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Abstract

This study explored the changes in tourism destination image of Guangzhou
through the most popular travel notes collected from Mangfengwo between
2010 and 2019. Tourist Gaze Theory and Symbolic Interaction Theory were ap-
plied to the article in order to construct a model of Organic Image and Com-
pound Image, explaining that compound image of previous tourists will make
an influence on organic image of potential tourists. We combined content anal-
ysis method and cluster analysis method, using NVivo to identify the characters
of spaces, emotions and experiences shown in the titles of travel notes. It is
found that 1) Attractions in Guangzhou are abundant but the distribution is
scattered, and the homogeneity of similar category is high, which can easily lead
to the outflow of tourists to the surrounding cities; 2) Tourists have strong per-
ception of the history and local characteristics of Guangzhou, but lack of the
perception of modernization; 3) The culture of food has a great importance in
shaping and promoting city image of Guangzhou; 4) Parent-child travel can be
used as the focus of propaganda. The titles of travel notes are the first factor
when attracting readers, which can well reflect their interests and expected
impression. Therefore, we suggest that destination marketing organizations
should: 1) strengthen the construction of its own tourism resources, differen-
tiate the creation of similar tourism spots and introduce modern technology
to enrich the experience of tourists; 2) pay attention to guiding the creation of
UGC as the title of travel notes is the first element that comes into tourists’ sight
and can reflect their interest as well as expected impressions in Guangzhou.

Keywords

UGC, Image Perception, Image Changes, Tourist Gaze Theory, Symbolic
Interaction Theory

1. Introduction

With the continuous development of new media applications, the empowerment
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of new media has brought more voice to the public, and in the field of tourism,
tourists are free to share and express their opinions in a diverse way. At the same
time, with the change of idea of traveling, people are no longer limited to visiting
scenic, but more to explore destinations from a “localize” way. As a result, tour-
ists’ cognitive of destination image no longer rely solely on traditional destina-
tion marketing organizations (DMOs), but more depend on User-generated
content(UGC), the main productivity of tourism virtual community and tra-
vel-related “we media”.

Compared with the propaganda from traditional as well as authoritative gov-
ernment or official website organization, UGC is richer and more vivid in con-
tent, involving a wider range of tourism images, and more accurately hitting the
tourists’ pain spots. UGC content covers text, images, video and other forms, in
which the infinite nature of text provides a larger imagination space for tourists,
easy to arouse tourists’ interest in traveling, thus producing a guiding role for
potential tourists. In the era of the information explosion, people’s choice of ar-
ticle first depends on the title of it, and the current study of the text title is rare.
So we select Guangzhou, an important super city in the south of China, as the
research object, with the data sources of online travel notes from the well-known
tourism community “Mafengwo”. We intend to explore the change of urban
image representation from the time variation perspective.

In the new media background, “wine is not afraid of the deep alley” theory
fails. We are going to find out the solution for DOMs to grasping the preferences
of tourists exposed by the UGC in the “de-centralized” new media era (Huang,
2014) and building as well as promoting an attractive image of Guangzhou city.

2. Literature Review

In the second half of the 20th century, it’s proposed that the destination image is
a subjective impression of a non-residential place. With the development of the
information age at the end of the 20th century, Fakeye & Crompton (1991) ar-
gued that subjective construction should be based on a large flow of information,
while further came up with two information channels, indirectly linked to tour-
ism and directly linked. Domestic scholars, however, continued this part of the
study by suggesting that information sources were divided into media (indirect)
and actual experiences (direct), so that the destination image was considered as
the sum of the perceptions of tourists and potential tourists (Xie & Huang, 2002;
Deng, 2002). The study of destination image did not only seek for a clear defini-
tion, but rather required an exploration of the impact made by destination im-
age. At the same time, the tourist inclination was inherently limited by the per-
ception of destination image of tourists and potential travellers, thus researches
on destination image could help to better analyse (potential) travellers’ motiva-
tion to travel and its related factors (Guo, 2003). Among them, the tourist’s per-
ception of destination image was divided into three types, original image, induced
image and composite image. The original image referred to Primary image refers to

the destination image perception formed from the individual through information
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sources, such as the non-commercial marketing mass communication, which
was endogenous. In contrast, an induced image was consciously promoted by
DMOs, and a composite image was a tourist’s perception after an actual trip.

