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Tab.1 Tourism comments database of 31 provinces in China mainland

P AT HRX SR/ A TIR%/ % P Al AR X S /A e/ %
1 LA 1902 226 937 17 & T 386 25 347
2 I 1841 153 751 18 WA 706 24 748
3 Wi 2 263 128 632 19 LTH 691 24 248
4 g 765 120 087 20 BRILA 444 20 478
5 b | Sruiii 1155 81 293 21 AL E 779 19 374
6 Py 1190 65 573 22 VLG 680 16 904
7 IR 1270 60 688 23 IS 604 16 337
8 Ficye £ 1143 49 415 24 BN 497 12 011
9 =Y 863 47 524 25 s 342 7 366
10 Ny 284 47 207 26 TUFR H G X 302 6419
11 il 681 38 920 27 M5 HIR X 460 6 344
12 B i 44 675 35 686 28 bk 238 5 307
13 OE:ES) 848 30 953 29 AR H R X 415 1965
14 T 761 29 827 30 HAGA 245 1616
15 JTURH B B R X 654 27 370 31 TE AR X 134 4234
16 KHEETT 278 25 491
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Tab. 2 High frequency words and emotional characteristics of different types of tourist attractions
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Study on tourism destination evaluation based on web reviews

——taking 31 provinces in China for example

GONG Jian'*, YANG Shuyue'?

(1, College of Urban and Environmental Scienee, Central China Normal University, Wuhan 430079, China;

2, Wuhan Branch of China Tourism Academy, Wuhan 430079, China)

Abstract: In order to innovate the research method of tourism destination evaluation,
this paper evaluates tourism destination from two dimensions. i. e. scale and quality,
and proposes an Attention-Satisfaction Analysis {ASA) model based on tourism web
text. 1,368,052 effective comments of 23, 496 tourist attractions are collected and a
foundation database of 31 provinces in mainland China is founded by integrating the
comments from 8§ main online travel platforms. The development level of provincial
tourism destination is analyzed by modeling and visualization. The analysis result shows
that: 1} network tourism attention rates present long-tail distribution and polarization
characteristics, approximately 102 hot tourist attractions accounting for 80% online
travel comments; spatial concentration of popular tourist attractions decreases from
eastern regions to central regions and then to western regions; 2) there are significant
differences between different kinds of tourist attractions in terms of online tourism at-
tention and satisfaction rate; tourists hold different positive and negative emotional
characteristics to different types of tourist attractions. Based on the analysis of the char-
acteristics and the ASA positioning analysis result of 31 provinces, the tourism develop-

ment optimization path is put forward for 31 provinces in China mainland.

Key words: web text analysis; Attention-Satisfaction Analysis maodel; tourism destina-

tion evaluation
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