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A Study on the Awareness of Destination Image Using Social Network Analysis based
on Big Data
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ABSTRACT - This study aims to extract meaningtul information through a social network analysis
based on Big data in order to investigate if a tourist’s awareness of destination image favorably
affects competitiveness of tourist destination. A web crawler was employed to gather online
review data from 117 destinations and tourism products in Seoul, Korea using Tripadvisor. This
web crawler is representative of the online travel community used throughout global tourism
mdustry. Specifically, 23 image factors and 200 components composing two aspects of cognitive
and affective images were derived using a system of text mining analysis. This study tried to
identify and enhance destination competitiveness by investigating a tourist’s awareness in terms
of their destination image. This was measured using indicators of network analysis that were degree
centrality, closeness centrality, between centrality and eigenvector centrality. The following
results were found: First) 7 image components help to create a positive Image of tourist
awareness in terms of destination image. Second) 14 image components feel psychologically close
to tourists in terms of destination image. Third) 8 image components favorable influence and
enhance the competitiveness of destination. Fourth) 11 image components have a greater impact
greater than the others when tourists have a perceived destination image. Implications and
suggestions are presented along with the findings of the study, which will contribute to the
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theoretical framework by suggesting a new perspective for measuring destination image based on

Big data.

Key words : Big data, Destination image, Social network analysis, Text mining
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o2 AE & AUAT. FFA 9 FA A oln]A]
£ Russell, Ward and Pratt(1981)7} A<t
g A=A, Su| 2, 718, A st I

g o3, 2 IReE e %—4 7L
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(E 3) 2HEX| ojo|x|e| T+l

F489

Cognitive Image

natural resources

infrastructure

recreational entertainment
transportation(accessibility)

food & beverage

cultural, history & arts

socioeconomic
social environment
information resources

natural environment
specific activities

proper schedule/plan

Affective Image
arousing

exciting
distressing
pleasant
relaxing
unpleasant
impressive
trendy

authentic
evoked

reputational

scenery, landscape, natural park, river, beaches, lakes, mountains,
flora & fauna

general infrastructure(roads, commercial infrastructure, extend of
building development, city & towns), tourist infrastructure(hotel,
restaurant, shopping facilities, accommodation)

theme parks, zoo, aquarium, outdoor activity, festival, ceremony, spa
& wellness

motorcycle, train, car/bus, airport, station, route

restaurant, food, dinner, lunch, breakfast, coffee, tea, meal,
beverage, desserts, fruits, bread/cake, vegetable

cultural attractions, cultural activities, traditional attractions,
general arts, temple, museum, farm

economic benefit, good value for money

local people, service, language barriers, social characteristic, safety
general information, tourists information sign, traffic sign, direction
weather, atmosphere, seasonal characteristic

shopping, walking/walk, eat/eating, hike/hiking, cycling, fishing,
camping, land activity, water activity, relaxing

attraction operating hours, travel schedule

amazing, intense

interesting, exhilarating, exciting

tired, crowded, complex, waiting

good, beautiful, great, nice, pretty, best, fun, enjoy/enjoyable, pleasant
relaxed/relaxing, refreshing, peaceful

bad, dangerous

impressive, special, worth

young, cool, modern, changing

unique, attractive

kind, missing, memorable

famous, popular, clean, convenience

— -
Foa A9 - AHE

(2016), Beerli & Martin(2004), Mak(2017), Martin & Bosque(2008), Stylidis et

Jo: H
al(2017)9] 975 ngez A7} el
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(E 4) 2&X| o|o|X|e] +MR9Ql - Tripadvisor -? (2017. 01. 71%)
420 2E vl g B3] BRE Ares) = 5
Cognitive Image
park, garden, mountain, stream, river, hill, tree, nature, blossom,
natural resources . . 13
island, scenery, sunset, sight
. street, tower, city, building, road, alley, district, path, store,
infrastructure . 15
market, mall, stall, hotel, room, accommodation
recreational souvenir, ticket, cosmetic, ride, entertainment, ceremony, theater, 13
entertainment aquarium, outdoor, trail, gift, festival, spa
transportation car, station, center, location, bus, subway, metro, accessibility,
. . . . . . 14
(accessibility) train, nearby, taxi, driver, airport, distance
food, restaurant, cooking, tea, drink, coffee, seafood, lunch, taste,
food & beverage . . 14
snack, dinner, meal, dish, cafe
cultural, history & palace, museum, war, photo, temple, culture, art, picture, 15
arts exhibition, hanok, music, university, gallery, hanbok, budda
. . price, expense, fee, cost, money, purchasing, bargain, quality,
socioeconomic . . 10
discount, buying
foreigner, chinese, language, nation, country, brand, Japanese,
social environment Korean, resident, local, service, village, tourist, staff, style, 19
fashionable, life, folk, guard
. . guide, english, information, booking, knowledge, map, itinerari,
information resources . . . . 10
sign, direction, review
. season, summer, spring, autumn, hot, weather, winter, cold,
natural environment 9
atmosphere
o . eating, viewing, playing, climbing, hiking, biking, walking,
specific activities . . 9
shopping, strolling
time, day, hour, plan, afternoon, morning, weekend, week,
proper schedule/plan . . 11
schedule, night, holiday
Affective Image
arousing amazing, fantastic 2
exciting interesting, exciting, surprise 3
distressing crowded, complex, waiting
great, good, nice, enjoyable, lovely, beautiful, wonderful, fun,
pleasant .. 13
pretty, awesome, pleasant, delicious, happy
relaxing resting, refreshing(fresh), peaceful, comfort 4
unpleasant bad, disappointment, tired 3
impressive impressive, special, worth 3
trendy young, cool, modern, changing 4
authentic traditional, historical, unique, attractive, ancient, real 6
evoked kind, missing, memorable 3
reputational famous, popular, clean, convenience 4

