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  Abstract 
This paper uses Baloglu's "cognitive image-emotional image-overall image" theo-
retical model to construct a Wenzhou tourism destination image perception mod-
el. Data from Wenzhou tourism reviews on tourism portals and new media plat-
forms was collected and organized. Word frequency analysis, semantic network 
analysis, and sentiment analysis were performed using ROST CM6. This approach 
constructs tourists' cognitive, emotional, and overall images of Wenzhou as a des-
tination, identifies challenges in Wenzhou's tourism development, and ultimately 
proposes strategies to enhance its image. 
 

Keywords 
Tourism destination image; data collection; text analysis; sentiment analysis 

1. Introduction 

1.1. Current Development Status of Wenzhou Tourism Market 

Wenzhou, a National Historical and Cultural City with a history spanning over 2,000 
years, is known as "the most beautiful landscapes in the southeast." Boasting a rich 
heritage of Ouyue folk culture and humanities, Wenzhou boasts numerous scenic 
mountains and rivers, rich in tourism resources. These include two national scenic 
spots: Yandang Mountain (including Zhongyan and Nanyan) and Nanxi River; two 
national nature reserves: Wuyanling and Nanji; and seven provincial scenic spots: 
Xianyan, Zeya, Yaoxi, Dongtou, and Baizhangdi. The scenic area covers a total land 
area of 1,907.74 square kilometers, accounting for approximately 6.7% of the city's 
total land area. According to the "2022 Wenzhou Municipal Statistical Bulletin on 
National Economic and Social Development," Wenzhou welcomed 46.969 million 
domestic and international tourists in 2022, generating total tourism revenue of 
62.54 billion yuan, representing decreases of 5.3% and 3.2% year-on-year, respec-
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tively. At present, the overall level of Wenzhou's tourism industry is still relatively 
low, and the advantages of tourism resources have not yet been transformed into 
industrial advantages. Compared with other excellent tourist cities in the country 
and the province, Wenzhou's tourism industry still has a certain gap. 

1.2. The study of tourism destination image is of great significance to 
the promotion of tourism 

As a strategic pillar of national economic development, tourism has not only become 
an industry that improves citizens' well-being and quality of life, but also a key 
driver of urban socioeconomic development. Currently, urban tourism has transi-
tioned from a traditional product-oriented approach focused on attractions and 
itineraries to one centered on image. Destination image ( Destination Image ) is the 
overall perception of a destination formed by tourists and potential tourists through 
processing information from various channels. It encompasses a series of impres-
sions, opinions, and emotional expressions of a destination. Research has shown 
that destination image is of great value and significance in influencing tourist deci-
sion-making, behavioral tendencies , tourist satisfaction, tourist loyalty, and desti-
nation marketing and promotion. Therefore, analyzing a city's tourism image and 
tourist perceptions, as well as examining the current state of urban tourism image 
development, can help cities improve and enhance their tourism image in a targeted 
manner. 

1.3. The development of the Internet and new media has generated a 
large amount of tourism network text data 

With the development of internet technology, various portals have emerged, and 
travel websites such as Ctrip and Mafengwo have become widely accepted. Fur-
thermore, with the rise of new media, new media platforms such as Bilibili, Douyin, 
and Xiaohongshu have gradually become channels for people to understand and 
share their travel experiences. More and more tourists are using the internet and 
new media platforms to order travel products, write reflections and reviews, and 
exchange travel experiences. These online texts, such as travelogues and reviews, 
contain vast amounts of unstructured and fragmented information, forming the "big 
data" of the tourism industry. This online data has provided a new, comprehensive, 
and important source of scientific data for travel research, significantly advancing 
travel research. 