In order to better explore tourists’ perception of destination image, a large
number of scholars had explored destination image from different perspectives
(Enright & Newton, 2004). The measurement dimension covered five types, in-
cluding points (Alhemoud & Armstrong, 1996; Baloglu & Brinberg, 1997; Qu &
Liang, 2017), lines (Liu, 2014), space (Jiao & Fang, 2010; Wang et al., 2014), time
(Gallarza et al., 2002) and temporal union (Huang et al., 2020). Among them,
domestic and foreign scholars’ analysis based on the temporal dimension was
still stuck in the repetitive study of static images, lacking the dynamic compari-
son of images. The measurement perspectives also varied: Liu et al. (2009) took
the tourist perspective and identified the measurement perspective as the desti-
nation community and the tourist group; with the flourishing of new media,
Feng (2011) used blogging as a vehicle to expand the study of groups to a com-
parative study between groups. Guo (2012) took the perspective of the destina-
tion management organization. In addition, specific measures of destination
image had also undergone a change. Pike (2002) found that the initial research
focused on qualitative methods of analysis, with a few quantitative analyses pre-
ferred t-test, mean value analysis and so on; the research content had taken a va-
riety of forms and involved texts, photos and other analyses, but photos analysis
was in small numbers. Nowadays, with the diversification of information forms
and the rapid development of technology, the content form of destination image
research expanded to dynamic information such as video (Wu & Shen, 2018).
Research methods also spanned multiple disciplines (Deng et al., 2019), but
interdisciplinary research focused on the presentation of technological devel-
opment, such as the application of convolutional neural network models (Yan
& Zheng, 2020), and the research focus of destination image itself was wea-
kened.

In recent years, a growing number of scholars’ research on destination image
relied on mass media, and a wealth of research confirmed that changes in tour-
ists’ perceptions of destination image were influenced by mass media indoctri-
nating information (Wang et al., 2015). Among them, online comments could
influence tourists’ willingness to travel (Shin et al., 2019). However, Zang &
Huang (2007) had suggested that there were significant differences in the desti-
nation image created by different websites, influenced by the target audience,
leading to confusion in the destination image. Stepchenkova and Zhan (2013)
divided destination image shaping into UGC and DMOs. Distinguishing them
from the official nature of DMOs, UGC was originated from the Internet, which
was unofficial and created by users. Meanwhile, the team measured the differ-
ences between these two in shaping the destination image, and draw to a conclu-
sion that DMOs focused on comprehensive expressions including natural beau-
ty, architecture, customs and traditions, and art, while UGC reflected tourists’

preferences for certain topics of the destination. In order to attract more tourists,
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DMOs also tried to “mythologize” places (Pi, 2018). With the increasing power
of tourist discourse in recent years, UGC had a greater impact on tourists’ per-
ceived destination image compared to information offered by DMOs (Alvarez et
al., 2020).

Currently, UGC research mostly has focused on textual content analysis.
Taking TripAdvisor, a foreign community, as an example, Wang Kun and his
collaborators (2014) investigated the international attention of Chinese tourism
based on spatial perspective, and Feng & Hunagpu (2017) analyzed the image of
the Forbidden City from the perspective of communication science. Taking do-
mestic communities such as Ctrip as an example, Liu (2019) also conducted im-
age analysis of specific cities from the perspective of communication, combining
tourism gaze theory; Lu & Liao (2019) added the perspective of sentiment analy-
sis, and Zhu et al. (2019) studied from the perspective of temporal and spatial
mobility. Different research perspectives blossomed.

In terms of destination selection, some studies have used Guangzhou Shang-
xiajiu Street as an example to explore the image of specific areas of the city from
the perspective of DMOs (Dai & Chen, 2010); Zhao et al. (2015) analyzed the
urban image through pictures from the perspective of architecture based on
Guangdong Province. For Guangzhou city as a whole, Cai & Lai (2007) explored
its image from food culture through questionnaire survey; Liao (2007) used
questionnaire study to derive the horizontal difference of Guangzhou tourism
image among tourists; Zhu & Lu (2016) analyzed Guangzhou city image from
business tourists, a single tourists group, through text; Qu and Liang (2017) and
Liang (2018) investigated Guangzhou overall and partial image through text
analysis method, respectively.

In summary, using the textual analysis method, there is still a research gap in
the analysis of the temporal development of the original image of Guangzhou

city from the perspective of the domestic tourists.

3. Theories, Methods and Research Design
3.1. Theories and Model

3.1.1. Tourism Gaze and Symbolic Interaction

In 1992, the British sociologist Urry proposed the “tourist gaze” theory, which
argued that tourism was the process of collecting symbols (Urry, 1992). Tourist
gaze was the production and consumption of symbols of specific attractions’
meanings, and the production of these symbols was constructed and regulated
by some experts and the mass media as a socialized perception (Liu, 2007). Ac-
cording to Zhou Xian, tourism gaze could be divided into pre-tourism, mid-tourism
and post-tourism gaze by production stage. In the pre-tourism stage, the tourist
autonomously searched for information related to the destination and was in-
fluenced by a combination of original and projected images to form an anticipa-
tory perception. Through the actual trip, the tourist corrected the anticipatory

image during the trip and formed a perception of the composite image after the
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trip, according to which some tourists created tourism experiences and mate-
rialize the act of tourist gaze.

