Geographical Science Research HUELRL 2 5, 2022, 11(1), 99-108 Hans i
Published Online February 2022 in Hans. http://www.hanspub.org/journal/gser
https://doi.org/10.12677/gser.2022.111011

ET MG ASCRIIRIF R
RS

— R EA A SR =R 6

#wet s 3 F
BN T REEK S 25058, WL i

WekE H . 20214F12 A9 FHE#: 2022481 H30H; KA H: 20224F2H11H

HE

ANCERR RIS, RFBH A A ZENEER R . A SRR AR R IPE RIFR1EN
BETEHE, RAFES - W (TF-IDF) & XMBAERST, FARENHE. &EM. R, F
R, EEH. RETF6NAMAIRRONAER. BREEMNBAER. SREH: 1) FUNEHA
TR NG RERTHYOAR R0 BRERF . RRES). 308, BENRS: 2) ik
BFERERUBHRAE, RARBAEREL, BENR/PAIHE. REMRSEEEOAT; 3) &R
FENXERATEN R . REABL. TR EREFIL . AFAREE T ASCRWRIBEF T, AbiH
PN SCRITE R B E R AR

K"
ARG, AIXEW, TF-IDF, FEZRERH

Research on the Perception of Cultural
Landscapes Tourism Image Based on
Network Text Analysis

—Taking West Lake Cultural Landscape as an Example

Yejing Lin, Gan Liu
School of Economics, Hangzhou Dianzi University, Hangzhou Zhejiang
Received: Dec. 9", 2021; accepted: Jan. 30", 2022; published: Feb. 11", 2022

SCEEG| MR, X R TR SCAR T I SCROM R Y SRR ()], M ERARRERT I, 2022, 11(1): 99-108.
DOI: 10.12677/gser.2022.111011


http://www.hanspub.org/journal/gser
https://doi.org/10.12677/gser.2022.111011
https://doi.org/10.12677/gser.2022.111011
http://www.hanspub.org

MR-, X

Abstract

Cultural landscape is an important way to show urban culture and enhance the popularity of ur-
ban culture. This paper selects comments from website of Ctrip and Dianping as the research data
and uses frequency-inverse document frequency (TF-IDF), semantic network and emotional anal-
ysis to study the tourists’ cognitive image, emotional image and overall image of the six West Lake
Cultural Landscapes of Guozhuang, Qianwang Temple, Sudi Causeway, Leifeng Tower, Yuewang
Temple and Lingyin Temple. The results show that: 1) The cognitive image elements of Hangzhou
West Lake Cultural Landscape Tourism can be summarized into the history and culture, architec-
ture and scenery, scenic spot activities, transportation, facilities and services of scenic spots; 2)
The emotional image of tourism is mainly positive, the overall image of the scenic spot is good, and
tourists recognize the cultural history, scenery and service facilities of the scenic spot; 3) There
are some problems in the scenic spots, such as insufficient humanistic experience, inadequate
service and low-cost performance of tickets. This study enriches the study of cultural landscape
tourism and provides suggestions for the shaping of the cultural landscape image of the West Lake
in Hangzhou.
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Table 1. Classification and comparison of high frequency words in tourist comments
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Figure 1. Semantic network of tourist comments in Guozhuang
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Figure 2. Semantic network of tourist comments in Qianwang Temple
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Figure 3. Semantic network of tourist comments in Sudi Causeway
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Figure 4. Semantic network of tourist comments in Leifeng Tower
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Figure 5. Semantic network of tourist comments in Yuewang Temple
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Figure 6. Semantic network of tourist comments in Lingyin Temple
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