1.4. Research on Tourism Destination Image Perception Based on 
Online Text Analysis 

Web text analysis is a complex technology that combines natural language pro-
cessing, information retrieval, data mining, and machine learning. It extracts valua-
ble information by automatically processing and analyzing large amounts of online 
text data. Currently, a number of scholars at home and abroad are conducting re-



Zhang Wang 
 

 

DOI:10.63313/SSH.2003 3 Social Sciences and Humanities 
 

search on the image of tourist destinations, leveraging the text or images that tour-
ists share on online platforms, such as travel notes and reviews, about their percep-
tions, evaluations, and emotional experiences of tourist destinations. 
This project collects and analyzes online text to analyze travelers' experience, satis-
faction, and key needs for Wenzhou's tourist destinations, understand tourists' per-
ception of Wenzhou's tourism image and recognition of the quality of their experi-
ence, and proposes a practical image enhancement plan, thereby improving Wen-
zhou's urban tourism image, promoting the development of Wenzhou's tourist des-
tinations, and bringing greater economic benefits to Wenzhou. 

2. Research status and development trends at home and abroad 

2.1. Current status of foreign research 

Research on destination image began in the 1970s with studies by Mayo (1973), 
Hunt (1975), and Goodrich (1978) on the relationship between destinations and 
tourist preferences or visit intentions. Current research focuses on the concept and 
components of destination image perception (TDI) , factors influencing its formation 
and change, its impact on tourist behavior and destination marketing, methods for 
shaping it , and its measurement and evaluation. 
Foreign scholars mainly use a combination of qualitative and quantitative research 
and analysis methods to measure and evaluate TDI. Russell et al. (1981) evaluated 
the image of tourist destinations through the emotional description method, which 
was divided into categories such as excitement, attraction, joy, relaxation, frustra-
tion, unhappiness, and distress [1] . Walmsley et al. (1998) also measured the image 
of tourism from an emotional perspective, and divided the emotions into quiet, 
noisy, very attractive, fascinating, fast-paced, slow-paced, outdated, popular, com-
mercialized, original, interesting, and boring [2] . Baloglu et al. (1999) believed that 
the perceived image is constructed by the three dimensions of cognitive image, 
emotional image, and overall image [3] . This model has also become the framework 
theoretical basis for most tourism perceived image measurements. 
The development of the Internet overseas is earlier than that in China and pro-
gresses faster. Therefore, the development of research in tourism industry-related 
fields based on network text analysis is relatively faster than that in China. Choi et al. 
(2007) found that different promotional means and communication methods will 
lead to different images of tourist destinations after mining and analyzing network 
information of various media [4] . Svetlana & Stepchenkova (2013) collected UCG 
content on tourism websites and analyzed "projected image" and "perceived image" 
respectively [5] . Patricia et al. (2020) first conducted a content analysis of official 
Instagram accounts in Portugal and France, and then conducted a content analysis 
of the most popular brands. They pointed out that Instagram is a strategic social 
media tool that can attract a large number of consumers to improve brand image. 
Using pictures to express personal thoughts and emotions can also be a very im-
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portant means of promoting the image of a tourist destination [6] . 

2.2. Current status of domestic research 

Although the research on tourism destination image perception using network text 
analysis methods started relatively late in China, the research has developed rapidly, 
showing a trend of diversification in research topics and analysis methods. 
Xu Yayuan (2016) explored the tourists’ cognitive image of Huangshan Scenic Area 
through tourists’ comments and provided reasonable opinions based on the re-
search conclusions [7] ; Zhang Ying (2020) crawled online travel notes data through 
Python web crawler, and used network text analysis to analyze word frequency data, 
discourse network analysis and sentiment data, and evaluated the characteristics 
and levels of tourists’ perception of Chinese history and culture such as the Grand 
Canal [8] ; In 2021, Lin Xinying et al. took the Yandang Mountain Scenic Area in 
Wenzhou City as an example, based on network text analysis and IPA analysis, col-
lected and integrated tourists’ comments on major online tourism platforms, con-
ducted tourism image perception research, analyzed and positioned the tourism 
image of Yandang Mountain Scenic Area from the perspective of tourists, and pro-
vided reference for the tourism image positioning of Wenzhou City’s nature reserves 
[9] . 
However, there are currently few research results on the overall tourism destination 
image of Wenzhou City, and research on the tourism destination image of Wenzhou 
City based on network text analysis methods is also very rare. In view of this, this 
paper collects and mines online travel notes and comments about Wenzhou City 
tourism on online platforms, analyzes tourists' perceptions and emotional tenden-
cies towards Wenzhou City's tourism image, in order to provide reference and ref-
erence for the optimization of Wenzhou City's tourism image. 

