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Study on the Service Quality of Guests Perception
Based on the Online Reviews

DING Xin'?, WANG Jingqgiang"*, WANG Xiaoyan’

(1. College of Tourism, Huagiao University , Quanzhou, Fujian, China 362021; 2. National Tourism Experimental
Teaching Demonstration Center . Huaqiao University , Quanzhou, Fujian, China 362021;
3. Economic Management of Quanzhou Textile and Garment Vocational Institute , Quanzhou, Fujian, China 362700)
Abstract; Abstract:Online reviews are based on the real experience of guests. It is a first-hand infor-
mation on the quality of hotel guests perceived service and has great digging value. The researchtakes Con-
rad Xiamen as an example, adoptsweb crawler technology to carry out data crawling based on content anal-
ysis. It analyze the network relevance, factor and emotion of the network text, along with extract and
summarize the semantic fragmentsand core word of theoriginal text through the ROST content minning-
software. Then build5 first-level and 16 secondary factors of the service content that the guest perceived.
The study found that the networkservice content thatcustomers focused onis relevant divergencing from the
location and the rooms as the center point. And italso showed the highest priority for customers is the ser-
viceattitude and the surrounding environment. Besides the emotional tendencies of customers toward serv-
ice content tend to be positive.

Key words: Online reviews; Guest perceived service quality; Content analysis method
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An Analysis of Marketing Strategy of Tourist Souvenirs in
Inner Mongolia Based on the Four Ps of Marketing

LIU Yan

(Inner Mongolia Arts University » Hohhots Inner Mongolia » China 010010)

Abstract: With the continuous development of tourism in Inner Mongolia, the development and mar-
keting of Inner Mongolia tourist souvenirs are very active. With application of the Four Ps of Marketing,
the problems of product homogenization, uneven price, poor sales channels and lack of promotion means in
market are found. In order to better adapt to the rapid development of the tourism market, tourism souve-
nirs should be viewed under the great vision of tourism development. Under the big trend of industrial inte-
gration and the great background of the industrial norms, tourism souvenirs should be viewed from details.
With fine and dedicated work of great power craftsmen, and innovative attitude and enthusiasm, products
with regional characteristics, reasonable prices, convenient and stratified channel and steady promotion
should be produced.

Key words: the Four Ps of Marketing; a tourist souvenir; leather artwork
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