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Abstract	
In	 the	 recent	 years,with	 the	 popularity	 of	 revenue	management,dynamic	 pricing	 is	
widely	 adopted	 by	 tourism	merchants,which	 has	 influenced	 the	 new	 generation	 of	
consumers	who	have	grown	up	in	the	era	"free"	and	"group	purchase".Meanwhile,this	
behavior	of	merchants	has	cultivated	a	large	number	of	strategic	travel	consumers.The	
article	 selects	 travel	notes	of	 three	 typical	destinations	on	 the	Mafengwo	website	as	
research	objects.	and	use	the	ROST	statistical	software	to	analyze	the	data.The	results	
show	that	the	main	travel	motivations	of	strategic	travel	consumers	are	value	motivation	
and	communication	motivation.OTA,	the	travel	community,	and	third‐party	applications	
are	 the	main	 channels	 for	 strategic	 travel	 consumers	 to	 understand	 information	 in	
advance.	There	are	16	strategic	behaviors	in	the	consumption	process	of	strategic	travel	
consumers,	such	as	advanced	strategy	behavior,	delayed	purchase	behavior	and	risky	
behavior.Strategic	travel	consumers	are	highly	satisfied	with	positive	emotions,	with	a	
small	amount	of	negative	emotions.Finally,	based	on	the	above	descriptive	analysis,	the	
SDS	behavior	characteristic	model	is	constructed.	
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1. Introduction	

The	concept	of	strategic	consumers	was	born	 in	the	1970s	as	passengers	who	took	steps	to	
lower	 their	 costs	 in	 response	 to	 airlines'	 dynamic	 pricing.	 With	 the	 increasingly	 fierce	
competition,	 the	 strong	 rise	of	OTA	and	 the	popularity	of	 revenue	management	 technology,	
merchants	 have	more	 obvious	 dynamic	 pricing	 tendencies	 and	 behaviors.	With	 the	 help	 of	
tourism	e‐commerce	platform,	businesses	and	consumers	have	realized	more	frequent	game	
and	 interaction.	Nowadays,	 tourism	merchants	 generally	 adopt	 dynamic	 pricing	 strategy	 to	
obtain	the	maximum	profit,	but	this	behavior	also	cultivates	more	strategic	travel	consumers.	
The	popularization	and	application	of	Internet	technology	have	strengthened	tourists'	strategic	
purchasing	 behavior.	 The	 typical	 characteristics	 of	 strategic	 travel	 consumers	 are	 limited	
budget,	 which	 is	 difficult	 to	 support	 the	 consumption	 of	 higher	 prices.	 They	 often	 adopt	
strategic	purchasing	behaviors	when	making	decisions,	such	as	purchase	decision	delay	and	
full	waiting,	Etc.,	in	order	to	pursue	the	maximization	of	product	value.	
Growing	 up	 with	 "free"	 and	 "group	 purchase",	 the	 young	 consumer	 group	 is	 increasingly	
becoming	the	main	force	of	tourism	consumption	in	China,	and	they	naturally	have	the	"gene"	
of	strategic	consumption.	They	tend	to	share	their	experiences	online	rather	than	in	real	life.	
This	allows	for	user‐generated	content(UGC)	such	as	travel	notes,	comments,	and	travel	guides.	
Comments,	travel	notes	and	guides	on	major	travel	platforms	are	being	updated	and	expanded	
day	by	day,	which	provides	data	support	for	studying	the	behavioral	characteristics	of	strategic	
travel	consumers.	
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In	recent	years,	more	and	more	scholars	use	text	analysis	tools	to	mine	and	analyze	network	
texts	when	studying	tourism	phenomena	and	tourists'	behaviors,	such	as	studying	the	image	
perception	of	tourist	destinations	and	tourism	experience,	and	their	research	results	have	been	
recognized	and	accepted	by	the	academic	community[1].	In	the	future,	the	research	on	network	
text	with	the	help	of	text	analysis	technology	will	be	more	mature	and	effective,	and	the	text	
analysis	technology	will	be	paid	more	attention	and	put	into	practice.	

