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Abstract

Tourist satisfaction is regarded as a comprehensive indicator for the development of scenic spots.
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As a tourist resort where Han and Zangzu Buddhism coexist and a World Heritage Site, Wutai Moun-
tain’s tourist satisfaction is directly tied to its word-of-mouth, tourist revisits and brand development.
Taking 1928 user reviews from Ctrip collected from July 2021 to April 2026 as research data, this
paper sorts and processes the collected text data by adopting the Octopus web crawler and ROST
CM6 software, and explores various factors affecting tourism experience of Wutai Mountain under
the analytical framework of the ACSI model. The research results indicate that positive tourist sen-
timents account for 75.52% of all samples, with Buddhist cultural resources, professional tour guides
and cool natural environment as the primary satisfaction drivers. Negative sentiments mainly arise
from inconvenient transportation, insufficient commercial facilities and inadequate supporting ser-
vices during tourist peaks. Finally, this paper puts forward targeted optimization suggestions cov-
ering cultural exploitation, service management systems, transportation upgrading and standard-
ized commercial operation. The research framework proposed in this paper can help Wutai Mountain
optimize its tourism image, and also serve as a reference for user-generated content (UGC) research
on similar religious mountain scenic areas.
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Table 1. High-frequency characteristic words for perceiving the tourism image of Wutai Mountain (top 50)
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Figure 1. Social semantic network diagram of Wutai Mountain
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Figure 2. Analysis of tourists” emotions in Wutai Mountain

E 2. ABWEERERESN

DOI: 10.12677/sd.2026.168285 245 GRS 94


https://doi.org/10.12677/sd.2026.168285

SR 5

3.3.1. EHEERERATBRRIER

I P R VAN S ACST RS “ IS o B Y U T 7 A LB ], e IR AR i SCAb . R
55 ABZREEBINMT R SCORAEAMEC & T8 75 R R SR BERW, 78700 2 i 2 5] S0 A (1 R e
ok, ARG AN T EE L, FORREE IS AR SR R RRRIOIN D I, 2 AR BRI
i S UST P
3.3.2. —RRBERGERIEFARERHN

H AR 280 2 W AT T 65 LA OB OO BN B, T S AR B B L AR 4 R
BB SN Lk R EE I G, IEWSCAEN R 5 A 58 BB KBRS &7 A 06 7 B )
WU K mESZ, IR 2 5 IX IR i P A L B AR, 5SS PSR R AR DA B
LT RE b AT DA YD DR vt P F) AT S U 2

3.3.3. RBEREHRERANELEREES

B S BAS o AL U 2 RN E AR AT, 2 RO REAR A T, g 7 e B AR TR
H IR 5 XA B A WL L, B8 B EKIE TR, #58E, LR, Wehm
PEAS AL VI 0] RO Aok 4 DXl oo 5k =2 7™ A O o) L DR B, T2 WD AR i A B, 21
Al 208 SR A EORAT IR, WA RO S SRR I AN ILEE s I B DS R E CE T
VAT, HERA ShZARREAL . H8 5] AW ST (T 2 15 25040, 2 b e ALK 45 536 Ry 2 AN (1 28

4. BT HERBEERANLSURRMAULITR

RFEIA 28 SOATZ AT H (0096 5 B2 IR [0 B Eh AR 5« SR b AR T IR A, 45 “ TBOR SR IE T R A 35
T AR PO SO AN AR PIITEEAS I bs, SO SRAARSS . i e 5 b e 2@ ity m s s A 2 1
iy IR BETE, 5 5 i B A R R
4.1. F o BEMRN BB~ R

M (4 O U 2 R P R AS I, 7 B SR OSTAL IRTI AL, SRR T i kAl o
MR B 26 S8 2 BT A HE AL SCIRMAE RO AT 48 U 7 U7 SR, 4 S Sk 92 2 8 RO ) o S B
DUB I ZA T s AT VR, JFANNTIRE, WSO AT A S, S0 5 I 20 1 2 T SRS I
PN RAL S Py 2UHE) T SO TP B AP B i, SEARYI SR S T T MR BRI i, A
JHI A 28 WUABOR 38 < i 14 177 2 B SCORE 6% BOAHOR e, il 2 SE RSB A SCAL A 785 IR RSP =7 (1 1
SRR, BRAE 2 S s N T R LIRS RORE L, RT3 R B I SR EOA S DLALE AL . Bk R
AL EAARE T35, SRR SO IR RN EE 1 5 A KT