3. Research content and key technologies 

3.1. Research and development content 

Based on the review of domestic and foreign research results, this paper uses scien-
tific theories such as computer science, tourism, communication and psychology to 
conduct a study on the image perception of Wenzhou as a tourist destination based 
on network text analysis, mainly exploring the following three aspects. 

3.1.1. Construction of Wenzhou Tourism Destination Image Perception Model 

Organize domestic and international literature on the image perception of tourist 
destinations, investigate the current status of tourism resources and industry de-
velopment in Wenzhou, and select a suitable theoretical model. This project intends 
to use Baloglu’s“cognitive image-emotional image-overall image” theoretical 
model [3] (as shown in Fig.1) to construct a model of the image perception of Wen-
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zhou’s tourist destinations. 
 

 

Fig 1. Theoretical model of tourism destination image perception: “cognitive image – 
emotional image–overall image” 

3.1.2. Analysis of Wenzhou’s Tourism Destination Image Perception Based on 
Online Texts 

We used Octopus web crawler software to collect travelogues and tourist attraction 
reviews from popular travel platforms like Mafengwo and Ctrip. We also used Oc-
topus web crawler software to collect comments from travelogue videos about 
Wenzhou on the new media platform Bilibili. We also used Python programming to 
collect popular short videos and notes about Wenzhou travel from the new media 
platforms Douyin and Xiaohongshu. After preprocessing all data, we used Rost CM6 
software to perform word frequency analysis, social semantic network analysis, and 
sentiment analysis on the organized online text. By combining the online text, we 
were able to derive the cognitive, emotional, and overall image of Wenzhou as a 
tourist destination. 

3.1.3. Research on strategies to enhance Wenzhou’s tourism destination im-
age 

Based on the results of Wenzhou's tourism destination image perception model, the 
problems existing in Wenzhou's tourism image are analyzed, and strategies to en-
hance the tourism destination image are proposed. 

3.2. Key Technologies 

3.2.1. Network Text Data Collection Technology 

UGC text data related to Wenzhou tourism from travel portals and new media social 
platforms . We selected popular domestic travel portals, such as Ctrip and Mafengwo, 
using Octopus software to crawl online travelogues and user reviews of Wenzhou 
attractions posted over the past decade . We selected Douyin and Xiaohongshu, two 
of the most popular new media social platforms, as new media platforms. Because 
crawling Douyin and Xiaohongshu data with Octopus is difficult, we used Python to 
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collect titles and comments from popular short videos and popular notes generated 
by keyword searches for "Wenzhou tourism" and related attractions on Douyin and 
Xiaohongshu. 

3.2.2. Text Analysis Technology 

Text analysis is a technique for objectively and quantitatively evaluating explicit, 
publicly available content. Using content analysis tools, we can uncover both the ex-
plicit and implicit meanings of text. This project first preprocessed, cleansed, and 
filtered the captured text data. We then used Rost CM 6 software to perform word 
frequency analysis, semantic network analysis, and sentiment analysis on the cap-
tured text data. 
Word frequency analysis is a research method that statistically analyzes the fre-
quency of individual words appearing in research texts after word segmentation. It 
is a primary method for uncovering the connotation and depth of a text. Word seg-
mentation and word frequency analysis of text data yields a list of high-frequency 
words, which can be used to understand tourists' concerns, intuitive perceptions, 
and feelings about Wenzhou tourism. Social network and semantic network analysis 
yields a semantic network analysis diagram of high-frequency words, revealing the 
connections between them. For example, it reveals the strength of connections be-
tween different scenic spots and the most relevant content for tourists at a particu-
lar scenic spot . Sentiment analysis is a research method that explores and inter-
prets subjective texts that reflect personal emotions. Sentiment analysis can reveal 
the positive, neutral, or negative emotions expressed in travelogues and reviews. 
The resulting Wenzhou tourist sentiment distribution table can be used to analyze 
tourists' intuitive perceptions of a destination and their preference for its image. 

