Chaillot. Day
3. City view from the Tower up. Sunset

11 Paris 2008 (LP) 2 1. Whole Tower. Taken from the street. With street 
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   signs.Bottom up angle. Half page size pic. Night
2. City view from the Tower up. Sunset/ Evening 

12 Paris by Metro 2010 1 1. Whole Tower. Afar. Day

13 Paris: Cafe, Restaurant Shop 
Guide to Paris 2011

3 1. Bird view of the Tower and city. Day
2. Whole Tower. Majestic. Night
3. Whole Tower. Afar. From Palias de Chaillot Day
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