2. Definition	of	Strategic	Travel	Consumer	

The	concept	of	strategic	consumers	came	into	being	in	the	1970s,	and	originally	refers	to	those	
consumers	who	 take	 some	 kind	 of	 evasive	 behavior	 in	 response	 to	 the	 dynamic	 pricing	 of	
airlines.	In	1970,	Anderson,	the	CEO	of	Best	Buy,	publicly	called	strategic	consumers	"the	devil"	
and	 believed	 that	 consumers'	 behavior	 of	 waiting	 for	 manufacturers	 to	 reduce	 prices	 and	
discounts	reduced	merchants'	profits[2].	Research	on	strategic	consumers	at	home	and	abroad	
is	mainly	based	on	the	existence	of	strategic	consumers	how	manufacturers	to	price.	Monroe	
Kent	 	 studied	 that	 the	 intrinsic	 reference	 price	 formed	 by	 consumers	 in	 the	 stage	 of	 price	
judgment	would	affect	their	purchase	decisions	[3].	There	is	a	minimum	reserve	price	when	
strategic	 consumers	 make	 decisions.	 When	 the	 product	 price	 is	 lower	 than	 the	 minimum	
reserve	 price,	 consumers	 will	 doubt	 the	 quality	 of	 the	 product	 and	 reduce	 their	 purchase	
accordingly.	In	this	case,	the	demand	will	decrease	as	the	price	decreases	[4].	Elmaghraby	W	
and	 Keskinocak	 Pdivided	 consumers	 into	 strategic	 and	 non‐strategic	 types.	 Non‐strategic	
consumers	 will	 compare	 product	 price	 with	 psychological	 price	 before	 purchase,	 while	
strategic	consumers	will	hold	cash	on	the	sidelines	and	compare	current	price	with	expected	
price	before	purchase[5].	Su	believed	that	strategic	consumers	would	make	a	trade‐off	between	
buying	 hot	 products	 immediately	 and	 waiting	 to	 buy	 discounted	 products[6].	 Strategic	
consumers	 not	 only	 choose	 whether	 to	 buy	 products	 but	 also	 when	 to	 buy	 products[7].	 Ji	
Guojun	believes	that	consumers'	purchasing	mentality	and	behavior	are	becoming	more	and	
more	strategic.	Specifically,	they	purchase	products	at	the	lowest	possible	price	by	waiting	for	
price	reduction,	so	as	to	maximize	consumer	surplus[8].The	manufacturer	in	order	to	increase	
revenue,	will	use	a	dynamic	pricing	strategy	to	cope	with	the	uncertainty	of	consumer	demand,	
and	strategic	consumer	behavior	in	response	to	the	behavior	of	dynamic	pricing	will	arrange	to	
buy	time	to	deliberate,	under	the	above	behavior	of	consumer	demand	temporal	structure	will	
change,	the	product	of	the	expected	price	fluctuations	will	occur[9].	In	her	research,	Zhang	Lei	
concluded	 that	 inter‐temporal	Substitution	refers	 to	consumers'	behavior	of	postponing	 the	
purchase	 opportunity	 to	 a	 certain	 point	 in	 the	 future.	 Consumers	 with	 inter‐temporal	
substitution	in	consumption	can	be	called	strategic	consumers[10].	
There	are	very	 few	studies	on	strategic	 travel	consumers	by	 tourism	scholars	 in	China,	and	
there	 is	 no	 special	 study,	which	 is	 only	mentioned	 in	 some	 articles	 or	 chapters.	 Guo	 Yajun		
explained	in	his	research	that	tourism	consumers	would	search	for	product	information	and	
price	 of	 tourist	 destinations	 in	 the	 early	 stage,	 and	 form	 an	 internal	 "price	 anchor"	 at	 the	
decision‐making	stage	of	tourism	based	on	the	searched	information,	that	is,	the	reference	price	
of	products.	In	the	subsequent	decision‐making,	the	"price	anchor"	directly	represents	tourists'	
perception	of	the	price	of	the	product,	and	the	"price	anchor"	plays	a	reference	role	in	the	final	
decision	result[11].	Li	Bin	studied	 tourists'	behavior	 in	 the	description	and	characterization	
stage	 of	 decision‐making	 from	 the	 perspective	 of	 behavioral	 economy,	 and	 analyzed	 that	
tourists	would	conduct	comprehensive	evaluation	and	consideration	of	the	value	of	expected	
destination	 and	 alternative	 destination,	 and	usually	 choose	 the	 destination	with	 the	 largest	
utility	 value	 as	 the	 first	 choice[12].	 Zhang	 Lei	 concluded	 that	 tourists	 may	 strategically	
postpone	purchasing	time	due	to	uncertainty	of	product	prices	in	addition	to	waiting	for	low	
prices[10].	For	example,	when	buying	air	tickets,	consumers	will	choose	to	wait	for	special	fares	
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due	to	the	uncertainty	of	the	itinerary.	At	this	time,	consumers	who	buy	air	tickets	in	advance	
will	 face	 the	 risk	 of	 high	 prices,	 so	 they	will	 be	 compensated	 for	 the	 risk	 by	 the	 purchase	
discount.	 Zou	 Liuxin	 studied	 the	 dynamic	 pricing	 of	 airlines	 and	 concluded	 that	 under	 the	
airline‐agent	supply	chain	model,	the	revenue	of	airlines	would	decrease	with	the	increase	of	
strategic	consumers[13].	
Based	on	the	above	research,	this	paper	defines	strategic	travel	consumers	as	those	who	collect	
tourism	information	and	product	prices	through	various	channels	under	the	condition	of	the	
Internet,	timely	adopt	strategic	behaviors,	purchase	tourism	products	at	the	lowest	price	as	far	
as	possible,	and	obtain	the	largest	surplus	of	consumers.	

