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Abstract

With the rapid development of the Internet, tourists’ online reviews have become an important
way for tourists to obtain tourism information and share travel experiences. Taking Hangzhou
Xianghu Muxin Island Caravan Resort as an example, based on the tourists’ online reviews, the
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perception factors and attitude evaluations of tourists are analyzed, and the reasons affecting the
development of the camp are discussed. The conclusion shows that the content perceived by tourists
has six aspects: accommodation environment, entertainment mode, natural environment, supporting
facilities, management services, andtravel motivation. Overall, good reviews outweigh bad reviews.
Camp supply and intermediary layer elements jointly affect the development of the camp; the
impact follows the barrel effect; facilities and equipment and management services hinder the
development of the camp; the demand side drives the sustainable development of the camp while
restricting its development.
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Table 1. High frequency words of tourists’ online review
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Table 2. Classification of perceived factors of tourists’ online review
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Table 3. Example analysis of tourists’ online review
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Table 4. Specific content and frequency of perceived factors of tourists’ online review
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