=.
T

a. Efoj=ntolA]el] vehd AA| oA oHS B

E=2E 20070 B3 on|A] AlReQlE el
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2) TF-IDFE 0|83t 715X &&

WFA omA| FEH SHUFE AFH o
2 8] sk E—ﬂiE tolee] 7heA] Ak
WhHol  TF-IDF(term frequency-inverse
document frequency) & 43ttt TF-IDF
= ¥ (term) ¥} 3 (document)2] oA 4
97} o] FoJAH, A dellA Tol woll thigk
VA e AFEdte WA oR Y 74 o

<3 2t} (Salton & Buckley, 1988).

TFIDF(w.d) = TFw.d) % 1og(T](V;U))

</\1 1>1)
D BA dol gl wrk YehgE g
pFw) © B0l w7t Bol7ke BA9 & &
N AA 22X F

TF(w,d)

TFE= term frequencyd] ¢fol2, oo =
4 345 9Ju]gt}, IDF+ inverse document
frequency?] ¢fo]2 wol7} 233t FA] 49
Agrolt, oA, SEe] AfH|20) adshe
AE ERE W, o] 7 EAd 23T F2
°]E= 'hotel Z} ‘service'd ot} wheF, Fof

A9 H e (set)o] BT sEFofe] FAjet
ol
1
ee

=L r{n

hotel 9] Al &8 Aot}
Hkele], ‘service ® TEl] MUl HA EA
g &8 & Zlo|t}. wabA ‘hotel & ‘servic
T oo FEE S W R A

3l ‘hotel & TA E&Ho] & &8o] giX

r‘j m{N'LéérE

5 l'ﬁ:/ﬂoﬂu ZY3lE ‘service® & 89|
== ool ZQ T 11 o]z} B4
U2 & 34 (term frequency o H] itﬂf?}.?l
wh

Er
rXL

1) 494 - A8 (2016)9]) A7 A A8

shtel B4 5 7P 7Rl drol w2 Tolvt
I B4 7)9ER AEEs HolthAlgA
AEH, 2016). ©|9F #Zo], TF-IDF= NE&
Ao golo] Faxs xdd F JE 7IHe
(cleg - Fez, 2015), B dAFdMEe
TF-IDFE A g3to] € AE dolHe §84&

ARz AT BPE ARl Sl
=% sgi}

=

ARB|AAEA O] B4 U A2 I

= a, = =2 AA ]
545 AHstAY AAlE At 991 a9
£ Avste Alolth (838, 2007). o2& At
S|AAGEA NN AA 2 F2H EHS B
st7] 98 del AHREHL e VMR &
d (centrality), B=(density), 7+24 ¥
(structural hole), <42Hcentralization)
ol sleH, o] 7tedH FAEL s ==
(node), & g+ 7HAIZE AA A2 +2

A FAlel HAAshe FeE Fdsh= B9l
2| oF v E 2l A 7HAI2F 7RAI S 152 FeF
= Yee d94 AR H2E + dot
(Stokowski, 1994). A9 x4 =%

W A4 = T4 (degree centrality),
wf7) =44 (betweenness centrality), <%
Z A

414 (closeness centrality), ote]ZlME F
417d (eigenvector centrality)©] $AtHFreeman,
1979: Kim, Choi, Yan & Dooley, 2011).

Oﬂﬁ@‘: FAARE T =7 HEAA W
o 2 w257 dZ4y ge F39 e
el = 7H§ o8 AAAFE Tl =& A

AL we v ANEs 4449 #AE 9
gonz A JuE 45T F8o| 1 v
E92 RN dPel anan ¥ & 9o

(Knoke & Burt, 1983).