The American scholar Mead proposed the “symbolic interaction theory”,
which assumed that people interacted with and influenced each other through
the transmission of symbols and meaning. Meaning transmission presupposed
that there was a shared space of meaning between the two parties, which meant
that a common and largely similar life experience and cultural context of the
symbolic meanings of the language, text and so on were used in the transmis-
sion. However, due to the diversity of social activities, the space of meaning for
each social member could not fully overlap, so the function of meaning trans-
mission was to expand the space of overlap (Guo, 2011).

With gradually entering the web3.0 era, the media and platforms continue to
expand, people’s communication frequency increases, and the overlap space is
increasingly extended. As the power of public discourse increases, tourists also
rely more and more on the results of the “gaze” of the previous tourists, and the
creation after the gaze of the previous tourists also expects to receive the interac-
tion and recognition from others. While both sides exchange the construction
and deconstruction of symbols in the “social interaction”, continuously expand-
ing the space of common meaning, the “post-gaze” of the actual travelers and

the “pre-gaze” of the potential tourists are unified on this basis.

3.1.2. Model Construction

According to semiotics, symbols are common to all members in society and can
convey the deeper connotations of the tourist’s perception of Guangzhou. Saus-
sure suggested that symbols were composed of signified and signifier. “Signified”
was the content of the symbol and “signifier” was the form of the symbol. In
conjunction with previous researches, this paper divides “Signifier” into three
factors: spatial, emotional and behavioral. The online travel notes are the com-
posite images generated after the actual travel of tourists, and the original image
perceptions of potential tourists will be constructed by the above three perspec-

tives in the process of mass communication (shown in Figure 1).

Spatial
Perception

Composite Emotional Original
Image Perception Image

Behavioral
Perception

Figure 1. Deconstruction of image.
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3.2. Research Methodology

In this paper, content analysis and clustering analysis are used with the help of
NVivo 11 tool.

This article selects, classifies and codes the titles of online travel notes, and
summarizes the frequency and changes of image words and charts using NVivo
11, so as to obtain the changes of tourists’ perception of the destination image.
Since the same data may have different functions in perception, it will be
coded multiple times during the coding process. Therefore, this paper will
summarize which image elements are most likely to co-occur through the
clustering analysis to gain insight into the attractiveness of the destination im-

age to tourists.

3.3. Data Sources and Screening

With the increasing pan-socialization of communication resources, people are
able to freely choose media platforms to share their travel experiences. However,
“we media” generally covers a wide range of topics, in which tourism does not
account for a high percentage, and the contents users share are fragmented.
Considering the convenience of collection and the quality of textual content, this
paper collects data from Mafengwo, a professional travel website. Mafengwo is a
leading travel platform in China, mainly targeting domestic travelers, and its
UGC covers the whole country and even the world. As is shown in Figure 2, the
preliminary survey found that the website has 25,400 articles under the “Guang-
zhou” module, with the earliest online travel notes dating back to 2006 and the
latest ones ending in 2020, meeting the needs of the time, target group and sam-
ple source of the research.

Due to the large amount of data on which the website possesses, non-probab-
ilistic sampling is chosen, which has the advantage of drawing exploratory con-
clusions with less time and effort cost, but also with sampling errors. To minim-
ize measurement errors, the sampling steps in this paper are as follows.

First, widely collecting data. Select Guangzhou as the destination, sort the tra-
vel notes by publication time, set the standard of reads and recommendations as
the filter conditions. In order to ensure the sample size, considering the devel-
opment of the website’s audience size, using 2014 as the dividing line, the read-
ing volume of the travel notes between 2010 and 2014 was set at more than 1000,
with the recommended volume is more than 5; the reading volume of the travel
notes between 2014 and 2020 was set at more than 2000, with the recommended
volume is more than 10. The results turned out to be 3445 articles.

Second, sift through the data. On the basis of big data crawling technology,
the data collected was ranked based on the number of reads as the primary crite-
rion, in which the top 100 most popular travel notes per year were sampled be-
tween 2012 and 2019.

Finally, finalize the data. The quality of the travel notes was further tested by

excluding non-significant headings, such as those with the destination as the
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Figure 2. Query page of online travel notes.

title, and replacing them in order of readings from those that were not selected.
The final sample totaled 946 articles (see Table 1).

3.4. Cognitive System and Data Coding

In the process of data collection, we make a simple identification and description
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Table 1. Overview of data collection.

Year Preliminary Collection/Article Final Adoption/Article
2010 47 46
2011 136 100
2012 343 100
2013 521 100
2014 301 100
2015 453 100
2016 342 100
2017 488 100
2018 398 100
2019 416 100
Total 3445 946

of the title content. However, looking back at the previous researches, there is no
unified standard for tourism image around the world. Therefore, this paper
synthesizes the six elements of tourism and previous researches (Guo et al., 2015;
Wang & Xue, 2019) to reconstruct the indicators of tourism image system as

shown in Table 2.

4. Analysis and Discussion
4.1. Perception of Space

4.1.1. Geography
From 2010 to 2019, a total of 22 place names appeared in the title, including 11
city Administrative areas and 11 other cities and regions (see Table 3).