3.3. Main Innovations 

At present, there are few research results on the overall tourism destination image 
of Wenzhou City, and there are also very few studies on the tourism destination im-
age of Wenzhou City based on network text analysis methods. This project is inno-
vative in terms of topic selection and research perspective. 
The online texts collected by the project not only include tourism portals, but also 
add titles and comment texts of Wenzhou tourism-related notes and short videos on 
the high-traffic new media platforms Xiaohongshu and Douyin. This allows for more 
data to be obtained, and the research results to be more comprehensive and accu-
rate. 

4. Web text collection and preprocessing 

4.1. Online Text Collection 

This paper divides the data sources of Wenzhou tourism evaluation network texts 
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into two categories: one is tourism portal websites, including Mafengwo and Ctrip; 
the other is new media platforms, including Douyin, Xiaohongshu and Bilibili. 
As of August 26, 2025, this article used the Octopus web crawler software to collect 
a total of 1,246 Wenzhou travel notes and 16,129 scenic spot reviews from Maf-
engwo and Ctrip. 
Because the protection mechanisms of new media platforms make platform data 
capture difficult and complex, this article combines Octopus software and the 
self-developed PRPA program for collaborative data capture. The PRPA approach 
combines Python and PRA to programmatically capture Douyin and Xiaohongshu 
data. RPA ( Robotic Process Automation) is a business process automation technol-
ogy based on software robots and artificial intelligence (AI). By mimicking the man-
ual operations of end users on computers, it provides an alternative method for au-
tomating manual end-user operations.  
When crawling data from Douyin and Xiaohongshu, the keywords selected are 
shown in Table 1. As of August 26, 2025, this paper has crawled 949 Douyin videos 
and 125,593 comments; 2,335 Xiaohongshu notes and comments; and 2,420 com-
ments on the popular Wenzhou travel video on Bilibili. 
Table 1. List of search terms for Douyin and Xiaohongshu data collection 

Douyin and Xiaohongshu data collection search terms 
Search term Wenzhou tourism, Yandang Mountain tourism, Nanxi River tourism, Jiangxin Island 

tourism, Baizhang Waterfall tourism, Dongtou tourism, Cangnan tourism, Wencheng 
tourism, Yueqing tourism, Nanji tourism, Tongling Mountain tourism, Wuma Street 
tourism, Wenzhou attractions, Wenzhou self-driving tour, Wenzhou tour, Wenzhou 

day tour, etc. 
 

4.2. Text Preprocessing 

In order to improve the effectiveness of the data, the collected data is preprocessed 
in several aspects before text analysis, including the following: 
(1) The collected scenic spot review data and travel notes text data are integrated 
and deduplicated, and useless fields are deleted. For example, the author's name, 
publishing time, scenic spot level, reviewer's name, review time, etc., leaving only 
the travel notes text and the text of the comments. 
(2) Use the Excel function REGEXEXTRACT() to extract all Chinese characters from 
the text, and then use the TEXTJOIN() function to integrate the Chinese characters 
into rows. 
(3) Sort the text in ascending order based on the number of Chinese characters, and 
delete non-objectionable interjections (interjections), such as "ah", "hmm", "ah", 
"oops", etc. Delete meaningless short comment texts, such as usernames generated 
when users @ other users in their comments, and useless words such as "author's 
reply". 
(4) Check the text for typos, repeated characters, etc. For example, some users may 
mistakenly write " Baizhangji " as "Jibaizhang", which needs to be replaced. 
(5) Combine the context of the collected text to fully understand it and replace 
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words consistently without changing the original meaning. For example, use "con-
venient" instead of "convenient" or "convenient"; use "glass plank road" instead of 
"glass bridge" or "glass road"; use "tour bus" instead of "sightseeing bus", "shuttle 
bus" or "ferry bus"; use "scenic spot" instead of "attraction"; use "Liu Bowen" in-
stead of "Liu Ji"; use "bring children" instead of "bring children", "bring children" or 
"bring children"; use "Nanji Island" instead of "Nanji Islands", etc. 
Through the preprocessing of the above five steps, a total of 16,809 online texts 
from tourism portal websites related to Wenzhou tourism and 89,708 online texts 
from new media platforms were obtained, totaling 106,517 text data. 

