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Abstract

Research on the image of tourist destinations holds an important position within the study of

AR
AR

SCES| R X, R, iR AR ST R4 SO AT RS DUR TR B B Rl s A AL 0] ARt
SRV, 2026, 15(2): 643-652. DOI: 10.12677/ass.2026.152175


https://www.hanspub.org/journal/ass
https://doi.org/10.12677/ass.2026.152175
https://doi.org/10.12677/ass.2026.152175
https://www.hanspub.org/

HizE 5

tourism, as the perception of a destination’s image greatly influences tourists’ willingness to travel.
Based on an analysis of online texts, this study examines visitors’ cognitive and emotional percep-
tions of Hulunbeir City. The study finds that: (1) Tourists’ cognitive image perception and prefer-
ences for Hulunbeir City are primarily centered on the natural environment, with the overall image
perception being a complex centered around the “grasslands”; (2) The emotional image is mainly
positive, while negative emotions are primarily concentrated in three areas: infrastructure, sea-
sonal factors, and business ethics. Hulunbeir City needs to promote high-quality tourism develop-
ment by improving service quality, developing diversified products, and strengthening market su-
pervision.
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Table 1. High-frequency words perceived by tourists in Hulunbeir City
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Figure 1. Semantic network analysis of travel notes in Hulunbeir City
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Table 3. Distribution characteristics of tourism emotional image in Hulunbeir City
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Table 4. Example of travel notes from Hulunbeir City
4. L DURTIFIC IR SR

il s R E p&NEE TN

“EILAT R S MORTLE UK (3 74 AU ITIE)
SO BT A AT — PO £ A e A R A
BRGLBG - TF T HRE DA% NI TR ELF B (38 577 5% T i8)

“Pr B HEMWIZ, 55, MRAREREH” (5 321 FKiFEitit)
A8 it “RRE RCRAARIRELAE” R AR BT ML TR (5 185 2Rl

N

Wig)
LT B 5 A LR % . o ) .
Py (R — B3 G Sk i M LT & 7 R, SRR K K TR T .
(%8 914 FIFHFR)
“0 JE/ N -+ MEIIRE 20 JE/EE, RS At Rl kE ke, MRS AL I Bk
mpckay BT (493 iR
TR i e SR FA TR N R H D 4 R R T T 2 R 3R
BATF| TR R e 2 JRIEPE TIF LR (F 522 2055 0F8)
s SRR RHRREEAL T (R 32 KRR
R “NEEE R BB, S| SRR TR (5 48 K EATIE)
AR IR P 41
I “FRTRERE, TERSINBEIT” (3 555 KW EIER)
I “Pr FATIRE, EMITINORGET (55 737 WA IEE)
WiiEm “PiIMATNTE 500 27 (3 826 &% iFib)
" “PRH AL 13 A4 —, BT B 20 2, S3kAT1F
Rl (E e TACUHBER 40 B T (3 74 K EFR)
GRUAS “F WU A IRAT IOV R RE, 45 REFIRIUGEAITIE L8R (45
493 I EIFR)

1) FERtBOiET 5

R RS A DUAE S « AE1E B AR5 B T 1T, AR A TR S L Rl (K
WA DL7R AL R, L 30 At Bt PO 24 7 5 S V™ B S, S Tk A1 455 B 0 ) Al oA S i 8 ) o
LRGSO AR AR R LE AR, EURRE T WA DURHL ™ AR U™ 98 . U5 2% 1F =2 2% (b 2L
LUFPREE o TR e DX IR R RJE PR TE BR AOR T B, T ) [ T AR T B R BRI TR AR K AR
A e, SR IR PRI BT ) -

2) FTER

DOI: 10.12677/ass.2026.152175 650 FESRERTH


https://doi.org/10.12677/ass.2026.152175

X &

IPAE: DR PRt i L v S8 A B SR 2 A, 2R M AR A TR 3 M ¥ W AR 36 (1) B B R . e AR e 2R T
R, BHRAMERAT A, W RAAE AR AR SO — A, ST 7 B4 0 R
ZEATIERR TR SOW ZE AL, R R TS DUR TR IF & g AT RN, 20, 1. S
FRURANAS AT HEARISR, BRSS BTEMRE: RN R BORE IR AN 51 R 847, LM MEATEE,
IR 55t o ME AR B2 T, A0 &8 B SR A AR oAk, TR K BEE AR .