The tourism attraction in Guangzhou is distributed in 12 different Adminis-
trative areas, with Nansha District being the most frequently mentioned, fol-
lowed by Panyu District, Conghua District, Huadu District, Haizhu District and
Zengcheng District, while the remaining districts are very less frequently men-
tioned. Nansha District and Haizhu District have atypical attractors such as wet-
land parks, which are often tiltled with place names in order to distinguish them.
Although Luogang District has one of the “Eight Scenes of Yangtze City”, it is
located in a remote area with relatively poor tourism resources. Same as Con-
ghua District, Panyu District, Huadu District and Zengcheng District, which are
far away from the downtown and their attractions are not familiar to the public,
so the attractions name will be titled with where they are located. However, Tianhe
District, Yuexiu District, Huangpu District, Liwan District and Baiyun District are
adjacent to each other and have convenient traffic access, as well as very well-known
tourism attractions, so tourists tend to weaken or omit the districts’ names.

Some of the travel notes’ titles mention other cities, including 8 cities in
Guangdong Province and 2 regions, Hong Kong and Macau. Among them,

Zhuhai is most preferred, followed by Shunde District in Foshan, Hong Kong,
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Table 2. System and index of destination image.

Primary Category Subcategory

Words related to geographic names Within the city

Outside the city

Words of tourism attraction Natural Landscape

Religious Culture

Historical Monument

Folk Customs

Literature and Arts

Town and Industrial
Tourism Landscape

Words of destination image
Words related to travel emotion
Words of travel behavior Accommodation

Food
Transportation
Shopping
Experience

Travel duration

Description

Administrative region where tourism attraction is located in the title of the online
travel notes

The cities around Guangzhou mentioned in the title of the online travel notes

Includes geo-landscapes, waterscapes, biological landscapes, and meteorological and
climatic landscapes

Includes religious architectural landscapes, religious practice landscapes and
religious art landscapes

Includes historical and cultural sites of humanity, ancient architecture, ancient
tombs and historical artefacts

Including food and drink customs, characteristic dwellings, traditional costumes
and handicrafts, marriage and funeral customs, ethnic songs and dances, and
festivals, etc.

Including landscape poetry, coupled arts, inscriptions, operas, calligraphies,
paintings, sculptures, etc.

Including characteristic small towns, modern urban scenery and industrial tourism
landscape. Modern urban scenery includes urban iconic buildings, modern
commerce, education, science, culture, sports, health and other activity phenomena
and facilities and urban leisure and entertainment facilities

Adjectives or descriptors of tourism attractions or destinations mentioned in the
title of travel notes

Adjectives or descriptors of travel experiences mentioned in travel notes

The specific tourist behaviors, reflecting the tourist’s travel style and preferences,
are divided into five categories with reference to the “six elements” of tourism

The length of time that tourists spend on their trip

Table 3. Frequ

ency of words in relevant destinations.

Category Administrative Area Frequency (%)
Nansha 13.67
Panyu 5.76
Conghua 5.00
Huadu 4.32
Haizhu 4.29
Inside the City Zengcheng 4.29
Tianhe 2.16
Yuexiu 2.88
Luogang 2.86
Huangpu 2.16
Liwan 1.43
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Continued
Zhuhai 39.56
Shunde (Foshan) 14.29
Hong Kong 8.79
Shenzhen 7.69
Macao 7.69
Outside the City Foshan 3.30
Huizhou 2.20
Chaoshan 2.20
Shantou 2.20
Dongguan 1.10
Nanao 1.10

Shenzhen and Macau. In 2014, Zhuhai Changlong opened, and as a famous 5A
scenic in Guangzhou, Changlong Resort connects Guangzhou and Zhuhai, di-
verting some tourists to Zhuhai city. Shunde Districts, ranked second, is known
for its delicious food, and close to Panyu and Nansha districts, attracting a large
number of tourists who come for the special food culture of “Guangfu”. Guang-
zhou, as the “southern gate”, facing Hong Kong, Shenzhen and Macao, and the
three cities as the economic pioneer zones, have always been popular destina-
tions for tourists. The accessibility of Guangzhou has formed a peripheral tour
route with Guangzhou as the center. The remaining cities and regions were
mentioned at less than 4%, suggesting that most travelers with Guangzhou as
their core destination are less likely to travel around these cities, possibly due to
the relative inconvenience of transportation and the overlap in tourism re-
sources.

The fact that trips including Guangzhou and its surrounding area are more
attracted may be due to the weakening and neglect of the geographical names
mentioned above on the one hand. On the other hand, the tourism resources in
Guangzhou may be homogeneous or barren, and tourists are more inclined to

visit different types of destinations to obtain a better comprehensive experience.

4.1.2. Tourism Duration

To further explore the distribution and richness of tourism resources in Guang-
zhou, we extract the travel duration in the title of the online travel notes (see
Table 4).

