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Abstract

Study tour is an innovative educational model that integrates inquiry-based learning with travel
experiences in the advancement of quality-oriented education in recent years. By leveraging web
crawler and big data analysis technologies, this paper adopts the questionnaire survey method and
combines it with the interview method to refine the research design. Taking Guangxi as an example,
it analyzes the consumption status, influencing factors and challenges faced by the study tour mar-
ket, and puts forward corresponding countermeasures. These measures include helping enter-
prises optimize their products and assisting relevant departments in formulating policies, aiming
to promote market development and local economy, as well as building high-quality and diversified
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study tour products and services in Guangxi.

Keywords

Study Tour, Factors, Differential Analysis, Logistic Regression, Clustering

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. 5|15

PEBE) VORI FER R, £ 8 BRI IR B IR, O iRAT AR IR SR R s Eh 1)
RIBHI——AZ R X)L RRERS . HIBX R TR ERATECE) RS . R R
IR IRAT KRR, A BHEATIE S B AR A MR IEOILAS, R RAT T P K s,
PERAG TS S 225 B KBOK, B3 (EVA X EE TS 12 351155 Tt /N 2R IR AT RS2t 2 ) ¢ “+
VOF” SCAANRIE K i) &5 [1]. PR ZEARAT R R ) Bsfie s, It e iR
ITRTE IR VPR BRUE) , RS WA R RS Rt A [2] .

BARZHE R, T P02 AR A A SR A B (B b ) AR, B R a8
BERE . RIS EE M, FUER SRR, M R A E. BB IBM AR NS . XIRPMEZm,
AL T SRS X I RAT SRR, [R5 2R B B 0 X3 BE, TR 2 B AR B R AT
i RER SR, DA 5] AR B A AR R A R IR SR AR

IR FEERSORBIE S HERERE, BGR THEARNGR, T 7NN B S S
R WHEIRATVE R HIE D EIR MR AR A e, HaMTiul 2 sk, BEES M. BE R
VEEEG AR BH &2 TR R A A [3]. 2 H1(2023) A, BIFEHLAE 1)L b AR IR 55 FHR VO A0 R ) e
AT R SRR EEHES) JI[4], 0 ERE(2024) WHE H, #E2 AT BER PR ) P AR AT T s R S
KR R Z —[5], XL TR INLE] FUWF 2 RAT 1 R R RE G i . 2025 4, k4 (2025 4 7
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Figure 1. Pie chart of gender distribution
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Figure 2. Pie chart of age distribution
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Figure 3. Pie chart of education background distribution
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B 1 RAEvER o An b, B A b 57.47%, PR 42.53%, BVERGZ; 5] 2 RBAERE 7T, 20~29
% hE 41.76% (536 N), 19 & UL R i 22.61% (336 N), =& FZHAA, 60 % M LA EAL & 3.07%; 4] 3 AT4%n
ST LARSEARHA1.57%) . K2EEFH29.89%) A, it bl bk 8.81%; & 4 4E Yt A, 10,000 JCLPA K
(29.31%). 10,001~40,000 Jt.(28.74%) N, 100,000 JuLA A /5 6.51%.
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Figure 4. Pie chart of annual income distribution
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WHEERIUG A 1, RS, HRAR” L 35.44%, N EENL, “FERIMERET Lt
A%, 98.24%; TRAFRENAE 2, 50.19% N “ 128", 15.33% “IEH 77, i 3 W LAE
W T I R (36.219%) MR 1R 4138 (20.5%) T fEs G Bh R I HH, 406 % 92 71 (30.08%) £ % Wi,
SCALRE SR (6.51%) MK,  H HHb iR LF W75 4 44 41(49.43%), 1THELL 3~7 K (52.87%) M3, AT 2000
JCUA B A HUEE 70%; %% 5 BRI, IR watt. AAE LT R E, B “BR 3
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Table 1. Proportion of consumption motivations
1 HBEH AR

T TEIRARES 1 K R 5 BN A 1E R RGBS RTPERRE ) EEIRIMEN

di kb 35.44% 15.52% 22.80% 18.01% 8.24%

Table 2. Proportion of awareness levels

? 2. THEEALHR

T e TR AKT IR AT

b 15.33% 50.19% 22.99% 11.49%

Table 3. Proportion of awareness channels

F 3 THWRESLEEE
I SRR FHL TRATHLA aENilN) TSR [ 41 T

Atk 8% 36% 16% 19% 21%
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Table 4. Proportion of preference choices

® 4RI AR

T SRR Y H SR LAY e Jih 6 2 A RERY
e 24.90% 21.07% 30.08% 17.43% 6.51%
I AN B = &b

=1 32% 49% 19%

puil| 1 REA 1-3 K 3~7 K NV

i E 3% 24% 53% 20%

brI]| 500 JGLA 500~2000 7 2000~5000 7T 5000 JG LA I

E 4.60% 31.99% 41.95% 21.46%

Table 5. Proportion of participation intention

=5 s5ERESKR

bt = & N
g 77.01% 12.26% 10.73%
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Figure 5. Word cloud of emotional keywords
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Table 6. Analysis table of logistic model results
5z 6. Logistics #HBIER N5k

BIHZR FrEiR

OR 18 95% % 12 [X |

SERGA = 1.0 ” 5 Wald P I i
WA -1.036 0.602 2.96 0.085*  0.355  0.109 1.155
2. IR BR? -0.144 0.067 4579  0.032** 0.866 0.759 0.988
3. B HERER? 0.414 0.082 25221  0.000*** 1512  1.287 1.777
g&g%?ﬁimg&ﬁm%%ﬁﬁﬁ@m?Oﬂm 0.156  0.443 0506  1.109  0.817 1.505
10, (P43 4T) 0.707 0.155  20.799  0.000*** 2.029  1.497 2.75
10. (Re/J353%) 0.533 0155 11.817  0.001*** 1704 1.258 231
10, (%Rl 0.433 0155  7.845  0.005*** 1542 1.139 2.088
11, WFEIRAT I B 28 2L A B i ) T8 — Folr 2 0.067 0.064  1.107 0.293  1.069  0.944 1.211
12, fExrita AT B ik 52 ? -0.106 0.115 0.85 0356  0.899 0.717 1.127
13, BYNEIRAT AT IR R B Z R £ A? —-0.015 0.115  0.018 0.893 0985 0.786 1.234
14, X THRATIN T 2 2 /02 0.159 0.1 2.509 0113  1.172  0.963 1.427
FARE: RS FEEK
TE: o o < RIRER 1%, 5%, 10%(1) 5 F PE KT
BERZ OB TT R 6 B
WG ERSERDN, 0 AR SS BT R AN BGEI (P = 0.032).
ZHERE: FPE, PR (P < 0.001).
PR B 52 I (P < 0.001). RE/IEEFE(P = 0.001). “~FHHEL(P = 0.005)
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