5. Cognitive Image Analysis 

5.1. Custom words and filtered words 

Before analyzing new high-frequency words, we needed to create a custom word list 
for special words that the software couldn't recognize. We also created a filter list 
for meaningless, colloquial words in comments that weren't useful for data analysis, 
such as "then," "also," and "we," as well as "Wenzhou," "Zhejiang," and "place." We 
first used the new word mining feature of Weici Cloud to identify new words in all 
collected online text. We then removed any semantically incorrect new words based 
on the context. Finally, we added place names and scenic spots from various regions 
of Wenzhou and integrated them into a list of 353 custom words, as shown in Table 
2. 
Table 2. Partial custom word list 
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5.2. High-frequency word analysis 

Using the word frequency analysis (Chinese) function of the ROSTCM6 software, we 
performed a word frequency analysis on all preprocessed online texts and compiled 
the top 100 high-frequency words. These high-frequency words include nouns, 
verbs, and adjectives, with nouns being the main component, as shown in Table 3. 

Table 3. List of the top 100 high-frequency words in comments 
 

The table shows that "Yandang Mountain," "waterfall," "Lingyan Rock," "Covered 
Bridge," "Lingfeng Peak," "Dalongqiu," "Baizhang Waterfall," "Jiangxin Island," and 
"Wuma Street" were mentioned most frequently, indicating that tourists visiting 
Wenzhou often choose popular scenic spots such as Yandang Mountain, Taishun 
Covered Bridge, Baizhang Waterfall, and Jiangxin Island. "Waterfall" was mentioned 
4,350 times, demonstrating the deep impression tourists have of the natural water-
falls within scenic areas. "B&B" and "hotel" appeared 1,862 and 2,099 times, respec-
tively, ranking 23rd and 18th, indicating that tourists place great importance on ac-
commodation and are slightly less likely to choose B&Bs than hotels. "Ticket" 
ranked 14th, reflecting tourists' interest in whether attractions charge admission 
and the price of admission. Terms such as "plank road," "night view," "projects," 
"performance," and "environment" appeared frequently, indicating that the scenic 
area's environment, night view, and supporting entertainment facilities are im-
portant factors in attracting tourists. The high-frequency vocabulary list also fea-
tures numerous culturally-related words, such as "history," "culture," "story," "mu-
seum," and "ancient village," indicating that the scenic area's cultural atmosphere 
and background are a significant factor in tourists' choices. Regarding emotions, ad-
jectives such as "good," "fun," "worth it," "good," "very good," and "happy" rank 
highly, demonstrating tourists' positive attitudes toward Wenzhou as a destination 
and the scenic area's excellent tourist experience. The word "worth it" also indicates 
a willingness to return. Regarding scenic area facilities and services, "convenient" is 
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the most frequently cited comment, ranking 35th, primarily in areas such as ac-
commodation, transportation, and tickets. Furthermore, statistics reveal that "Liu 
Bowen," ranked 50th, is the only person's name to appear in the top 100 
high-frequency words, confirming his status as one of the most well-known celebri-
ties associated with Wenzhou tourism. 