In terms of overall distribution, the words of highest frequency are found to
be five days and above, with short-term travel (within and include five days) ac-
counting for 70.43 percent. Among them, the majority of tourists traveling for
five days or above across several cities. On the opposite, the duration of the tour
inside the city is generally half a day to four days. Tourists of half-day and
one-day trip generally choose 1 - 2 small attraction, such as “Dongchong western

style houses trip”, “Dongshan Yanglou, Xiguan Arcade half day trip”. Very few
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Table 4. Frequency of words in days of travel.

Duration Frequency (%) Description
Five days and above 22.67 Long-term holiday including the National Holiday
One-day trip 22.09
Thee-day trp 1918 hich e enerly e dug gl
Two-day trip 13.38 Including a weekend trip
Tour-day trip 12.79
Half-day trip 2.99

tourists choose intensive tour mode, quickly visiting the classic attraction, such
as “Guangzhou line day trip (Sacred Heart Cathedral - Zhongshan Memorial
Hall - Yuexiu Park - Shangxiajiu - Shamian - Red Factory - Guangzhou Tower)”.
Tourists who traveled for 2 - 4 days tend not to mention the attraction of the
visit, but to use generalized language to describe it, such as “Happily Eating and
Drinking on New Year’s Day in Guangzhou for 4-Day”, “Guangzhou Food Tour
for 3 days”. Some tourists chose to focus on a particular tourist attraction, espe-
cially the characteristic town and resort area, such as “Guangzhou Changlong
Wildlife World Trip during the Dragon Boat Festival”.

As is shown in Figure 3, in terms of annual variation, the frequency of longer
trips increased after 2013 and even exceeded half of the total amount in 2019,
possibly due to:

1) Increased economic level and sufficient personal capital for travel.

2) Increased awareness of leisure and people’s willingness to spend more time
on the trip.

3) New attractions are built and people need to spend more time travelling
around.

4) Radiation Effect of Policies such as Guangdong-Hong Kong-Macao Greater
Bay Area, bringing passengers to the surrounding cities outside Guangzhou,
people are more inclined to travel around more cities in one trip.

However, the short length of duration is still predominant and the proportion
of peripheral travel has increased, indicating that.

1) Most travelers prefer to visit the classic attractions, which are relatively
concentrated and people don’t need to spend much time on.

2) Guangzhou is well developed in its transportation, which reduces travel
time for tourists.

3) There are still few tourism resources that are well known or of interest to
tourists, and tourists do not need to spend more time on them.

4) Travelers have less time for leisure and most travel during short holiday.

4.1.3. Tourism Attraction
With reference to the statistics of the annual changes, “religious and cultural”

accounts for the lowest proportion, and occasionally missing from the figure;
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Figure 3. Changes in duration of travel.

» <«

followed by “folklore and customs”. “Natural landscape” maintains a relatively
stable changes in a low attractiveness for these years. “Historical monuments”
changes steadily with a huge attractiveness, perennial ranking the third. “Litera-
ture and art” appears very frequently, and the attractiveness generally ranks
second, with ranking first in 2011. “Towns and industrial tourism” generally
ranks first, far beyond other types of resources (see Figure 4).

As the earliest city opening to the outside world, Guangzhou possesses a great
amount of religious and cultural sites, such as the Sacred Heart of Ishiguro Ca-
thedral and the Six Banyan Temple. Due to its off-shore geographical location, it
also gave rise to local religions such as the Tian Hou Gong. However, compared
to other attractions, religious culture is more ornamental on account of the artis-
tic value of its architecture, and its recreational value is relatively low. Hence, its
attractions are of low attractiveness.

Guangzhou is rich in its special cultural, but people are mostly familiar with
the architectural culture such as arcades and Cantonese cuisine culture. Cultures
such as Cantonese opera, embroidery and other traditions are not popular and
only have a small group of audiences. Lion dance and other cultural perfor-
mances as well as folk festivals are often shown in certain celebration activities,
which are of regionalism and timeliness, so attractions of folk culture that are
popular to tourists are limited to fixed places, such as the arcades in Shangxiajiu
Street, sculpture of Chen Clan Academy and exhibition in Baomo Garden, etc.
Meanwhile, this kind of attraction has a certain homogeneity, although folk cul-
ture is scattered in different places, but its essence and connotation have high
similarity, so tourists travel selectively and which results in a low attractiveness.

Located in the subtropics, Guangzhou is surrounded by year-round greenery
and has a number of forest parks and scenic resorts, including timeless ecologi-
cal landscapes in historical monuments, so there is a wide range of places to vis-
it. At the same time, Guangzhou has the name of “Flower City”; some parks have
famous scenery or enjoyable events, such as the beautiful view of plum in

Xiangxue Park and bungee jumping event in Baiyun Mountain, which attracts
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Figure 4. Changes in visits of attractions.

many tourists every year. The attractiveness of this category of resources has
therefore been relatively high.

