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Abstract

The world is entering the digital age. The digital culture and tourism industry has risen like a sudden
storm. Seizing opportunities is the key to mastering the future. With the output of advanced technologies
such as blockchain, 5G, and the Internet of Things, the metaverse is beginning to move towards industry.
This survey project takes residents of Ningbo and tourists visiting Ningbo as the subjects of the survey,
objectively analyzing the current usage status of digital culture and tourism products in Ningbo, tourist
travel preferences, willingness to engage with digital culture and tourism products, and opinions on the
prospects for development through questionnaires and on-site interviews. We have conducted system-
atic research and analysis on the usage of digital culture and tourism in Ningbo, existing issues at this
stage, and future development directions. Through analysis, we propose opinions and suggestions for
consumers, operators, and managers to enable digital culture and tourism products to complement the
consumer market economy. The conclusions of this survey and modeling analysis are as follows: 1. In-
sufficient promotion and publicity of digital culture and tourism; 2. Different groups have different
views on the future development prospects of digital culture and tourism, with younger groups and
those with higher income levels having a higher willingness to engage with digital culture and tourism,
believing it has great potential for development; 3. The potential for “digital culture and tourism” is sub-
stantial, and the online money world’s lightning-fast boom is blasting open awesome new doors to grow
culture and tourism; 4. The current “digital culture and tourism” is facing both opportunities and chal-
lenges; 5. The cultural and tourism consumer market is warming up, and new experiences in digital cul-
ture and tourism are continuously upgrading.

Keywords

Digital Cultural Tourism, Web Crawler, LDA Text Data Mining, Binary Logistic Regression,
Structural Equation Modeling

Copyright © 2025 by author(s) and Hans Publishers Inc.
This work is licensed under the Creative Commons Attribution International License (CC BY 4.0).
http://creativecommons.org/licenses/by/4.0/

1. 3]

TEFHAE BN LR . R SESF ATV BOR, M L SE i K R B 1] . 2 N AT R FE 2K
FEH AT EAUAL A . TR DSt SR RE s . XBRBE. 5G. MR SEHOR B oo 7 i Salk, 78
ey SO S R UTR AW, Jo T 5 H A4S RS OV AT RE . AR “ 9 RIS IS4 [12 18,
JEFH AN A T AN S 70 IR ABORII A, SEBL 7 B 575 Ky (5 ) X1 RS 5
EE, XIS TR S IR R AR 5. T RT, B URIEZ P A
— B A S IR R S R A AR RV U AR

B 3l - BR - RS =S HAERL 2], ABT T AT ORI R GESE: SO B
REHARFACTE T 557, FOR RGESCHVUR ARG AL R T AR50 B SR AL BT R %
o ZH AN S AR RFLS] . X BRSO H T T B R BIR A 1 =R a bR SO
PR R (RS LE )« BOR RGERI D FIGUHTRE ) CEHRYERE )« P 4G 0 470 EL IR R0 5 P (S 15 4
).

AL F R AR A T R T T, SR AT AR A U b 2 BRSSO R AR, R SR U R I

Tk

DOI: 10.12677/sa.2025.144088 56 it 5N


https://doi.org/10.12677/sa.2025.144088
http://creativecommons.org/licenses/by/4.0/

FhnxK,  5KAR]

2 IR . 2023 SR AT SCIR LB FAIBIERIL 37.8%, (HAECTHUM . TR SERRFTT, 1)
FEERUT 2R N o IXERBET AL Sk R S L M PEFE AR . AT T IR ST T3, IR AR T i8¢
By SO L BE R« AR - P RIEE - R e, W HAEROR A LS EE S T
5= 0 AR Z T I -

SEZM TR, T RCH AT SORP A = KWZ . ST S Bt i R R TP R R (X
12% 34037 10 B 45 B 8o RAT RE D)« BOR R G0 18] BB A0y S SR I R R (557 6 P B AR R A
40%)~ M2 5 SIMERFIAFAEARR 2 7 (Z AR IR R S L 60 JafEA R 58%). XEMIE T HAR A
EEA 2 BN “30tl - 7R3 1% 3 HATILA -

2. HEFR

X T B SORDLR VR, FRA T M Oe T MR 2R R, RERZR i i B SO It R otk
o JHIT 2 W BRI IR RAE NS G ST AR ARG E . TR SORIUIR . %X
R O e A A R B X B SR ) R I SR R A J THIEAT o e I Yo o 1 R )
1E A B 2R 4 950 47

3. BB

A I A SR AT (E R A R SRR T X BT iR M Gei s ik, JATE
T TR BV S R T T SRR RN T T R SO KR IS IR R, RIS 2 T SO A R I
W W RFREAT ML BERI LR WEEZ TSR, PURIRA 7 AP Km0 R R AR OR &
JEka .

B, MR EBIRIEATERUE ST, Cronbach’s o RECKT 0.9, KU NI —BUEIRL, S8
IRELAE; KMO EKT 0.8, RUAZRZ [0 PERDR, RUEBOVEAR; RN Bartlett BRI ARG ) 525 1%
p E/NT 0.05, BWHIARZAFAEREMRNE, EEATHE TN XLEFEARR AT G Bt B E
[ RS G T G

ST HERIR I Z ARG, ARG R T T 5T TR T SURK M SRR A 3K .
L A SRR AT E RS AR, . I irsE 2 R Guit Uik, RATE N4
TR B s R 17 05l 5 R S T B SO R I IR 3, (RIS 21 1 e SO A R BAR
TR R ST N IREF  BORFEW SR WEE 2 T TH AR, DAHSRIR N 734 3 o (R 5 000 R 3R AR K
Ho

