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Abstract

With the development of online media, a massive amount of public online comments can establish
a database of textual information. Analyzing these comments can provide insights into tourists’
perception and image of tourist destinations. This study utilizes online comments collected from
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Ctrip, Tongcheng Travel, and Fliggy as samples to explore tourists’ perception of the image of
Three Gorges Cruise tourism, based on the “cognitive-affective” model of destination image per-
ception. Textual analysis method is employed for this purpose. The study finds that tourists’ over-
all perception of Three Gorges Cruise tourism is derived from four dimensions: cruise geography,
cruise environment, onshore activities, and cruise consumption. The “cognitive-affective” model is
validated in the analysis of perceived image of Three Gorges Cruise tourism. Tourists’ experiences
of onshore sightseeing and cruise service contribute to a positive affective perception overall,
while there is room for improvement in terms of cost structure and itinerary planning.
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Table 1. Statistics of network comment data sources
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Table 2. High frequency glossary of travel notes for perception of Three Gorges cruise ship tourism image
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Figure 1. Cloud chart of high frequency words
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Table 3. Tourist cognitive image table
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Figure 2. Long tail distribution of high-frequency words in cruise tourism
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Figure 3. Long tail distribution of high frequency words for different cruise brands
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Figure 4. Tourist Emotion semantic network
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