HEA 2

Hiele]] 7Nkl AsldAdn) AL o] &3t B3A] olu]A] ¢
Y BU8E MEAD Wl & wmagel Sl A mmE TR o
OE RE wEAY ARE Egee & wE 7} Atks Bl g 2
YR wsEd Gk il 949 A Aok, oA AEE B34 MEN A8
2 e Adelt. wek ¥ wme] 424 A SW, g do] taka RS ek
o g ASE A2lE 4EY & glone 2 Yl o] BH AdA
A F94 A A 09 ghol waslE, 27 2 € RS Aol B A o

A

ot

3 A% ge#

Aol B A HEDZ Bl e AAE S F23 A} 99,
3} ke Adel SRR 22 PuE go]  HL ) F4

Al 535t 4 S grdtia & 5 vt ofolZllHE T4 &
(Hanneman & Riddle, 2005). & 5o & TR 5 Foiste] e
Fo| Wt B3 A7 FRE B2 7Hedt Hog dAYE T4 =
Azel g 5AAE 7 9o E% 7V =] A 2HS BwE
g 2 kel A7} 7hrke] HolA 3 = AL dZ4E wxof AF
FA A B8 B WREAA F4lo] 1 =E7b Ay S a3 =

7W7ke] A Eet. o] 7
e ARE B #9Ad B2 & 5 U

S =]
Mo 2 A R & 5 4

[As)
ol
3
>
fr
N
-~
o3t

J3elo] B AlRule) & shiel A

(Shih, 2006). FUE AFET] BAKRT A9 <
7 FA8E Y =7 HIEH A Yo o )& F7HIRITE o] Z ofolil]

E wEES ddste A A AR EAlst o] Erh= g 9nlatH, A4l @7575‘

e H=E 233E A2 =Z(Scott, 2000), g o e WA sh= FFH A A

o == gato] ofolzllHly

b MEDI YellA gsls ZAzt olo] ojerel s
(broker)9aS =43l= Zo|at A AR =

= st= 7idoltt.
=4 FA=E F4dhe Aolth(E=%d, 2002). = AT e S
A S0l =2 HAE WEAS e vE A at= FFA| oA =

94E SRt

AARE ZAA Mg
4 2 tH(Bonacich, 2007, 1987).

SRS

HUori ofN i o2 2

B WA ojulx] AN F44 B4 Al g4
oAae mag WOl BEFE AT WS O usde] @AMl Erhe A% Yol Adeke B
CREETEE ouxe) 4949 98 3t adz a4
=g fhol £84% oY WSE v s 47 dduo] Yehd 4 sltke Az} gl <
T e A THE B9 olPIN9 PR ol UG W AUAEAE @ 5 Sl ke H“
UH7H =4 g}\-o] lr'f%‘)r:% 5“% %‘/I\‘E‘ D}—E—‘ @Zr_l’é—o] L]'E]'H' | '5‘7H 95],@’0] %EHE,.CLE ‘13%";}% 7}‘134- 0]
ewne B2 AR5 Qe gEye] 2 ea 4
lo] =0 222 ot W= AR A 7} ] = Ay e N
oo AME] A4 gf\o]‘_i E:]'gﬁ &l }c; Hee AAdH oz F3gA] ojn Ao gk AP 2ol & FHE S
e Ao a4

Fia. A7 A,
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2Ae) A e ARAE 44, 27
A W E4, IR 2348

= AT e 22 2l o948 AFUE
=nto] A (tripadvisor.com) o 243
2 9 2EYE o] &slo] 4
o EAdR &8st AUy
o] A olfre vt 22l A ARUE T
EfojuutolA 7} FRAG SHdAM 1 F84
5 AR o] Ere AFEe] B2 e 9
a Hadd wep(li er al, 2013: Liu,
Schuckert & Law, 2015) ‘Egoj=nlo]#] ¢
A e 2 ol eglo] BAA R 22E
8o Zx%7] fioltt. =3, Bjerkelund,
Burnett and Nervag(2012)& "§75H
(booking.com) @} "Ef o] =ufo] A7} of g Yo
A F2 FE et FdS 243 A7l
"Efjoj=nto]A'e] o) o] 53] g7 e] o
APEA | & G T +4
g m el "Efojmntol A o] ARY =
'

o}
oA F87bsel 4l Erhe AL ¢ % 9
o wehy 2 dFolre ARsAne B
oEuolA 2 GYsgon], ARACR By
o] AGA 02 AAslE= BBx| o|n|x|Y A&t
2% g8 Ao BB 8 BF JF| U@
2okl URE 2N B3

AzrdE 9 718 4 252 (web crawler)
o] gato] Algo] #EA 9 WAGE, 2
2l el gk e 20169 129 294
20179 1€ 6974 A8t on. 3% &
< 20049 89%H 2017d 1€ 697K/ A
B #FA 2 HF AE] dig 12719 7 e
Ha/dena, BEd A/, &%, ol

Egjo|z, opggtE, Fol, TME/&, +4/%

et

—~

A, 28/ Ay s,

= 22l FH AAolth, & A &4
/Hlﬂd_ﬂ_‘f} (& 6>Jq. 71-0] 7L Jﬂ-m-;q Y3t
© 27k EAskA] &
2012@ 195 ]z}gi 20164 12€ 314714
o] 12789 7H| el s dst= 117709 #38A]
9 g AgEol thdt 34,74670] 9& 2l Relth
AFHoz weoz <3 A= A
(bias) & BAIStL Feld FA 2G| A HAle}
FEA] T4 wiA7 BEg i A
W92 o2 YAE FAAT gk g

oG zte] )l

al 3z
7( L
‘_——_

(¢}
A

S ox it

9 BAZ Ao 2HT F 3
& 7Holth (A% - o AT - £3HE - Y
oRE, 2011). oleid 9 A8 2 WHAY

re
e
-1
5!
>
i)
ofo

E OH” fiﬁﬂo °ﬂ SeE 4 AE

=24 s ¢ go|A ol HZate] AHEAE %OP—C
dolHE Agst 8% 4 AUth(Kang, Yoo
& Han, 2009). clgi3g ¢ 28218 B3l A=
S g W3Rk HolH d7e =& -
F71°4(2014)0] W= #2ER H7t Ale]EQ
I (yelp.com) 9] 1A HE

