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Abstract

This article introduces the theory of soundscapes and conducts a research on the listener comments
by collecting the text from the comment area of the McDonald’s podcast programs. The study is car-
ried out from the perspectives of high-frequency word analysis, sentiment analysis, and dissection
of negative emotions, aiming to explore the brand podcast image perception from the audience’s
perspective at the quantitative level. Finally, based on the results refined from the analysis, im-
provement countermeasures are proposed for the exposed problems in the brand podcast image
perception from the aspects of sound, environment, and audience. The article also points out the
optimization space in terms of emotional transmission, immersive dialogue field, and audience at-
tention, with the expectation of restoring the main logic of the brand in constructing the podcast
image and providing suggestions for improvement to achieve the desired communication effect for
the brand.
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Table 1. Brand podcast perception image high frequency feature list (part)
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Figure 1. The word cloud of McDonald’s brand podcast high-frequency words
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Table 2. Rural bookstore tourism perception image high frequency feature list (part)
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Figure 2. McDonald’s brand podcast cognitive image theme distribution map
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Table 3. Emotional distribution results table
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