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Abstract

The study of tourists’ perception of destination image is a significant topic in academia. This paper
analyzes the characteristics of tourists’ perception of the image of Wuhu Ancient City by relying on
video content from three platforms: Douyin, Kuaishou, and Bilibili, and utilizing various technical
means in the field of content analysis, such as word frequency statistics, semantic network construc-
tion, and sentiment analysis. The research findings are as follows: 1) Tourists’ cognitive focus on
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Wuhu Ancient City is highly concentrated on its profound human landscape resources, which con-
stitute the main part of tourists’ image perception; 2) In terms of sentiment, positive emotions dom-
inate, with neutral and negative expressions accounting for a relatively small proportion, indicating
that tourists generally have positive travel experiences; 3) The textual semantic network of tourists
exhibits a clear hierarchical structure, specifically a three-tier model of “core-sub-core-periphery”,
revealing the hierarchical nature and relevance of image perception. Based on the above research,
a series of tourism image management strategies have been planned, aiming to enhance the effec-
tiveness of image construction and dissemination for Wuhu Ancient City and similar tourist desti-
nations, and providing theoretical basis and practical paths for the sustainable development of
tourist destinations.
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AL EE BN LA K, TR NS 23R R RS EE &, HERE
AR E H 35 2 B E AR A ) K [1] . iR % (Tourism Destination Image, TDI) & 487 & X i 7 H 1
HOP A . ARV EN RIS . SRR B AT ARSI B . RPN B R R
SN E ST I SCHE, RERE R ) B 1 HE B A R E[2)-[5]. MRS MM ERE, kit
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BEAE R IHED i R SRR R B DG TE A R A AN PR AR S . R R B RN T e
AR, I A BE % B L b B AR A 0 R SRR, T B (A B I A PR AR PR e 7= it R0 IR 25 [6]-[8] - TRV
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Jite Ui o] it Uit M RE A R B IR, RO U RS L AN L R R R T [9] . TR
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R ERAMT Y E A A RN SR [10].
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FEW TR A2 5 X R AV E A TARTR I — 8 M S A S % [11]-[15] . HAEE@ I I IA 75, W] LA 5%
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Table 1. Frequently used words in rank order
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Figure 1. The semantic network perceived by tourists in Wuhu ancient city
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Table 2. Frequency of different emotion
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