Aol HAE /e S A7t slem,
Schukert, Liu and Law(2015)& "Egoj=u}
ojA'el &F 1857/ zEE Yoz uMHs}
(ratllrlg)‘E THsle sHAYe] ARk 2%

AL Fetsisitt. A9 - A% T

‘Efjolznto| o] Ago] #PA
FA| olm|Al 9] FA 81 TrEE o, o9

12

S~
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T WA B WFEE
uT e FlEHAlEEA
RV B A
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HANA e et
FRAANIB 957 e
BT AN B THTILEH TS AN EHM 2
Advled 2l et
Egolo] uhadt o et U
SitEs e ooz ool matzd
e s | Hes
A4/34 73 [EOAEES)
o pus o2
e AMzofdlold <l
A ole ¢ A7t
sapp FARRY AR A 2 RS DE
=R Sz
ZEFgERA AR SYEADE
Agzads EEVES wel
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Hr&EE FHSEE
Ak EEREE ohm<IE ]
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Aol A ZFE U
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wo|AA o]
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R REEE:
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EERR FojzutolobE DMZ2=3}] 0]
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T ZEEEEN el B0} ~3E] o}
M2 E T 1] =of
EGEEEE = =3
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FodEEy HEZY
tle]zstelo} EEFDEES EEEERTEDS
ox/eg Laseopdelde] HaBzg]o} ARNFH =R 2
e LFEAFYA A2 AR =] b=
8o} siejo HEFEFol
ZHd= BRI 24 2
A iijﬁzﬂa% iﬁéﬁ@#ﬂa%
HA NEIR=
FU g =Bl 7 GE A
ARt SK-114-w 11225} #|H] ] 25t
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=YY= EE afj o] e o] 2~}
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T HEolHE &
A € 3—%313 o ARE 'ruﬂm] L
TP AAE W23 th(Wang, Chan, Ngai
& Leong, 2013).

1. 7195 (key-word) 474z}

THE 34,746709] & A7) Sl 8
2E ulo]d 7E &3] AdolA e (7]
of AA, +7H 39, 22 AA)E TPt
o P rAS Bl WAL FEAE FES
A3 37,753709] dol7t Apdoi A2l =Qet. 1
2]3 o7tFEEA (stemming analysis) S 4
gato] Lg oJnle] 7t o dolE skt
o] doj& Agatia, 1 Ay 31,846709 ©
ol2 ZAFUT}. olE v R YAE HolH
of At AFH FAo] JhesstEs
TF-IDF 7} 2bi s d8sislon, A3
dATE HPELOE TWFA| olm|A| 9] T/ 831l o
slod get EF7FEel we 200709 B3

oA WFE %% slo] 719 = B4 3319

=
o

o

AN

o (E 72 HAE vlolid A mhE 7191 =
=47 TF-IDF7F 2849 dofse] 719= &
Aol gk &9l 6070l sidshe Aot &
NATA et uhe zro], GoluE(Nw
el 7]k 3 719 = B3 2 AEd] 71ER] 7}
Rold gale] 29k B Aol s & 5
It} % a7z Folg Flo] )9= 24

S 59T W AR e A vole) w
AF(NE 71 579 BHRTH A4 B4l o]
ulele] Y Golel FRES nelF Gh A
o W} 9= BAE 0T} B2 58
glon, mreb

g 3
ATl A8e TF-IDF 7FeA| &S

p

HE rm

7V 7‘]7} Hol® TEF-IDFef| 7]t
3 719= EAZA9E A¥HEY, ‘shopping,
‘walking, ‘viewing ¥ #Zo] A o<
543 S5 #HE 71929 dgel =A4 U
S & 4 9tk E3 ‘palace’, museum,
‘street’, ‘tower’, ‘city’, ‘park T B #F
Z19] wiE &2 A o] Il 7Rl 3}
H¥ 71959} day, ‘time, s
o] ofef o] FFA|oA] KHY
de 7]9 s £ O AFEr 12 A eR Y
Wk, 22 g o|n)A] A4 shke] A
ado=w ¥ HAZ(Mak, 2017)9 #H€
‘food’, restaurant’ 52| 7|YE== oJ3iHo]
FA 9] o|n|A & Q1A EhE Tt 7| =R UE
Wtk SRS AL resident’, Korean &2
o] TFA|of| A o] 1A 2 gl ALS] A S+
tsts 7195 daaeel 22 5o ‘JrE]r
o olgjg AnE Fal wFA| A9 AT
o] Qo] oA Eo] AFA| 9 o|n|A|E 14