5.3. Semantic Network Analysis 

 

Fig 2. Semantic network diagram 
Using the semantic network generation tool in ROSTCM 6.0, we generated a seman-
tic network diagram based on sample review data (see Fig.2). Figure 2 shows that 
words such as "scenic area," "nature," and "scenery" are positioned at the core of the 
diagram, demonstrating the overall accuracy of the collected data. Words such as 
"Yandang Mountain," "Dalongquan," and "waterfall," along with "culture," "tourism," 
and "experience," form the secondary core of the diagram, indicating the most im-
pressive aspects of Wenzhou for tourists. The outermost words radiate from the 
core and secondary core, providing richer descriptions. For example, "Nanxi River," 
"Baizhang Waterfall," and "Taishun Corridor Bridge" indicate that these three at-
tractions are Wenzhou's most attractive attractions besides Yandang Mountain. 
Among the words radiating from the keyword "scenic area," "air," "scenery," "fea-
tures," "environment," "architecture," "landscape," and "mountains and waters" in-
dicate that tourists are deeply impressed by or have a strong interest in the scenic 
area's natural environment. Words such as "transportation," "convenient," 
"minutes," "center," and "hours" indicate that tourists are particularly concerned 
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about the convenience of the scenic area. "Tickets" and "free" indicate that tourists 
are very concerned about whether or not admission is free, which can be used as a 
means of attracting tourists. The overall semantic network diagram shows a 
"core-sub-core-periphery" structure. This three-layer structure clearly demon-
strates the attractiveness of various elements within the tourist area and can pro-
vide reference for the planning and management of various aspects of the scenic ar-
ea. 

6. Emotional Image Analysis 

Sentiment analysis, the study of subjective emotions expressed in tourist reviews, is 
a crucial component of destination image perception. This paper categorizes tourist 
sentiment into three categories: positive, negative, and neutral. Using the sentiment 
analysis function in ROSTCM6.0 software, we can determine the percentage of each 
sentiment category. Table 4 shows that positive sentiment accounts for the highest 
proportion of tourist reviews, at 40.51%. Negative sentiment accounts for the low-
est proportion, at 19.88%, while neutral sentiment accounts for 39.61%. 
Positive and negative emotions were further divided into three levels of intensity: 
high, moderate, and neutral. Higher positive scores indicate higher emotional inten-
sity, while lower negative scores indicate lower emotional intensity. This indicates 
that among positive emotions, highly positive emotions accounted for the smallest 
proportion, at 3.06%, while neutrally positive emotions accounted for the largest 
proportion, at 29.90%. Among negative emotions, highly negative emotions ac-
counted for the smallest proportion, at only 0.97%, while neutrally negative emo-
tions accounted for the largest proportion, at 15.82%. This indicates that tourists' 
feelings toward Wenzhou as a destination are generally positive and satisfactory, 
with high levels of identification. However, there is significant room for improve-
ment in satisfaction, with some tourists expressing very negative attitudes toward 
Wenzhou tourism. Tourists' positive emotions were primarily expressed in the 
beautiful natural environment of scenic spots, while negative emotions were pri-
marily expressed in the service management within the scenic spots, with com-
ments such as "I almost got into an argument with the amusement park staff; their 
attitude was terrible" and "Tickets are too expensive." Overall, tourists' positive 
emotions outweighed their negative ones. 

Table 4. Sentiment analysis of Wenzhou tourism-related online texts 

Emotional categories Proportion/% strength Proportion/% 
Positive emotions 40.51 Height (over 20cm) 3.06 

  Moderate (10-20) 7.55 
  Average (0-10) 29.90 

Negative emotions 19.88 Altitude (below -20) 0.97 
  Moderate (-20 to -10) 3.09 
  Normal (-10~0) 15.82 

Neutral sentiment 39.61   
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7. Overall image analysis 

A comprehensive cognitive and sentiment analysis reveals that Wenzhou's overall 
image as a destination can be summarized as "a leisure tourism destination with 
natural beauty as its core attraction, supported by a millennium-old cultural herit-
age, and generally well-received by tourists, but with room for improvement in ser-
vice details." Its core strength lies in its dual appeal of nature and culture. The high 
recognition and strong appeal of natural landscapes (such as Yandang Mountain and 
waterfalls), combined with its distinctive cultural heritage, together constitute 
Wenzhou's core competitive advantage . Furthermore, the predominance of positive 
reviews ("convenience") and positive sentiment (40.51%) regarding amenities and 
facilities lays a solid foundation for Wenzhou's image as a destination, clearly posi-
tioning it as a destination that integrates "nature + culture." Key weaknesses lie in 
service management and ticket pricing. While negative sentiment is low ( 19.88%), 
it focuses on persistent issues such as "poor service attitude" and "high ticket pric-
es." Positive sentiment is primarily "moderately positive" (only 3.06% are highly 
positive), indicating significant room for improvement in visitor satisfaction . Opti-
mizing service details and ticket policies is key to moving beyond "moderate satis-
faction" and toward "high recognition . " 