4.2. EEEHSHRELRSER

R B PIT IR 0 3 0 U AR A 95 O N AR AL B AR R P A R T B AR INC S A A2 T RESE AR T A
B 0f T RGN SN K AT E I I BOLFFIE B AR T, TG WL Bk O S AR O il SR
155 77 ARSI YN 2, 35 bR 58 ey S A ] s A B0, i NI S b 32 i DA A REL IS B AR 4
SRILR ;)€ T A S5 W RV BN, L om A S . Sl 2w v B SR LA RO E LT AL, 3
FEMRUE VHRAT N ROVE L, AR R IRIE R R EGR ZRVF O 30, PTVP o USROS RE SR SRR
B 15 24T ML AT (0 SRR LR (e A il SO UFRAS L . A AR 55 R, S U A B T R
REOFAE

DOI: 10.12677/sd.2026.168285 246 GRS 94


https://doi.org/10.12677/sd.2026.168285

SR 5%

4.3. EEMNAZERESSEEMRE

ARG P FFIFIEE . HEBA KL EA RS2 A AN R GV, 206 it m st X
W IR B AR BRBE T, Ol B AT R . X H S S A A TR, eV L R e K
AR 15 423, BN XA DA A IR, 8 B 5 T KBS Rt L 1) 2y B HE A BABRR,
L) BT 7 3Gk PV N B B S, MARAS LI AT B AR IR s R A BRI IS hr T
PAA7R, X ELYC SIS B #h T8 e B (R E BRUR, AE 1L A5 . BRI RN 2 XS
BebrE AR Rk, BRI, SERAE DR EIE S 0 R AR IR I A B R H R 2 HE A A
UG, AL S i FBOR T i 25, g TR HEBACIERE ARG xR R R X A
B, EHE AT WRMER, CRNERGEE . RRE S UM R N BT AN,
AN HEBA AR, A5 LB T S AR SR

4.4. RIEMBLEF I LENS

WA R v S s IR e S B R BB A AL B B A A, Nl A L AT
RGP, CHWZMANF R EEL: UG —. WIPERY SR ATE & r A 7, R X
BT MR RAH S SCEEL B AR SR S i B R AR % R, IR e N R BRI seit
ks 37 RPN B AT O I B 3 B A 08 S (A8 AP LR TR S X Y St G L, X R PP
W20 S /NI R P O B, DOEBUE . E @ VTR R HERLETE A, A S XSO AN AN 257
PRS2 P 22 BB IESOR TS RIS R AR KART v 77 i S TR P il T H
T AR ANV B e 0 MV B AR h e R, I PR ol T 7 2R ) B T AR 2

5. &t ERE
5.1. ARGLRE

ASHIFFUE HUE AR B2 R R IE RO SE T 1928 276, 128 ROST CM6 At H6& Ll ki #
WREMAGHEL, EEEPRDN MREED T CFEI T = T7 LA, K6 L%
(306 2 BE AN 45 T A SR AR OB e B . BRI U, FH R g DU AR S5 98 5 —, WA BT
B IR E R, 75.52%1 2 il S 25 0 IR 2R A, ARsh DU B BOot IR . SRS i RE
DRI RS R AR A 2 AT i R B = R A IR I 4R s 55—, SR XU il R AR AE BB S
J&, FEECCHBHERE R IARE IR TR, (HAZEZHA S RO T e B it B =X
=ANIEE S B 593 2 R B AT =, SRS VR R R P A X A T i B U
Wi, S SRR A Bt B R AR B A S M5 R MAGE R &5, FrA A e 15t
DX A BT S PR B ) R, R ST P IR E T R i i 55 287 AR B2 AL L A2 TR #0500 583,
S B AE P B G T SR, B A TR AT AR R . SEELTL & i R A R K AR
It

