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My Travel Review on Disneyland Paris
Introduction
I have always been a huge fan of Disney and I will keep on returning as it is such a magical and fun place. I had an amazing day although there were some bad points of the day but after spending time on the rides and watching the parades I soon forgot about them for a while. Disneyland Paris is situated in Marne-la-Vallee which is about a 49 minute drive from Paris and around an hour on public transport. It is quite far away from Paris and the other famous attraction meaning that tourists have to make an effort and research how to get there. My friends and I made an itinerary for the whole day which had all the timings and trains we needed to catch, although the itinerary didn’t go to plan we still managed to arrive and have a good time. I believe that Disney is situated in the right place as it’s out of the city meaning there’s bigger land for theme park to be built. There are already 5 different sectors of the Disney Park which includes the Main Street U.S.A, Frontier land, Adventureland, Fantasyland and finally discoveryland. According to BBC News (2018) “Walt Disney plans to invest 2bn euros (£1.8bn) in Disneyland Paris, expanding the park with a lake and new areas devoted to hit films such as Frozen and Star Wars.” This development will bring lot more tourists into France as they’ll want to see and experience the new attractions there. Disney stated that the development will start in 2021 and will be rolled out over several years. 
In 2015, the world’s leading tourist destination was France. Although the government believe there is room for more growth which is why they produced the national tourism promotion strategy. There are 6 different fields that the council started working in which included: gastronomy and oenology; the digital sphere; destinations and brands; hotel business; communication and training; business tourism and shopping; and reception. The strategy has been made as France still wants to be the leading tourist destination and reach the 100 million tourist figures. (Gouvernment. Fr 2014).
[image: https://scontent-lht6-1.xx.fbcdn.net/v/t1.15752-9/56390489_2257789447611799_2856187242211180544_n.jpg?_nc_cat=100&_nc_ht=scontent-lht6-1.xx&oh=aa6f260671d61c5c571934c2bcdc2415&oe=5D44695E][image: ] As a whole, Paris has a huge mass market with all different types of people interested in different niche markets. Disneyland attracts a few niche markets; an example of this is adventure tourism and theme park tourism. Disneyland is Europe’s number 1 tourist destination and the attraction has been visited more than 320 million times since opening in 1992. Inside there are 2 theme parks with a total of 59 attractions, there are 55 restaurants and 13 cafes, and it is the fifth largest complex in France with a number of 8,500 rooms. Disney has added a value of 68 billion to the French economy over the last 25 years and has a worth of 6.2% of tourism income in France, is the voted the number 1 single- site employer with 15,000 cast members and amount of 18% of cast members come from European countries besides France.  Here are the statistics of the number of people visiting Disneyland Paris each year. Due to the negative factors of tourism like terrorism this may be a cause of why the numbers are flexing. France has been a problem for terrorism, in late 2015 an attack on Paris took place and unfortunately 130 people were killed. This can be a cause for the dip in 2016. 
[image: https://scontent-lht6-1.xx.fbcdn.net/v/t1.15752-9/55882305_419197272216348_7515236489236578304_n.jpg?_nc_cat=101&_nc_ht=scontent-lht6-1.xx&oh=708437f3999f655b2f4d33274e4b8842&oe=5D0AD71F]Niche tourism refers to how a particular tourism product can be personalised to meet the needs of a specific market segment/ tourists. Places that already have niche products available are able create and place themselves as niche tourist destination. It creates destinations to become different and improve their products. Novelli (2005) additionally states how niche tourism can be defined as breaking down tourism into still relatively big similar market sectors. The ‘macro niche’ is tourism like theme park and adventure. Whereas ‘micro niches’ know what they want and will go for a specific reason. These types of markets rely of technology and social media to advertise.
I believe Disneyland is more towards the macro niche tourism as it can come under a number of trends/ markets. The trends are developing and theme park tourism as long as other are growing and becoming bigger. It is very beneficial for the local economy as they are making money and plus its creating more jobs. Theme parks attract so many people like families, couples, groups as there’s something for everyone. 
