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Tourism Destination Image Perception of Mountain Resorts:
A Comprehensive Survey of the Huangshan Web
Travel Notes for 2014 — 2016

LIU Chao' > HU Mengging' > LIN Wenmin' WANG Xiaorong' LI Wei’ ZENG Kefeng'

(1. Department of Regional Planning China University of Geosciences Wuhan 430074 China;
2. Geographcial Environment and National Park Laboratory China University of Geosciences Wuhan 430074  China
3. Huangshan Geopark Management Committee Huangshan Anhui 245899 China)

Abstract: In this research it collected nearly thirty thousand travel dairies relevant to Mount Huangshan from three
famous domestic tourism websites which are Mafengwo C trip Lvmama and 75 travel dairies were selected as
standard samples for statistical analysis. Content analysis method was used to analyze these samples via ROST
CM6. Results showed that: 1) There are 6 positive perception factors favorable for Mount Huangshan tourism
image which were the High Mountains the Scenes of Three Odd and Five Wonders the Magnificent Scenery the
Origin of Cultural Heritage the Geological Wonders and the Holy Place of Outdoor Photography ( according to the
effective level from high to low); 2) The negative perception mainly came from tourism services tourism
environment and tourism management. From a general analysis of the second level coding the negative impression
was mainly from poor accommodation service due to the localized precipitous terrain shifty mocro-climate and other
unfavorable natural environment. Although the general perception of tourists about the image of Mount Huangshan
tended to positive there were rooms for improvement in many aspects like traffic safety of sightseeing highway

earlier visual noticed of meteorological scenery tourist guiding and other aspects.

Key words: online travel notes; mountain-type scenic spots; TDI; Huangshan