‘night’, ‘hour’
% gl 953

=

&
o Fesl 4T+ sltke A 250 2
2= 0]
T A

HEo], #gA o] AubAQl F97]o i) =
71E A9l ‘great’, ‘good’, nice’, beautiful,
‘historical, ‘traditional &< 7]191=<} #+%
9] 1 EAS Adsta w4 F de 4%
Y 719 ER oA
2 8t=t] S a8k -8

A% g
e AE FIAE A S 2AE
73

?l 'worth’ ‘memorable’
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gl

(2 7) 22E ojo|d &M Z1} H|w
Bz 719 =84 (Stemming words)® 7V 718 719 =84 (TF-IDF words)®
(n=34,746) (n=34,746)

Variables Freq Variables Freq Variables Amount Variables Amount

1 shopping 15,319 46 art 2,353 1 shopping 31,339.8 46 culture 10,566.3
2  great 11,972 47 souvenir 2,336 2 palace 29,477.7 47 memorable 10,403.6
3 time 11,839 48 location 2,199 3 korean 24,813.1 48 art 10,237.2
4 korean 11,731 49 ticket 2,183 4  resident 24,383.1 49 temple 10,104.6
5 palace 10,532 50 eating 2,170 5 great 23,711.9 50 souvenir 9,891.5
6 walking 10,238 51 resting 2,166 6 time 23,690.8 51 ticket 9,678.3
7 good 10,126 52 picture 2,131 7 museum 22,790.8 52 exhibit 9,459.0
8 day 8,780 53 information 2,090 8 walking 22,665.0 53 guard 9,325.4
9 food 8,578 54 guard 2,085 9 food 22,208.0 54 eating 9,222.7
10 nice 8,026 55 exhibit 2,073 | 10 day 21,946.5 55 changing 9,206.3
11 street 7,497 56 temple 1,995 | 11 good 21,759.2 56 picture 9,196.4
12 museum 7,489 57 memorable 1,939 | 12 street 21,061.4 57 center 9,176.9
13 viewing 7,210 58 wonderful 1,875 | 13 lovely 20,967.4 58 location 9,127.8
14  beautiful 6,633 59 missing 1,785 | 14 viewing 20,859.9 59 bus 9,054.6
15 lovely 6,317 60 attractive 1,767 | 15 tower 20,364.5 60 information 8,914.2
16 enjoy 6,016 61 pretty 1,761 | 16 nice 20,027.9 61 cafe 8,435.5
17 guide 6,004 62 cosmetic 1,700 | 17 guide 18,530.3 62 wonderful 8,238.2
18 historical 5,961 63 booking 1,684 | 18 beautiful 18,270.5 63 cosmet 8,190.2
19 tower 5,798 64 subway 1,680 | 19 enjoy 16,732.6 64 stream 7,961.2
20 city 5,426 65 bus 1,624 | 20 city 16,553.6 65 attractive 7,932.6
21 interest 5,309 66 cafe 1,574 | 21 interest 15,916.9 66 booking 7,927.2
22 worth 4,925 67 impress 1,518 | 22 tourist 15,446.6 67 pretty 7,892.6
23 resident 4,872 68 stream 1,490 | 23 night 15,312.6 68 missing 7,866.2
24 night 4548 69 awesome 1,386 | 24 historical 15,276.4 69 subway 7,761.6
25 restaurant 4,480 70 plan 1,366 | 25 park 15,079.7 70 hiking 7,491.6
26 hour 4,243 71 hotel 1,356 | 26 worth 14,631.3 71 cooking 7,217.6
27 fun 4,061 72 mall 1,326 | 27 restaurant 14,401.3 72 impress 7,167.3
28 park 3,900 73 service 1,286 | 28 fun 14,046.4 73 young 7,011.7
29 building 3,841 74 modern 1,284 | 29 hour 13,776.7 74 mall 7,004.0
30 traditional 3,655 75 ride 1,244 | 30 building 13,659.0 75 hotel 6,763.5
31 tourist 3,644 76 strolling 1,240 | 31 traditional 13,479.5 76 service 6,703.5
32 amazing 3,303 77 Kkind 1,236 | 32 photo 13,316.7 77 awesome 6,693.7
33 market 3,158 78 cool 1,220 | 33 war 13,219.6 78 plan 6,654.4
34 local 3,149 79 room 1,205 | 34 market 12,952.7 79 room 6,609.0
35 english 3,145 80 special 1,193 | 35 garden 12,690.7 80 ride 6,482.6
36 price 3,005 81 stall 1,183 | 36 amazing 11,982.3 81 modern 6,372.5
37 crowded 2,998 82 waiting 1,181 | 37 local 11,949.0 82 village 6,273.3
38 war 2,998 83 village 1,180 | 38 car 11,684.9 83 strolling 6,191.5
39 buying 2,977 84 young 1,174 | 39 store 11,672.4 84 stall 6,164.7
40 garden 2,939 85 clean 1,158 | 40 english 11,538.4 85 waiting 6,120.2
41 car 2,833 86 brand 1,101 | 41 price 11,446.1 86 cool 6,109.4
42 store 2,824 87 fantastic 1,093 | 42 buying 11,358.5 87 Kkind 6,088.5
43  culture 2,664 88 nation 1,079 | 43 crowded 11,292.2 88 special 5,966.3
44 photo 2,552 89 afternoon 1,067 | 44 resting 11,116.2 89 tea 5,896.2
45  station 2,551 90 tea 1,064 | 45 station 10,624.8 90 brand 5,853.3