Literature and art, as a highly integrated tourism resource, is often attached to
other tourism attractions, with a strong clustering between folk customs, histor-
ical monuments, and also often with religious culture (see Figure 5). With the
development of modern culture and the continuous enrichment of people’s
awareness of culture, art museums, art exhibitions and other independent lite-
rature and art attractions continue to emerge, such attractions can be subsumed
under the category of “towns and industrial tourism landscape”, thus showing a
very high degree of attractiveness and frequency of appearance, even with the
strength to be compared with the urban landscape.

Urban and industrial tourism landscape has been the main tourist resources
of modern cities. Characteristic towns, resorts (such as the European town of Ji-
ulong Lake in Huadu), Changlong Resort, and especially Changlong Resort, as
the most popular characteristic resort, combined with major variety TV shows,
attracts millions of tourists every year. As a representative of classical “Guangfu”
culture and historical feature, modern commercial pedestrian streets, such as
Shangxiajiu and Beijing Road, have always been popular attractions. While cul-
tural and creative industrial parks such as Hongzhuan Factory, Kuiyuan and Zi
Ni Tang, which have been rebuilt in recent years, have also become more and
more popular among tourists, becoming mecca for tourists to take photos and
post on the social media. Since the 2010 Guangzhou Asian Games, a number of
new landmarks of Guangzhou, such as the Guangzhou Tower, Haixinsha and a
series of “Guangzhou New Eight Scenes” have become the symbols of Guang-
zhou with their modern urban characteristics, as well as the “must-see” tourist

attractions. In addition, educational resources such as Sun Yat-sen University
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Figure 5. Cluster analysis of attractions.

and South China University of Technology are also open to the public, and some
universities have highly valuable natural landscapes and unique architectural
styles, especially the “flowering cherry viewing” of South China Agricultural
University and the architecture of the republic period in Sun Yat-sen University.
These are also one of the attractions for tourists. As a result, the towns and in-
dustrial tourism landscape is always at the top of the attraction list due to its

strong relevance, large resource capacity and rapid renewal.

4.2. Emotion

For the emotion perception of tourism attraction, by combining similar adjec-

«

tives, such as “unexpected”, “unknown” and other words to categorize “niche”, and
come up with the following high-frequency words. In general, tourists’ percep-
tion of Guangzhou city image is mainly positive. By summarizing, the image of
Guangzhou city can be divided into the following categories: leisure experience,

» o«

such as “leisure”, “fun”, “fresh”, “romantic”, “wonderful”, “paradise”, account-

ing for 7.49%; history and culture, such as “history”, “literature and art”, “com-
bination of Chinese and Western”, “exotic”, accounting for 6.66%; local food
and customs, such as “delicious”, “old Guangzhou”, accounting for 4.3%; natural
ecology, such as “flower city”, “nature”, “nimbus”, “beautiful”, accounting for
3.51%; modern city, such as “prosperous”, “gorgeous”, “fashion”, “marketplace”,
accounting for 3.49%. In particular, Guangzhou, with its unique culture and
history, has established a proprietary image to its tourists described as “Old
Guangzhou” (see Table 5). Therefore, we can conclude that tourists’ perception

of Guangzhou city image is mainly formed by leisure experience, followed by
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Table 5. Frequency of words in emotion.

Characteristics Frequency (%) Characteristics Frequency (%)
Literature and Art 3.65 Nature 0.68
History 2.51 Fashion 0.67
Old Guangzhou 2.48 Niche 0.67
Leisure 2.35 Marketplace 0.5
Delicious 1.82 Combination of Chinese and Western 0.33
Paradise 1.66 Wonderful 0.33
Flower City 1.65 Exotic 0.17
Prosperous 1.49 Yangquan Restaurant 0.17
Fun 1.33 Gulangyu Island 0.17
Beautiful 1.01 Unique 0.17
Romantic 0.99 Mysterious 0.17
Fresh 0.83 Nimbus 0.17
Gorgeous 0.83 Zhouzhuang 0.17

history and culture, local food and customs, natural ecology, and modern city is
ranked last, indicating that tourists visit Guangzhou more for its cultural herit-
age than for modern construction. In addition, it is worth mentioning analogies
such as “Zhouzhuang”, “Gulangyu” and “Yangquan Restaurant”, famous scenic
in other cities indicating that tourists will compare the similar attractions in dif-
ferent destinations, or use similar attractions in other well-known destinations

as a yardstick of evaluation.

4.3. Behavior

As can be seen from Figure 6, food and experience are the main elements in the
titles of online travel notes, followed by accommodation and transportation,
with shopping being the least mentioned, indicating that the traveler attaches
great importance to the mode of travel and local typical food. Shopping is inte-
grated into the entire travel and the shopping place is not usually the main at-
traction, so it does not often appear in the titles; transportation and accommo-
dation are the same, however, when there are innovative facilities and activities
included about these elements in the trip, people are more willing to mark in the
titles.

