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Fig.6 Spatial distribution of the followers of the Chinese tourism in Tripadvisor
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Tourism attention degree about China from overseas and
its spatial patterns based on Tripadvisor

WANG Kun', GUO Fenghua’, LI Renjie'’, Fu Xueqing'’
(1. College of Resource and Environment Science, Hebei Normal University, Shijiazhuang 050024, China;
2. Institute of Geographical Sciences, Hebei Academy of Sciences, Shijiazhuang 050011, China;
3. Hebei Key Laboratory of Environmental Change and Ecological Construction, Shijiazhuang 050024, China)

Abstract: Inbound tourism is an important part and indicator of tourism development in a country. International
tourism is influenced by a series of factors. With the development of Internet, tourism electronic community is
becoming increasingly more influential in the selection of travel destinations. User- generated content (UGC)
that tourism electronic communities produce has gradually become the important source of tourism behavior and
perception research. In contrast to the method of describing online attention degree only by using the number of
search engine keywords, this article introduces the electronic community hierarchy as the weighting factor and
establishes the model of tourist attention degree based on community UGC to adjust the focus of the model ex-
pression flexibly and optimize calculation results. Based on the web information collection technology, this
study first designed an information collection process for retrieving information about Chinese tourism from an
electronic community, Tripadvisor, and reconstructed this information to build a tourism information text data-
base. The authors then built a place name database in order for using the text mining methods to obtain informa-
tion about the place name frequency. The place names include two types: tourism attractions and destination cit-
ies. Based on the study of the tourist electronic community Tripadvisor, we found that attention of international
users of Tripadvisor to tourism in China has three typical characteristics: (1) the focus of tourism is on the Great
Wall, Mount Taishan, Mount Huangshan, Jiuzhaigou, Zhangjiajie and a small number of other tourist attractions,
and a small number of destination cities such as Beijing, Hong Kong, Shanghai, and Guilin; attention degree for
a large number of attractions and destination cities is low, with a long tail distribution and polarization. (2) Atten-
tion for the attractions and destination cities clearly match spatially. The attractions with high attention degree
are near to or affiliated with the cities with high attention degree, such as Yangshuo in Guilin, the Great Wall in
Beijing, Dujiangyan and Jiuzhaigou in Chengdu, and the West Lake in Hangzhou. (3) Tourism attention decreas-
es from east to central and west and this pattern is consistent with the level of regional economic development in
China; popular destination areas such as Beijing, Hong Kong, Guangzhou, Shenzhen, Shanghai, and Chengdu
are also regional centers of economic activities. Tourism resources endowment, dissemination pattern of elec-
tronic word-of-mouth, geographic location, and level of economic development and the location, economic situa-
tion, and culture of the followers' country are the main factors influencing tourists' attention degree and its spa-
tial pattern. This study designed a new data collection process to realize the effective management of a toponym
database and tourism text database and set up a e-community tourism attention degree model that aims to solve
the problem of quantitative calculation of Internet users' attention to the regional tourism and to provide a new
thought for tourism geography study based on UGC from the Internet. In the visualization study, the authors ana-
lyzed the spatial distribution characteristics of attention and temporal variations. This method provides a new
way for inbound tourism research.

Key words: tourism attention-degree; spatial pattern; electronic community; user-generated content (UGC); Tri-

padvisor