R

a. 7FEFEA (stemming analysis) < F3to] 5L ove] t& e (7], place, places T+ exciting,
excited 5)¢ ©@olE sl gz Melgtean 1 A g ukegt

b. Stemming words®l] tdled TF-IDFe] W o2 71525 AbEdl 3ol rrmm(w,d) = Tﬂwﬁd)xlog(%)

ke
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E=FE WFA| onA] W] st A
A =44, v SAA, ool A

o> o>

ofN ofy
4y ox 93:
o Mu

A Fe 23 (£ 8)F 2o
dom, Aol tigh s 77t
Azte] A9 1091l adsh= e
AuiE nzt geh WA A 7k
AHA HAE el = B EQ 2= T4
‘Korean',

oX,
o Mo

tlo ofN oXf T HI
o>
i}
il _13

N,
.o N

¢

A(degree centrality)& ‘time,
‘great’, ‘'shopping, ‘walking, ‘good’, ‘day’,
resident’, food, mnice? T2 WEHZ Y
A FEo] Z AR Uert. ol 23}
= Aol 457 HHa" AN, FFA ]
AREA & Uehll= AN, g oA €
5% &5y AR e, BIA AN =
2 g e 7R BAek wE e, o
Azlet A F0d Fol ool 1A=
#BA olmlA| ZVSE.O] e FE 840
o, 719E 4

_/':o]

‘ﬂr*o‘oi HIES =9 7HA] 2ke] #AA 7}
7ho] A8t JiAE AAste =AY JE&=
=73l 2 544 (closeness centrality)
BX A3} ‘war, ‘aquarium’, ‘garden’, ‘cosm-
etic, ‘'historical’, night’, ‘brand’, ‘palace’,
‘bargain’, ‘shopping®] 2.2 7§14 7+ A47}
Aol F FAKR AR Uehstt. olg 2
= wFA ] £ A 2 dled) BbE
A o7 4 HA Zed BEE AN,
A2 BAE N, ARIAAA TN
3, A3 AhE NG, AR dA ] 54
& SEI A" A Sol wEA| ofn]A]

qxe] FAlelA T FANE I of -2 A A
2| 35 WIFFo 2H ofnfR| o] T AZo|

Egol 2 4 e 84Ut E § e e
A 5 gl

>2.:

A, YEHZ YellA 7HAE 3] S7) 9&
=43k w7l 44 (betweenness centrality)
X4 A3} ‘park’, ‘guide

‘market,

‘walking', Triver,
‘station’, 'knowledge, ‘stream’,
‘driver’, ‘'service'® o2 g2 JfAEZ ] &
AddA 1 &Y =7t F A2 Yesth &0
¥ AL AL M (park’, river,
‘stream) 9] &9 grollAl AR e HFo] EE
Ao & YEskon ofg7o] Q12sh= #PA] o
nAA ddaezt b 2 24R s E
7 Aaoh =3, "2 (mErH e AN,
BEALL] AN Fol dAAE0] QA sh=
#BA| o|n Ao iste] 1 o] E QAR
LERSITH

npAEro 2 HIEL A A It AA e
Wooe} AdE wEQ| FRES FYThe of
o|ZE 414 (eigenvector centrality)
A A3} ‘time,
‘good’, ‘walking, ‘day, ‘food, Tresident’,
nice’®] £o2 YoM 9] gt tisiA]
v dARE T8 Aot vssH veRd
golgt 4 011‘4- olo]Al Hﬂ]ﬂ ZAIM S A
AR Mds & Fe9 sidelr]
o o]} & AW YeEhtsE AXElE
on, A A AZAHE Sl MESHA
wel HAE 7] HAAQ 29 S el

£ /R cltel 43K 27 ool

‘great’, Korean’, ‘shopping’,

Y 2 ol W
wo M H1 o

_1
2
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Hidlele] 7]Hke] AS]dZA B4S o] &3 BFA olulA] el I A7 109