3) AR B )

A ERIAWMABAT N, HF 7R DURTT 2SR AR IR m . IRVESE I, 2AE
FEARIR, WEPAK R R IR T I N EAR, & S80REE W 5 Pk
MFEFHZ — HTRASE, TTHREERUSES, SRR B, Fr, ZH0% i
FE— KMo, BB ERAUSHERURA R, XIS T 0w KT R, HARIEE T, 4l
A R L AR IR 55 o S K AR B R 5 AE AL

ZE PR, EAR K 2 HO A AR DURTIT AR TE G HUOA AR S B R, AR 2 1R V8 B 1 445 0 e
R IRAS DR T ZE Al Bt U™ ity T 37 8 55 7 T S I 2 ) o AR DURTT R I IR 42 56
ANWARAC IR T IR S5 7K, 33— B B Tl W 5| 79 i 253 75 B o

4. MR DURTIIREE B O RIILEER
4.1. BA/RFRE, MUEKREE

X WPAS DUR A8 B 26 AF 7 10 IR0, VAR DURT & BT 5 S0 6 & 18, =52 “IPAE DURTREF 2
BB DL, SR E AL S SE EARE O, PUERERER B PRI B A R IR TR A%
A R DR RIS B 5 T R S AR DUR TR B SCAL TSR AN g SR, AT el 2 ST A A% RO i AT
wZH5URAES, FARPRNSIERMN . S 5E58T TZHEE, JFEII MBS R ERE, iR
Bkt HSEAE

4.2. FRERLRET R, RBFETHRE, TELFREER

WETERBLIPAC VUR A R h, AR FRIFAIA L, T RS ZER R A, il
B Ay 7 g, 7 BURR, SRTT RG] FT. AR DURTH & 20K S BRI I [, Hs
KEFPBHAUNRE, RGITR “OKTIRIRG" AWMk “&ZRE7 57, 2 IpKE RGN,
IMKEMEL L, HERFRETFE., &R AR, $TE X0 T B35 AR 32 .

4.3. SRUTHIANE, GE “HISkE" TIAHE

R AR ANE ] s Uk S R RS AT RAC B G, R E AR T H KA. H,
BN IR T I I E AE IR R R, s I B AR T BRI X IR, OREE T R
. FALRAMBIREENE 5T 6, NS KSR A B I BR 2B, BRETE. 2
ZHRIVSEBLBRIE N . B R SEATINAT, BRI & 4R THE .

B, PR DURTIRBERF “7KAME " (5N, E7e0 KIEH AR OIS R, JEid iR
THIRSSARHT« PRI VIR $h 7 dh 4R EEANFAL T IR B S8 2 1 0125, RGUERTHIRAR DR T e 55 i
Ji, MBiE RAFARIEFE R, M0 SEELAR DLR T ki sl (R PT 5 8 e

5. 8578

WA DR T A BEAR TR L G2 — N UL “ R LI Z RIRE SR IWFIRTRM “IFAE DURK

DOI: 10.12677/ass.2026.152175 651 FESRERTH


https://doi.org/10.12677/ass.2026.152175

HizE 5

FIRT K EAFUAM, B “SHR” 5 @ LR RO, HE AT 7 SR
FEARES (i ik NS b . B2 TR I EERA I — ootk B — TR 20 B AR R B 36
“CHM” IR AEAE, AREL T AR DURTIREAZ L 5E 4 F1 T M SRI T2k Atk vt 5 4 IR 55 55 &R
GEE 1) HY R R DT S o e 2%, WPAR DURFEDF 250 R 283G 1 DU IR JEUON SRR . BAZ Je SO st
ERARS H BB A, (E RN SO IR T4 IR 55 /KPR A SOk B i SRR R . R,
2 SCEUAS DU I T 58 B 55 1 2 TR (R R LAV P SR R AL, UG AL 30 2 A A AN T AR AL B 75 5K
BE— P Bl N S TR 9 -

EHEWH

THZEAL WZE BRI E SRR R A 1K)
WiH &K NS iR BOE 2 ge 2k o B AR 58 T 6K s
WiH%5: 2025YFHH0105.

SE

(1] = ERHEE M. o E SR Z 5 & R R SR 5 [R/OL). 2025-11-04.
https://www.ctnews.com.cn/chanye/content/2025-11/04/content 180668.html, 2025-11-17.

[2] oREFIF. MRS M il B I QR I]. i1, 2000(1): 63-67.