WA, WA 152, WEEHIEIATERUE ST, Cronbach’s a RECKT 0.9, REIRIER A —
BUEAREF, SRREAR; KMO AT 0.8, RWIARRZ (8] (AR, RUEEOHEAR; [FN Bartlett Bk
ARSI S EVE p EHANT 0.05, UEMIAREZ AR ZE AN, EEHTH T oM. XEREARR IR
(1) B B A B R A PR RT AT SR

Table 1. Cronbach’s alpha coefficient
3% 1. Cronbach’s alpha ]

KMO ik I e TR 0.834
IEARITE 3726.13
CURFFIRF IR H (R ERTE A 56 H 35
BENEK 0.000

DOI: 10.12677/sa.2025.144088 57 gt 5N A


https://doi.org/10.12677/sa.2025.144088

Fhak, 5K

Table 2. KMO and Bartlett’s test
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Figure 1. Pie chart of the digital cultural and tourism products usage experiences of the respondents
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Figure 2. Bar chart of the correlation degree of the usage frequencies of digital culture and tourism among different age groups
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Figure 3. Bar chart of the corresponding variance contribution rate
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Figure 4. Weights of the factors concerned by users of digital cultural and tourism products
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Figure 5. Standardized path coefficients of the structural equation model

5. HHFIERBERELRERY

4. FAELER

(1) B SO M AE 73 T R FE LR

T B SO AL IE AR T PR R R B, e EE BRI EIE R RONE S . BT HOR A AIE
TR, EHES) T BT SORN AR . WBCRIZTRE, SCHOMUIRIEES . B 50 R U =4
ARV RATHIA R, ARHITL A B A e (et OB ORI R 3R B T 1 I BURSCRR (3]
TR AL IR S AR P T A SO R 2, HESI A T SO A S . T LRI R T e A AT Y
(2019 E Sy SOR A ekt ) SR MR B SORIS R 2 2K, BRIk UL, T By SR AR
SHRE, BA IR .

(2) BT SOIRAE TB T B IR DL SR FRAN T LR

R EAIL, TH AR DX T B B SO A 1 DA AR 2 22 57, R B SR K
JEMIATHTIE o ST %O DX SRR 5 R 1 IX PR 230 SR I PR P vt (4] T 08 0 X A28 57 R M X
RIBCT ORI SRR PRI B XA 5 i T2 BARBUAE SR B e e . B A N A A . AR IR
By 3T T -

(3) By SURMIARNK K JE#a ¥

ey SORIE —Hr% AR GF R el 71 By SOiRie IECy AL FBL. R2IUEE R, #5103 (8] ATk
[0 ST S8 A 9% 7 s R EAE

5. AREREW
5.1. XHBUFERIIAEE WL
T FFEH T AR ST . B AT AR S R, (LA R TR AL RE S IR BRI 3

DOI: 10

.12677/sa.2025.144088 60 gt 5N A


https://doi.org/10.12677/sa.2025.144088

FhnxK,  5KAR]

R kAP IS E A REHES I, OREE SRS B, G 5RIH 2 E S AR5

TN FEAR A R, SETH BT RE ST A T SR Al W BRI e AR
ERdE et e, MR IRST AR . (RAENVEIE B BB S AL, SR T
WEETT, AT B AR

5.2. 3ChRAS Al AR

T R AR R, Wik B TS, BETIR, & E0RT 6, Rt
EFERSS . AL R IX —ufi U B E R IR &, BATTERT. 3%, BUEEBITSE8E, =718
BERR GRS A

5.3. FHHBEREN

BRI R AR T3, By IR RE SOk, GUFT 7 A FSCHIRET 3, gk BS54
Jr AR RG], Ry e TG EAR LSRRI [6].

HAT IR, KE K. Eid BL TG VRS A SR T B UFH 97 5%,
BORAUEE DT INITA] DAL SCAGIE = IR ORGP S BIFSE S Vi 9 =38 SE A s AR . ELARBO ) VR 2,
FATAT UL T AR YUR SRR A ST 0, R B BOR T ORAF I S50k, e RERS K 3L
IKAMAE R T 250

6. 4518

FATHE R B IO 1 7 BB SOR, SRR ) R 28 B A B T SR ™ M RO 6w
RAEZHE.

E&mH
2024 SEFE T LA B KA QT RIVIZRITH (2024036)

Sk

[1] XIgEih, 288, BkEE, R4, SCs = (R B U S B AR B st R (3], T H L B s 5 BT 22 4441,
2025.

[2]  XU5K, FERGEE. T8 Sc B 1 SoAk TP 7R R A ). 12 TRE, 2022, 43(10): 183-189

[3] FarBl SURREE s NECTEARRBE IR OGS A AT R[], BT 255K, 2023(4): 113-115.

[4] BRI BraFmeee gk, AJI80E, 2023(1): 18-19.

[5] &, XIEE, M. KREER MR & R & R E PSS BOR ). 45, 2022(8): 132-141.
[6] Mg, &=, BIRE. BCP R AH 7 SOOI S Bk s AL 0], 22 MEDR, 2023(21): 99-101.

2

DOI: 10.12677/5a.2025.144088 61 gt 5N A


https://doi.org/10.12677/sa.2025.144088

	宁波市数字文旅现状
	摘  要
	关键词
	The Current Status of Digital Culture and Tourism in Ningbo City
	Abstract
	Keywords
	1. 引言
	2. 调查方案
	3. 数据分析
	4. 调查结果
	5. 未来发展建议
	5.1. 对政府部门的建议
	5.2. 对文旅企业的建议
	5.3. 对消费者的建议

	6. 结语
	基金项目
	参考文献