Evaluating of Tourism Experiences and Performances
[image: ][image: ]My friends and I scheduled to leave at 10:00 but due to an incident that happened the night before we didn’t end up leaving until 11:00. When we arrived at Colonel Fabien metro station, we started using the ticket machines to pay for our fare as we were unable to use our inter rail passes which were very beneficial throughout the whole trip. The machine decided to brake which meant we were delayed again and after trying hard to get some information off the man working there, we finally started heading to the other station. Unfortunately we didn’t arrive at Disneyland until 13:00 which meant that half the day had gone and as we were so hungry we decided to go straight for food.  We decided to eat at a restaurant called the ‘Silver Spur Steakhouse’ and I can say it was amazing. I had an offer which included a drink, main meal and a dessert for just 22 euro, while eating we had live entertainment and the service was just excellent. After food we thought we would go into the Walt Disney Studio Park but then this woman informed us if we left the Disney Park then we would not be able to get back in so we decided to stay in the Disney Park as we wanted to see the parades. As for a Saturday it  wasn’t too busy and I managed to go on all the rides I wanted. There were mostly families in the park as there is a range for all ages and characters were available to meet and greet throughout the day. The different themes are just amazing and for my third time going it still feels really magical. Due to it not being peak times the park opened at 10am and closed at 8pm so after the Disney illuminations in which I must say was incredible, we left for the metro. I purchased my ticket at the machine but then when I got to the barrier it wouldn’t let me or my friends through so we asked the cashier at the desk and she just pointed at a sign which stated “only day tickets” which meant that the single journey I purchased wouldn’t work so we had to buy a day ticket. These signs were nowhere to be seen near the ticket machines and I thought it was very bad. After paying for the ticket we needed I stated to her that these signs should be next to the machines in which I just had a funny look off her. I do not believe people that have an attitude and deliver bad service should be near an attraction like Disneyland as it definitely ruins the atmosphere. Our planned excursion didn’t go to plan and this was mostly down to the transportation in Paris and the awful customer service.  
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[image: See the source image]Cohen’s model of typologies of tourists is an original theoretical outline aimed at the sociological study of the wonder of modern tourism. The journal article wrote in 1972 states that “Towards a Sociology of International Tourism,” the sociologist Erik Cohen was the first to propose that there are different types of tourists. Cohen recognizes four different categories of tourists within a range of established or unrecognised characteristics. The approach of tourist motivations has been the main research theme appealing attention from as early as the sixties. Tourist typologies are descriptors of characteristic methods of tourist consumer behaviour. They reflect diverse motivations, interests and styles of travel on the part of tourists. 
After looking online the ABTA website It was stated that the latest trend is for destinations to become sustainable. “A figure of 45% of people says the sustainability credentials of their travel provider are important when booking a holiday this year – which has almost doubled over the last four years (24% in 2014)”.  The past year ABTA have seen an amount of sustainability issues move further into the public’s awareness, people have more knowledge of the impact and what it can do to both the environment and local communities. The awareness is also reflecting at ABTA state that “36% of tourists would opt for one travel business over another if they have a better eco-friendly record”. All different niche markets are growing rapidly although ABTA believe that “wellness tourism is now worth an estimated $639 billion globally, growing more than twice as fast as general tourism”, this shows that people target different trends and it can go rapidly as the more people posting online or telling people word by mouth the more that’ll want to the destination.
Due to sustainability becoming a big trend, Disneyland Paris is becoming more sustainable. They dedicated their employees to use resources efficiently and they’ve changed its habits and technology so their growth is respectful to both the environment and local community. In 2014, over 40,000 LED lights have been placed in the hotel and park; they hope their emissions will be reduced by at least 30%. Disney took out a study on waste disposal and this was launched with a survey firm focused in waste categorisation. “By 2020 they are hoping to reach a rate of 60% operational waste recovery and 75% construction waste recovery”. Disney is fully aware that protecting the environment is very important, and so they ensure to raise environmental awareness and inspire Cast Members to take action. On the Disneyland website they state “The goal is clear: to prioritise environmentally responsible behaviour at the resort.” (Disneyland Paris, 2017)
[image: ]Theme Park Tourist is a website designed for theme park lovers and is aimed at the niche market. By having a website like this it allows individuals to look through the best theme parks in the world and also arrange trips. 


Conclusion 
To conclude I believe that Disneyland Paris is a great attraction and the number of visitors it brings in to France is just amazing. Not only does it attract the theme park niche market but many more, people may visit Paris and deicide to go for a day out. Throughout I have proven why Disneyland is a worthy destination and what they are doing to meet more trends, an example of the sustainability activities they are undertaking. After my experience the only thing I’d recommend Disney doing is having more public transportation available. I arrived by the metro and it took around an hour and a bit to get from Paris. Also because it wasn’t peak times they weren’t running as usual as they normally would. I believe there should be a private Disney buses going from different areas and taking individuals directly into the park. Already there is a train which I think it is a really good idea and it’s worked really well with getting people into the Disney mood and making individuals happy. 
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Attendance at Disneyland Paris theme parks
in France from 2006 to 2016 (in million visits)
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