5.2. MIRFTEERKRE

SO U AR B SRR A OTA 7 64 K I PFR, ANELIE/INZLAS K MU 1k 46 42 N FR) i
WAL, HERENRIEBOVAIR; 2 CRAR I E T A SRR R, Bof i I R el et &
WA S A RSS2l T B DU Rl R R VIR, B BT AN e . S EAE RS, H
$ 2 Gl ARGV, R B I E S ds . SCE . T SR A TR R AR
NI WS [ 2 S B AR AR R R AR Z/ME 2 L GRS L AT B RIS R A0 LA,

DOI: 10.12677/sd.2026.168285 247 CIESES 93


https://doi.org/10.12677/sd.2026.168285

SR 5

IIMT R R ZE R s[RI X3 LR L AN R AR o AN T H e s Ll 2 AT F& 70 J2 5 E T LRI 9
N XIRAE G, 2R RIS E U S ] -

SE MK
[1] Hunt, J.D. (1975) Image as a Factor in Tourism Development. Journal of Travel Research, 13, 1-7.
https://doi.org/10.1177/004728757501300301

[2] Gartner, W.C. (1994) Image Formation Process. Journal of Travel & Tourism Marketing, 2, 191-216.
https://doi.org/10.1300/j073v02n02_12

[3] Beerli, A. and Martin, J.D. (2004) Factors Influencing Destination Image. Annals of Tourism Research, 31, 657-681.
https://doi.org/10.1016/j.annals.2004.01.010

[4] Li,J., Xu, L., Tang, L., et al. (2017) Big Data in Tourism Research: A Literature Review. Tourism Management, 68, 301-
323.

1 RBE, RIGHE. M XEIRFE R IRERIEF[T]. S5HIE, 2001, 21(4): 496-499, 512.

1 BETr, 2R R B R R AR ST ikiEA T, 2002, 17(3): 65-70.

1 TS, R TR BTN ORISR LR Y ORI FE[T]. A SCHBER, 2011, 26(1): 140-144.
]

]

WLLH, Xk, ZAte. JT W% STAR BT 1 OE T H 1Ih T SR AT]. S5 3, 2021, 41(3): 231-239.

FOUH, SRBE FAV. TR 6 LSRR IR A T[], PN S B AR, 2025, 41(2): 89-
94.

DOI: 10.12677/sd.2026.168285 248 CIESES 93


https://doi.org/10.12677/sd.2026.168285
https://doi.org/10.1177/004728757501300301
https://doi.org/10.1300/j073v02n02_12
https://doi.org/10.1016/j.annals.2004.01.010

	基于网络文本分析的五台山游客满意度影响因素研究
	摘  要
	关键词
	Research on Influencing Factors of Tourist Satisfaction in Wutai Mountain Based on Online Text Analysis
	Abstract
	Keywords
	1. 引言
	1.1. 研究背景
	1.2. 文献综述
	1.2.1. 国外研究综述
	1.2.2. 国内研究综述


	2. 研究设计
	2.1. 案例地概况
	2.2. 数据来源与预处理

	3. 基于网络文本的五台山游客满意度实证分析
	3.1. 高频特征词分析
	3.1.1. 正向驱动满意度高频词
	3.1.2. 负向制约满意度高频词

	3.2. 社会语义网络分析
	3.3. 情感分析
	3.3.1. 高满意度群体感知形成根源
	3.3.2. 一般满意度群体体验正负相互抵消
	3.3.3. 低满意度群体感知价值失衡深层症结


	4. 基于游客满意度提升的五台山景区优化对策
	4.1. 深耕分层沉浸式佛教文化产品
	4.2. 搭建全域导游标准化服务体系
	4.3. 全域优化交通调度与高峰基础设施
	4.4. 刚性规范全域商业经营业态

	5. 结论与展望
	5.1. 研究结论总结
	5.2. 研究不足与未来展望

	参考文献

