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Abstract

This paper takes South Great Mountain (Mount Heng) as the research object, uses the houyi data col-
lector to collect big data of online reviews on Ctrip, and studies South Great Mountain (Mount Heng)

XEF|IH: XHE. B NPT SO PR R SRS A T )], AT RRSER R, 2024, 14(11): 2876-2881.
DOI: 10.12677/sd.2024.1411320


https://www.hanspub.org/journal/sd
https://doi.org/10.12677/sd.2024.1411320
https://doi.org/10.12677/sd.2024.1411320
https://www.hanspub.org/

X

from three aspects of word frequency, social semantic network, and emotion analysis by ROSTER CM6
software, and explores the quality improvement strategy of Hengyang cultural tourism industry under
the new situation. The research shows that the tourists’ comments on Hengshan Mountain are mainly
positive, and they pay more attention to the tourism resources and activities of the scenic spot. The
negative comments are mainly concentrated on the signs and explanations of the scenic spot, tourism
facilities, safety and health of the scenic spot. On this basis, it is suggested that under the new situa-
tion, the quality improvement of Hengyang cultural tourism industry should explore the tourism char-
acteristics and culture to enhance the tourism competitiveness of scenic spots; optimize the interpre-
tation and tour of scenic spots to promote the enhancement of the connotation of scenic spots; scien-
tifically plan and manage to improve the service and management level of scenic spots.
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Table 1. High-frequency word statistics of South Great Mountain (Mount Heng) online texts
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Figure 1. Semantic network analysis view of South Great Mountain (Mount Heng) tourist reviews
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Table 2. Sentiment analysis of tourists’ online texts
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