(% 8) 2R o|o|x] MY 24 Z1t - AR|HZY 24 -2

vq |, A= 94 24 F4 Wl EA4 olelaule F44
(degree centrality) (closeness centrality)  (betweenness centrality)  (eigenvector centrality)
1 time 14.64 war 3.21 park 9.83 time 37.84
2 korean 13.69 aquarium 3.18 guide 9.28 great 36.01
3 great 13.45 garden 3.18 walking 5.13 Korean 35.43
4 shopping 12.51 cosmetic 3.17 river 4.81 shopping 33.17
5 walking 12.40 historical 3.17 market 4.66 good 32.96
6 good 12.37 night 3.16 station 4.27 walking 32.08
7 day 11.16 brand 3.15 knowledge 3.66 day 29.40
8  resident 9.33 palace 3.12 stream 3.60 food 26.28
9  food 9.32 bargain 3.12 driver 3.51 resident 24.86
10 nice 8.95 shopping 3.11 service 3.17 nice 24.37
11 enjoy 8.59 art 3.10 food 3.16 enjoy 23.19
12 lovely 8.28 price 3.10 bad 3.10 lovely 22.57
13 beautiful 7.48 ceremony 3.09 hiking 2.86 street 20.76
14 street 6.90 crowded 3.08 hot 2.60 beautiful 20.20
15 guide 6.83 atmosphere 3.08 resting 2.56 guide 19.47
16 worth 6.55 cafe 3.08 itinerary 2.41 interest 18.32
17  interest 6.49 fashionable 3.08 restaurant 2.17 restaurant 18.17
18  palace 6.43 cool 3.07 tower 2.15 worth 18.00
19  restaurant 6.41 guard 3.07 nice 2.15 palace 17.83
20 city 6.27 exhibit 3.07 shopping 2.13 viewing 17.36
21 viewing 6.24 hotel 3.07 seafood 2.07 city 16.95
22 hour 6.02 entertainment 3.06 booking 2.06 hour 16.43
23 museum 5.50 fun 3.06 museum 1.94 museum 16.18
24 tourist 5.29 mall 3.05 street 1.89 tourist 15.28
25 historical 4.55 viewing 3.05 traditional 1.88 historical 14.55
26 night 4.41 music 3.04 train 1.87 night 13.76
27  english 3.87 changing 3.04 beautiful 1.72 traditional 12.14
28  tower 3.84 exciting 3.04 souvenir 1.67 fun 11.96
29  fun 3.70 building 3.03 cooking 1.60 english 11.94
30  building 3.68 street 3.03 store 1.60 local 11.61
31 local 3.63 district 3.02 path 1.52 tower 11.55
32 traditional 3.61 gallery 3.02 tourist 1.38 building 11.26
33 photo 3.28 store 3.02 bus 1.35 photo 10.64
34  buying 3.04 hour 3.01 palace 1.23 amazing 10.44
35 price 3.00 memorable 3.01 island 1.22 culture 10.41
36 amazing 3.00 museum 3.01 city 1.17 buying 10.12
37 culture 2.84 alley 3.01 car 1.14 crowded 9.91
38  crowded 2.80 young 3.00 viewing 1.11 price 9.87
39 park 2.77 ancient 2.99 tea 1.06 eating 8.77
40  car 2.59 good 2.99 ticket 1.05 car 8.55
41  station 2.54 time 2.99 tree 1.04 park 8.48
42 eating 2.37 expense 2.99 festival 0.99 market 8.29
43  market 2.36 university 2.99 accommodation 0.95 store 8.23
44 store 2.35 weekend 2.99 korean 0.95 location 8.11
45 location 2.24 amazing 2.98 cosmetic 0.89 station 8.05
46 information 2.21 culture 2.98 ride 0.88 information 7.94
47  changing 2.11 gift 2.98 war 0.81 souvenir 7.72
48  souvenir 1.99 great 2.98 building 0.79 changing 7.32
49  resting 1.94 impress 2.98 price 0.78 resting 7.14
50  ticket 1.91 korean 2.98 blossom 0.78 wonderful 6.99

%1 a. 89 ofnlAel U 20078] AR 3 A7hel F44 B4 O 49 50708l ¢S gl Anel.
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A et ggel Zust @
The A 8l & itk AR S vigoz 3
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ru
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A)
)

M EMZAnte] @9F - Cognitive Dimension -2

DIMENSION

il 47
1=0.708

ool e 44
1n=6.550

Cognitive Dimensions

natural resource

infrastructure

recreational

entertainment

food & beverage

socioeconomic

transportation

(accessibility)

cultural, history & art

information resource

proper schedule/plan

Social environment

Specific activities

natural environment

park(2.773)
garden(1.638)
1=0.875(19)
street(6.902)
city(6.265)
1=2.261(7)
souvenir(1.985)
ticket(1.909)
1=0.769(20)
f00d(9.317)
restaurant(6.407)
1=1.856(12)
buying(3.043)
price(3.000)
n=1.162(17)
car(2.594)
station(2.540)
1=1.208(16)
palace(6.429)
museum(5.503)
u=1.873(11)
guide(6.830)
english(3.865)
1=2.024(8)
time(14.639)
day(11.164)
1=3.809(3)
korean(13.694)
resident(9.328)
1=2.345(6)
shopping(12.506)
walking(12.396)
1=4.079(2)
atmosphere(0.592)
cold(0.795)
1=0.596(23)

garden(3.181)
sunset(2.891)
1=2.695(18)
hotel(3.065)
mall(3.045)
1=2.835(13)
aquarium(3.181)
cosmetic(3.174)
1=2.915(8)
cafe(3.077)
food(2.903)
u=2.711(17)
bargain(3.116)
price(3.097)
1=2.886(11)
car(2.781)
subway(2.768)
1=2.595(22)
war(3.213)
palace(3.123)
1=2.981(2)
english(2.935)
information(2.839)
1=2.641(21)
night(3.161)
hour(3.013)
1=2.783(15)
brand(3.148)
fashionable(3.077)
1=2.914(9)
shopping(3.11)
viewing(3.045)
1=2.812(14)
atmosphere(3.077)
autumn(2.619)
1=2.570(23)