8. Wenzhou City Tourism Destination Image Enhancement Strat-
egies 

In order to improve the image of Wenzhou as a tourist destination, based on the 
previous research, the following improvement strategies are summarized. 

8.1. Focus on core strengths: Strengthening the "nature + culture" dual 
IP and deepening tourist awareness 

Based on the cognitive characteristics of "natural landscape as the core and culture 
as the support" in cognitive analysis , through resource integration and experience 
upgrades, the core attraction of Wenzhou tourism will be consolidated, making 
"mountains and waters + cultural context" a highly recognizable label. 
(1) Create a “natural landscape cluster” IP and enhance the connectivity of core sce-
nic spots 
Focusing on Yandang Mountain (Lingyan, Lingfeng, and Dalongqiu) and Baizhang 
Waterfall, and integrating resources such as the Nanxi River, Taishun Corridor 
Bridge, and Cangnan's 168 Coastline, the company has launched themed itineraries 
such as "Panoramic Tour of Southern Zhejiang's Mountains and Seas" and "In-Depth 
Tour of the Wonders of Waterfalls." This will avoid the "single-handed" nature of in-
dividual attractions and instead create a "core-driven" cognitive matrix . 
(2) Activate cultural resources and move "cultural context" from "cognition" to "ex-
perience" 
Wenzhou, a major birthplace of Chinese opera, is known as the "hometown of 
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Southern Opera." In Wenzhou, Yongkun, Gaoqiang, Heju, and Ouju, among other 
genres, still perform some Southern Opera repertoires, and their musical styles and 
performance systems are inextricably linked to Southern Opera. By integrating 
awareness points such as "Southern Opera Culture" and "Ancient Villages," live 
Southern Opera performances and experiences with intangible cultural heritage 
crafts (such as Ou embroidery, woodblock printing , and boxwood carvings ) are 
being introduced at attractions like Yongjia Lishui Street and Jiangxin Island. This 
transforms cultural resources from "static appreciation" into "dynamic participa-
tion," strengthening visitors' in-depth understanding of Wenzhou's "millennium-old 
cultural heritage . " 

8.2. Filling the gaps in user experience: Focusing on services and sup-
porting facilities to transform negative emotions 

The pain points of "negative emotions concentrated on service management and 
ticket prices" in sentiment analysis , and tourists ' high attention to "transportation, 
accommodation, and tickets" in cognitive analysis, we started with detail optimiza-
tion to improve tourist satisfaction and upgrade "generally positive" emotions to 
"highly positive . " 
(1) Optimize service management: solve the pain point of "poor attitude" and 
strengthen the perception of "convenience" 
In response to feedback about "staff's poor attitude," special training will be pro-
vided to scenic area service personnel , covering topics such as service etiquette and 
emergency response . A mechanism for "instant visitor satisfaction evaluation" will 
be established , allowing visitors to scan a QR code at the scenic area exit to leave 
their comments . A rating system for homestay services will also be established, al-
lowing for real-time rectification of negative reviews . 
Improve transportation facilities, focusing on solving the connection problems of 
remote scenic spots, such as Wencheng Baizhang Waterfall and Taishun Corridor 
Bridge; open tourist buses from Wenzhou city to core scenic spots , add smart guide 
signs and shared mobility vehicles in scenic areas, and further strengthen the per-
ception of "convenience" in supporting facilities . 
(2) Reasonably adjust ticket strategy: respond to the focus on “free” and balance 
cost-effectiveness 
In response to the high attention paid to "tickets", the "Wenzhou Tourism Huimin 
Card" was launched , which covers popular scenic spots such as Yandang Mountain 
and Jiangxin Island, reducing the cost of a single visit. Some niche attractions, such 
as some ancient villages along the Nanxi River, have implemented a "free admission 
+ voluntary donation" model to attract tourists who are sensitive to "free" . 
(3) Upgrading the accommodation experience: Balancing the needs of "homestay" 
and "hotel" 
Based on the mention rates of "homestay" and "hotel," we can guide the homestay 
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industry to improve standardized services , such as unified hygiene standards and 
basic amenities, while retaining "local characteristics . " For example, Nanxi River 
homestays incorporate farming and reading culture, and Cangnan homestays in-
corporate fishing customs . 
"hotel + homestay" clusters around popular scenic spots , launching "family travel 
accommodation packages" that include parent-child rooms and scenic spot tickets to 
meet the accommodation preferences of different tourists and enhance the emo-
tional feedback of "accommodation satisfaction" . 

