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Abstract

Against the backdrop of the epidemic, the role of cultural and tourism new media in emotional market-
ing on the TikTok platform has gradually become significant. The TikTok platform provides a broad
space for cultural and tourism marketing by virtue of its large user base and personalized recommen-
dation algorithm. Zibo barbecue shows the long-tail effect of emotional marketing through emotional
resonance and continuous interaction. By exploring the background, mode and content innovation of
cultural and tourism marketing and the significance of emotional marketing and generating actions,
the total tourism revenue of Zibo from 2016 to 2022 is understood based on the public data of Zibo
government. The comment area of the selected video is crawled, and the comments are tagged and
categorized by combining the psychologist’s classification of emotions, and a word cloud map is pro-
duced. Finally, the model of “cultural and tourism marketing + emotional marketing” is summarized
and prospected.
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Figure 1. Folding chart of Zibo City tourism revenue from 2016 to 2022
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Figure 2. Word cloud map for Videos 1, 2 and 3
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Figure 3. Chart of percentage of each sentiment and word clouds for Comment 1 (from left to right, top to
bottom happiness, sadness, anger, fear, disgust, surprise)
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Figure 4. Chart of percentage of each sentiment and word clouds for Comment 2 (from left to right, top to
bottom: happiness, sadness, anger, fear, disgust, surprise)
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