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Urban Tourism Image Perception Evaluation Based on Marketing Perspective:
A Case Study of Chongqing
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Abstract Tourism image is an important factor affecting the competitiveness of tourist destinations. Based on the relevant information on

tourism image marketing communication and tourist review data of the Mafengwo Website, this paper puts forward a method
to evaluate the perception of city tourism image from a marketing perspective, and analyzes the city tourism image from
five aspects: marketing image, temporal image, spatial image, emotional image, and cognitive image. Based on the results of
image analysis from the perspective of subject marketing and object feedback, it can be found that the tourism image conveyed
by Chongging's tourism promotion and marketing in recent years is basically perceived by the object. The evaluation of the
object on urban tourism reflects that the marketing image of the subject has been positively fed back. Tourism images such as
"mountains and rivers' "beauty" and "a must-go place" are deeply rooted in the hearts of people. The publicity of the whole
area of tourism has shaped an internet-famous city IP. Through the spatial-temporal changes of popular tourist spots, an image
of "the whole city can be visited" is conveyed to the object. At the same time, through the multi-dimensional tourism image
feedback of time, space, emotion and cognition, it finds out directions for tourism image building and tourism devel opment.
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Fig.3 Spatial distribution of tourist attractions and comment popularity in Chongqing
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Tab.1 Top 10 tourist attractions with most increased comments from 2013 to 2018
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top 10 attractions of Chongging in 2018
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