8.3. Precision Marketing: Strengthening Brand Labels and Expanding 
Awareness Coverage 

(1) Identify target audiences and conduct segmented communications 
Targeting the Yangtze River Delta, a region with high awareness, we are promoting 
weekend excursions , such as the "2-Day, 1-Night Waterfall Viewing Tour at Yan-
dang Mountain" and the "Nanxi River Ancient Village Leisure Tour," through 
high-speed rail advertising and new media platforms . Targeting young customers 
nationwide, such as those studying abroad and photography enthusiasts , we are 
publishing "Waterfall Photography Guides" and "Ancient Village Intangible Cultural 
Heritage Vlogs" on Douyin and Xiaohongshu , and inviting travel bloggers to experi-
ence "Cangnan 168 Coast Surfing" and "Taishun Covered Bridge Cultural Study," re-
inforcing positive awareness through "real-life experiences . " 
(2) Create a unified brand slogan and strengthen label memory 
Combining core cognition with positive emotions, refine the brand slogan, such as 
"Wenzhou: Landscapes Hidden Poetry, Cultural Heritage Nourishes the Heart," and 
use it consistently at scenic area entrances, promotional materials, and official plat-
forms to avoid "dispersed resources and blurred labels ." Leverage Wenzhou's 
unique IP, such as its traditional intangible cultural heritage, to produce a series of 
short videos , such as the animated " Exploring Liu Bowen's Hometown " and the 
micro-documentary "Wenzhou in Southern Opera." These videos will be broadcast 
on television stations' cultural tourism channels and platforms like Xuexi Qiangguo, 
raising cultural awareness nationwide . 
(3) Activate tourist communication and transform “positive emotions” into “word of 
mouth “ 
Led by the Wenzhou Municipal Government and directed by the Wenzhou Municipal 
Bureau of Culture, Radio, Film, and Tourism, the "Wenzhou Travel Wonderful Mo-
ments" campaign , leveraging social media platforms like Douyin (TikTok) and 
Xiaohongshu (Little Red Book) , encouraged visitors to share their experiences of 
waterfalls and ancient villages. High-quality content was rewarded with scenic spot 
tickets and homestay vouchers, empowering visitors to become "image promoters ." 
Positive reviews were compiled into a poster titled " Wenzhou Tourists' Voices," 
which was displayed at scenic spots, high-speed rail stations, and online platforms, 
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using authentic feedback to reinforce positive perceptions among potential custom-
ers . 

8.4. Strategy Summary 

Elevating Wenzhou's image as a tourist destination requires focusing on three key 
areas: strengthening strengths, addressing weaknesses, and achieving targeted 
communication. This involves strengthening its core appeal through its dual IPs of 
"nature + culture," addressing emotional pain points through optimized "service + 
supporting facilities," and expanding awareness through "segmented communica-
tion + word-of-mouth activation." Ultimately, the goal is to achieve an upgrade from 
"general tourist acceptance" to "high satisfaction," making "an ecological wonder-
land embraced by mountains and rivers, a millennium-old city steeped in cultural 
heritage" a distinctive hallmark of Wenzhou tourism, enhancing its national recog-
nition and attracting more tourists. 
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