In the category of “transport”, Trekking is the first with 20.66 percent, fol-
lowed by public transport. Trekking is a common way when visiting natural
scenic, combining the above attractiveness analysis of natural landscapes, trav-
eling to forest parks on foot is more attractive to tourists. Besides, it shows that
Guangzhou is convenient for public transport and offers a variety of options for
tourists to travel.

In the category of “Food”, words of high frequency are “food”, “eating and
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Figure 6. Changes of dimensions in action.

» o«

drinking”, “seeking for delicacy” and “tip of the tongue”, which are all genera-

lized terms, indicating that Guangzhou’s food resources are quite rich and tour-

»  «

ists tend to have a holistic experience. Words such as “morning tea”, “seafood”,
“syrup “ and “snacks” indicate the characteristics of Guangzhou’s “morning tea”
culture and the off-shore geographical location. Finally, “traditional brand”, al-
though not frequent, indicates the long history of Guangzhou food culture.

» <«

In the category of “shopping”, specific words such as “bookstore”, “shopping
mall”, “home”, “pedestrian street”, “flower market”, appear in high frequency,
indicating that tourists are concerned about specific shopping facilities. Among
these words, “flower market” as part of the Guangzhou Spring Festival culture,
attracts those tourists who travel during the Spring Festival. Therefore, it can be
promoted as an outstanding festive characteristics of Guangzhou Spring Festival
culture.

In the category of “accommodation”, “hotel” appears the most often, indicat-
ing that most travelers still choose hotels as their accommodation when travel-
ing. “Sofa” belongs to the youth hostel accommodation, generally chosen by
“budget travel” lovers. But because it is not that comfortable and insecure, so its
audience group is small. With the rise of minshuku, the term “minshuku”
should also be attached great importance, but it is not mentioned frequently.

In the category of “experience”, travel as “family” appears most frequently,
indicating that Guangzhou is a city suitable for every age. At the same time, a se-
ries of leisure experience words, such as “spring country walk”, “blowing”, “sea-
side”, “vacation”, “fishing” and other leisure experience correspond to the great-
est preference in leisure experience mentioned in emotion perception (see Table
6).

5. Conclusion and Discussion

5.1. Conclusion

The destination image extracted from the online travel notes is the composite
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Table 6. Frequency of words in experience.

Main Category Characteristics Frequency (%)

trekking 20.66

subway 5.43

waterbus 3.26

train 3.26

Transportation bus 2.17
bicycle 2.17

tramcar 2.17

train station 2.17

trolley bus 1.09

delicacy 18.11

eating and drinking 5.02

morning tea 3.07

seafood 2.51

snack 1.95

Food ruminate 1.39
seeking for delicacy 0.84

coffee 0.56

tip of the tongue 0.56

syrup 0.28

traditional brand 0.28

bookstore 29.41
shopping 11.76

shopping mall 5.88

Shopping

home 5.88

flower market 5.88

pedestrian street 5.88
family 36.09

taking photo 3.91

night tour 2.17

spring country walk 0.87

seaside 0.87

blowing 0.43

Experience bear 0.43
vocation 0.43

bask 0.43

movie 0.43

collecting scenery 0.43

fishing 0.43

wandering 0.43

hotel 46.81

Accommodation sofa 2.13
minshuku 2.13

DOI: 10.4236/jssm.2020.133038 610 Journal of Service Science and Management


https://doi.org/10.4236/jssm.2020.133038

S.Y.Yang, M. Zhang

image formed after the tourists’ actual travel, that is, the composite image per-
ception is the native image perception of the potential tourists. Meanwhile, the
tour title is sorted according to the amount of reading and the recommendation,
so the potential tourists will selectively form their perception according to their
own interests. Through the analysis of travel notes, we can find out the factors
that tourists value and thus help DMOs carry out more targeted marketing pub-
licity.

By sorting out the titles, we analyze and study the change of the native image
of Guangzhou city based on three levels: space, emotion and behavior, and
therefore draw the following conclusions:

First, from the point of view of spatial perception, the city tourism attraction
is enormous, but distributed in different administrative areas, which makes
tourists difficult to plan their trips. Also, the homogenization of similar tourism
resources results in the relatively barren situation of tourism resources. Besides,
the time that tourists have spent in Guangzhou City is short, but more in the
surrounding cities, so DMOs should pay more attention to the loss of tourists.

Second, from the point of view of emotional perception, Guangzhou is a lei-
sure-oriented city that people can “slow down”. Tourists have a full sense of its
historical and local characteristics, which makes the image characteristics of
“Guangfu” culture highlighted. However, the urban image perception is not that
strong, so we need to strengthen the promotion of its modernization, in order to
better integrate its lingering charm and prosperity.

Third, from the perspective of behavior perception, Guangzhou’s food culture
and parent-child travel projects can be the focuses of propaganda. At the same
time, DMOs should pay attention to the construction of shopping, transporta-
tion and accommodation, such as building more theme hotels, IP joint subway

cars, creative concept store and other attractive tourism resources.