3] MHFHY, WA, MK, FRE, SRV TR T2 LRI R AT]. BRI K 5T, 2018,
34(6): 855-861.

[4] BHeFe. MAE FEH SO PUENIE R B BHTE SURM AT AR M ——3 T B SR SEERF 7E ]
R H B, 2024, 60(2): 72-80.

[5] 20Uk, fRevont. ERMRA 28 RO T H AR Vit T G A IER i B FLARREATT 8 —— LA MG R A4 AT JE R (3], 2201 2571,
2016(1): 201-208.

[6] Stepchenkova, S. and Morrison, A.M. (2006) The Destination Image of Russia: From the Online Induced Perspective.
Tourism Management, 27, 943-956. https://doi.org/10.1016/j.tourman.2005.10.021

[7] Frias, D.M., Rodriguez, M.A. and Castaiieda, J.A. (2008) Internet vs. Travel Agencies on Pre-Visit Destination Image
Formation: An Information Processing View. Tourism Management, 29, 163-179.

https://doi.org/10.1016/j.tourman.2007.02.020

8] #%, DHasR. AL T WAL s GBS I 22 T LRI [T]. 20 Hb3E, 2024, 44(2): 219-227.

[9] i, KRBT FETEBEMIE MM b L8 H R IE R R AL R —— DR AR FI ], 7RG IRTE K 2 23R
(EARRLEERR), 2023, 51(5): 89-96.

[10] ZEZ&d, FigEdk. o E L E R S s s SR A A T]. BHEIF R 5T, 2023, 39(5): 629-634.

[11] Marine-Roig, E. and Anton Clavé, S. (2015) A Detailed Method for Destination Image Analysis Using User-Generated
Content. Information Technology & Tourism, 15, 341-364. https://doi.org/10.1007/s40558-015-0040-1

[12] #A4E, WSisk, AR 5 XBRUE G TE RIS BRI 1= £ WA — L T WL 8 M4 SUAR I N 2 BT [J/0L).
e TS K22 2R (B SR BFEAR), 1-13. https://link.cnki net/urlid/42.1178.N.20251029.1454.002, 2025-11-17.

[13] FRE, X3, FREEH, RE4IZ. Wl 383 na RV 2 ik iis B 1 G ——0 A0 A R I N 48 SCARER FU (3R X0)
[7]. BIHE5AERER, 2025, 16(1): 184-192.

[14] EREEM, FRot, T¥E. o B E S AR X AR AT G2 7 ARG 5T [I]. #eiy i3, 2024, 44(11):
2078-2090.

[15] UL, 28, $ocR. BrR N a0 2 f kil B U SO0 s ma AL T (1], S Imie K224 (8
REBLEEAR), 2025, 59(3): 382-390.

[16]  KBHERA, PO, «F L 7 R Bt F gt suf L Ag fh 2 —— TSR T UGC W28 et ()], [ AR 2R,
2023, 13(3): 438-452.

DOI: 10.12677/ass.2026.152175 652 FESRERTH


https://doi.org/10.12677/ass.2026.152175
https://www.ctnews.com.cn/chanye/content/2025-11/04/content_180668.html
https://doi.org/10.1016/j.tourman.2005.10.021
https://doi.org/10.1016/j.tourman.2007.02.020
https://doi.org/10.1007/s40558-015-0040-1
https://link.cnki.net/urlid/42.1178.N.20251029.1454.002

	基于网络文本分析的呼伦贝尔市旅游目的地形象游客感知研究
	摘  要
	关键词
	A Study on Tourists’ Perceptions of Hulunbeir City’s Destination Image Based on Online Text Analysis
	Abstract
	Keywords
	1. 引言
	2. 数据来源与研究方法
	2.1. 研究区域概况
	2.2. 研究方法
	2.3. 数据来源与处理

	3. 研究结果分析
	3.1. 基于游客感知的呼伦贝尔市认知形象分析
	3.1.1. 高频词分析
	3.1.2. 语义网络分析
	3.1.3. 主题模型分析

	3.2. 基于游客感知的呼伦贝尔市情感形象分析
	3.2.1. 积极情绪分析
	3.2.2. 消极情绪分析


	4. 呼伦贝尔市旅游目的地形象优化路径
	4.1. 提升服务质量，优化资源管理
	4.2. 开发多元化旅游产品，突破季节限制，打造全季旅游体系
	4.3. 强化市场监管，构建“诚信旅游”市场环境

	5. 结语
	基金项目
	参考文献

