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Abstract

The tourism popularity of Zhengding Ancient City has been continuously rising, making empirical
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research from the perspective of online text both necessary and feasible. This study uses Ctrip as
the data source and employs the Octopus Collector to extract tourist online reviews from March
2022 to December 2025. After systematic cleaning, 423 valid samples are obtained. Word frequency
statistics and sentiment analysis are conducted using ROST CM6 and ROST EA software. The results
are as follows: First, high-frequency tourist evaluations can be naturally summarized into six di-
mensions, among which “holidays and nighttime tourism” have the highest frequency of mention.
Longxing Temple is the core attraction driving tourist flow, and “worth visiting” and “long history”
are the most representative positive evaluation phrases. Second, the semantic network of the re-
views exhibits a clear three-tier “core-subcore-periphery” structure, which closely corresponds to
the destination’s attraction system. Third, positive sentiment accounts for 71.79% and negative
sentiment for 27.31%, both of which are mainly concentrated on issues such as holiday congestion
and inadequate transportation facilities. This study provides solid empirical support for addressing
service shortcomings, balancing tourist flow distribution, and deepening cultural connotations in
Zhengding Ancient City, and offers significant reference value for the tourism upgrading of similar
historic and cultural ancient cities.
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Figure 1. High-frequency word cloud of tourist experience perception in Zhengding Ancient City
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Table 1. Statistics of high-frequency words in online texts from tourists in Zhengding Ancient City
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Figure 2. Multi-dimensional network structure diagram of high-frequency feature words
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