5.2. Suggestions

5.2.1. Increase Tourism Resources

The relative stability of Guangzhou tourism reflects the lack of tourism resources
in Guangzhou, so tourists are limited to some fixed destinations, such as Sha-
mian Island, Shangxiajiu streets, Beijing Road and so on. Therefore, we put for-
ward two suggestions: introducing new technology to the old scenic and inte-
grating new attractions with local characteristics. The old tourism resources have
accumulated a high popularity, so the government and related enterprises can
use 5G, VR, Al and other high-tech to bring new experience to travelers. Due to
its long history, some attractions in Guangzhou lack a sense of interactivity in
order to protect the places’ facilities and therefore focus on only sightseeing.
Hence, VR and AR technology can be incorporated to make visitors feel as if
they are in the historical screen and interact with the museum’s furnishings to
enhance interactivity. As for the construction of new tourism resources, they can
start with the trend culture, refer to the upsurge of idea stores, relying on

Guangzhou’s rich university resources, and make full use of the school’s artistic

DOI: 10.4236/jssm.2020.133038

611 Journal of Service Science and Management


https://doi.org/10.4236/jssm.2020.133038

S.Y.Yang, M. Zhang

talent resources. However, at the same time of new construction, we should con-
sider its integration with urban culture. The tag of “historic city” should not be
discarded. How to dig out the cultural heritage of “old Guangzhou” should be
attached great importance on. In addition, the relevant marketing organizations
should pay attention to means of propaganda at the age of new media, flexibly
operate the official weibo, Wechat official accounts platform, and use more UGC
to build up the official image, so that tourists can realize the high status of their
own voice, in order to encourage tourists to actively create more positive propa-

ganda content.

5.2.2. Appropriate Guidance on UGC Creation

The urban image is unchanged throughout the time. On the one hand, it is the
result of the lack of tourism resources; on the other hand, it is the effect of the
“agenda setting” theory. “Agenda Setting” is the basic theory in communication,
which refers to the media’s ability to control what topics the public should be
discussing. Transferring to the influence by UGC on potential tourists, it can be
considered that UGC, a kind of “media”, has the ability to guide tourists to pay
attention to certain tourism resources, and their travel plan, which leads to dif-
ferent tourists repeatedly to the same destination. DMOs still to serve as a guide
for tourists, and the official accounts can direct UGC production on social media
platforms to like, comment and forward by focusing on experiences sharing on
emerging tourism resources, introducing new ways to explore the classical scen-
ic, and so on. According to Yang and Jiang (2020), the motivation of creating
UGC includes the commercialized of “we media”, so the official can cooperate
with the commercial “we media” by offering travel sponsors in order to guide
their writing. Meanwhile, as “audiences” change to “users” at the era of web2.0,
readers of travel notes become more proficient in mastering the initiative. So in
the process of guidance, DMOs need to respect the will of readers, give more
space to travelers in creation and reducer obvious blunt advertisement in prop-

aganda.

5.3. Research Contributions

In the age of information inflation, people increasingly prefer fragmented and
short information. When sifting through the information and making travel
plans, people decide whether to read further based on the attractiveness of the
titles of the online travel notes, thus the title can reflect people’s travel prefe-
rences to some extent. Most existing studies start from the full text of the trave-
logue to conduct an in-depth analysis of tourists” preferences, and textual studies
are close to saturation. Besides, as images, Video and other forms of media be-
come more and more popular, the analysis of text seems to have fallen out of fa-
vor, but text is still the main form of travel notes, and the competition of at-
tracting more readers is more intense. Therefore, this paper hopes to provide a
fresher perspective for future analysis of online travel notes, and to suggest ways

to attract visitors quickly and effectively.
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Secondly, Guangzhou, as one of the core cities in the Guangdong-Hong
Kong-Macao Greater Bay Area, is responsible for supporting the development of
neighboring cities as well as being a tourist destination of the old guard. There-
fore, how to maintain its own tourism status based on supporting the develop-
ment of neighboring cities and how to enhance its attractiveness to help develop

its economy are the practical meanings that the paper desires to achieve.

5.4. Research Defects and Prospects

Nowadays, online travel notes play an important role in making travel plans.
The destination marketing organization needs to focus on how tourists filter and
choose travel notes, so as to use the east wind of the mass communication and
get close to tourists, maintain and improve the attractiveness of the destination.
This paper is to help explore the change in image of Guangzhou city, but there
are still some shortcomings. First, the sample is only collected in one single
tourism website, so in the future more large social media platform such as weibo,
should be considered. Second, the sample content is limited, because a vague
title is much easier to attract people to read, and the platform’s recommendation
algorithm promotes more about advertisements. So in order to ensure the stan-
dard set for reading and recommendation, our sample size is small; finally, on
account of the limitation in technology, the subjectivity of manual judgement is
hard to overcome. We can try to improve the accuracy in coding with big data

training and deep learning skills.
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