park(9.830)
river(4.813)
1=1.695(2)
market(4.655)
tower(2.152)
u=1.115(4)
souvenir(1.671)
TICKET(1.054)
1=0.483(9)
food(3.158)
restaurant(2.170)
1=0.839(7)
price(0.778)
buying(0.604)
1=0.145(18)
station(4.272)
driver(3.509)
1=0.959(6)
museum(1.935)
palace(1.229)
1=0.391(13)
guide(9.275)
knowledge(3.659)
1=1.986(1)
day(0.654)
morning(0.548)
1=0.208(17)
service(3.168)
tourist(1.376)
1=0.454(11)
walking(5.127)
hiking(2.862)
1=1.408(3)
hot (2.600)
summer(0.416)
1=0.414(12)

park(8.480)
garden(6.077)
1=3.179(19)
street(20.755)
city(16.946)
1=7.260(6)
souvenir(7.722)
ticket(6.434)
1=2.940(20)
food(26.276)
restaurant(18.165)
1=6.058(12)
buying(10.117)
price(9.873)
1=4.297(17)
car(8.545)
location(8.111)
1=4.325(16)
palace(17.831)
museum(16.175)
1=6.288(11)
guide(19.469)
english(11.941)
1=6.628(10)
time(37.835)
day(29.402)
1=10.965(3)
korean(35.425)
resident(24.862)
u="7.222(7)
shopping(33.173)
walking(32.082)
u=11.545(2)
cold(3.249)
weather(3.025)
1=2.412(23)

Fia, WEA oA 4 el 2749 AT e FEeqle) Faas Feld A
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(E 10) x| o|o|x| Xiel AN EMZATIel @2k - Affective Dimension -°

AAYE 249 2 24 W FAH olelaE 244
DIMENSION 1=2.046 n=2.810 1=0.708 1=6.550

Affective Dimensions

arousing amazing(2.999) amazing(2.981) amazing(0.104) amazing(10.439)
fantastic(0.845) fantastic(2.942) fantastic(0.001) fantastic(3.803)
1=1.992(9) 1=2.962(3) 1=0.052(22) u=7.121(8)
exciting interesting(6.485) exciting(3.038) interesting(0.776) interesting(18.324)
surprise(0.658) interesting(2.974) surprise(0.001) surprise(2.885)
1=2.510(5) 1=2.962(4) 1=0.259(15) u="7.685(5)
distressing crowded(2.803) crowded(3.084) crowded(0.193) crowded(9.909)
waiting(1.143) complex(2.949) waiting(0.049) waiting(4.406)
1=1.483(13) 1=2.893(10) 1=0.081(20) 1=5.448(14)
relaxing resting(1.937) peaceful (2.755) resting(2.558) resting(7.142)
comfort(0.952) refreshing(2.710) peaceful (0.473) comfort(3.586)
p=1.012(18) 1=2.646(20) 1=0.799(8) 1=3.807(18)
unpleasant bad(0.792) disappoint(2.839) bad(3.104) bad(3.117)
disappoint (0.630) tired(2.692) disappoint(0.002) disappoint(2.763)
1=0.638(22) 1=2.672(19) 1=1.035(5) 1=2.682(22)
impressive worth(6.551) impressive(2.981) worth(0.339) worth(17.997)
impressive(1.052) worth(2.974) impressive(0.006) impressive(4.500)
1u=2.866(4) 1=2.947(6) 1=0.115(19) 1u=8.938(4)
pleasant great(13.445) fun(3.058) nice(2.151) great(36.006)
good(12.365) g00d(2.994) beautiful (1.718) good(32.955)
1=5.308(1) 1=2.876(12) 1=0.470(10) 1=15.161(1)
evoked memorable(1.643) memorable(3.013) memorable(0.208) missing(6.183)
missing(1.434) missing(2.942) kind(0.011) memorable(6.075)
1=1.392(14) 1=2.953(5) 1=0.077(21) 1=5.699(13)
trendy changing(2.114) co0l(3.071) c001(0.506) changing(7.315)
modern(1.116) changing(3.039) changing(0.344) young(4.615)
u=1.265(15) 1=3.018(1) 1=0.221(16) u=5.011(15)
authentic historical (4.553) historical (3.168) traditional (1.882) historical (14.551)
traditional (3.610) ancient(2.994) historical (0.382) traditional (12.137)
1=1.916(10) 1=2.938(7) 1=0.388(14) 1=6.838(9)
reputational famous(0.757) clean(2.852) clean(0.088) clean(3.255)

popular(0.661)
1=0.655(21)

famous(2.776)
u=2.748(16)

convenience(0.003)

1=0.023(23)

popular(2.744)
n=2.726(21)

Ae] 2y g agid 2709 AT el 98919
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HFA A w7l= #HAl F389 = (trendy) 2

S 2 (exciting), 7]
¥ =(evoked), 74 2 -&(impressive), 8%
@(authentic), 71® (pleasant) 2] A% ol
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