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Research on Tourism Image Perception of National
Scenic Spots in Shandong Province Based on Internet
Text and IPA Analysis
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Abstract: In the context of big data, using the method of combining web text analysis and IPA model to study the tourism
image perception of national-level scenic spots in Shandong Province. The high-frequency vocabulary of tourism image
perception in national scenic spots in Shandong Province was screened from the Ctrip and Qunar tourism websites, and the
semantic network analysis diagram was drawn. Based on this, the elements of tourism image perception were summarized
and the analysis model was constructed and analyzed by IPA analysis method. The structure of tourist experience elements
in the destination of tourists and the evaluation of tourist experience quality. According to the research results, in the future,
improvements should be made to the sanitation facilities of the scenic spot, the external traffic of the scenic spot, the perceived
environment of crowdedness, and other aspects with lower satisfaction, so as to allow tourists to obtain a high-quality tourism
experience and create a better image of the scenic spot.
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Tab.1 Distribution of public image words in scenic spots
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Fig.2 Semantic Network of Tourism Atmosphere
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Fig.3 Semantic network of cultural images
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Fig.4 Semantic Network of Tourism Infrastructure
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Tab.3 Evaluation indicators for quality improvement of
Shandong national scenic spots
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Fig.6 IPA analysis matrix for quality improvement of
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national scenic spots in Shandong Province
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