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Abstract

Tourism destination image perception is the subjective cognition of tourists on tourism destina-
tions. The research on tourism destination image perception has guiding significance for the de-
velopment and utilization of tourism destinations and the tourism market development of Tong-
guan Kiln Ancient Town. This study takes the ancient town of Tongguan Kiln as the research object,
collects tourists’ self-experience evaluation of the ancient town of Tongguan Kiln on the Meituan
OTA platform through the python crawler program as a data source, and studies the image per-
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ception of the ancient town of Tongguan Kiln. The distribution of tourists in ancient towns is geo-
graphically contiguous, with Changsha locals being the most, and the travel time is mostly concen-
trated during the peak tourist season during holidays. Tourists’ experience of the core attractions
of the ancient town’s scenic spots is mostly positive perception, and the dissatisfaction with the
ticketing of scenic spots in the ancient town, overloaded crowds on holidays, underutilization of
cultural resources, and imperfect infrastructure are negative perception problems. In order to
improve the tourism perception image of Tongguan Kiln Ancient Town, we put forward relevant
development suggestions.
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Table 2. Examples of high-frequency words in the perception of tourism image of Tongguan Kiln Ancient Town
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Table 3. Examples of conceptual analysis of data openness coding
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Figure 1. Tongguan kiln tourism image perception model
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