3. The	Research	Process	

3.1. Data	Collection	and	Processing	
User‐generated	Content	(UGC)	refers	to	any	form	of	content	created	and	published	by	users	on	
the	Internet,	including	text,	pictures,	video,	audio	and	other	forms	of	Content.	User‐generated	
Content	is	a	new	mode	of	creation	and	organization	of	network	resources	in	the	Context	of	Web	
2.0[14].In	the	Web2.0	environment,	Internet	users	take	into	account	two	identities:	producer	
and	receiver	of	platform‐generated	content.	Text,	pictures,	videos	and	other	content	generated	
by	 users	 on	 tourism	media,	 websites,	 forums	 and	 other	 platforms	 belong	 to	 tourism	 user‐
generated	content,	which	has	a	great	impact	on	platforms,	brand	owners	and	users.	
In	this	paper,	the	travel	notes	of	three	destinations,	namely,	Chengdu‐Chongqing	area,	Thailand	
and	 Japan,	 are	 selected	 as	 the	 research	 objects.	 Through	 empirical	 analysis,	 the	 behavioral	
characteristics	of	strategic	travel	consumers	are	studied.	
Travel	notes	from	three	destinations	on	the	Mafengwo	from	2017	to	2020	were	selected	as	the	
sample.	 In	 sample	 selection,	 based	 on	 the	 strategic	 behavior	 characteristics	 of	 strategic	
consumers,	the	maximum	cost	performance	ratio	can	be	obtained	with	the	minimum	money	
value.	Enter	"destination	+	save	money,	destination	+	value,	destination	+	cost	performance"	
and	other	keywords	to	screen	in	the	Mafengwo	travel	column.	The	selection	condition	of	travel	
notes	is	that	they	have	read	more	than	1000	books.	The	whole	content	involves	the	author's	
multiple	strategies	and	behaviors	in	the	travel	and	interacts	with	other	users,	which	has	great	
reference	 value.	 140	 relatively	 complete	 travel	 notes	 were	 obtained	 initially.	 Travel	 notes	
include	two	forms	of	travel,	independent	travel	and	group	travel,	which	can	be	subdivided	into	
honeymoon	travel,	family	travel,	graduation	travel,	cruise	travel,	etc.,	with	rich	contents.	

3.2. Text	Preprocessing	
In	140	article	in	the	preliminary	screening,	eliminate	multiple	text,	eliminate	obviously	belongs	
to	the	text	of	business	promotion,	after	eliminating	the	text	of	do	not	conform	to	the	theme,	end	
up	with	99,	detailed	and	complete	the	travels	of	text	content,	its	content	includes	the	author	in	
the	activities	of	the	whole	travel	path,	arrangement,	feelings	and	behavior,	etc.	The	processed	
travel	notes	were	used	as	the	supporting	data	of	this	study,	including	33	for	each	destination	
with	a	total	of	about	519,000	characters,	179,985	for	Japan,	162,934	for	Thailand	and	162,924	
for	Chengdu‐Chongqing.	
3.2.1. Synonym	Substitution	
Because	each	author	has	great	differences	in	writing	and	expression,	there	are	problems	such	
as	the	same	meaning	but	different	name,	etc.,	which	need	to	replace	the	words	with	different	
expressions	but	 the	same	meaning,The	 text	replacement	and	supplement	 functions	 in	ROST	
Content	Mining	software	are	used	to	unify	the	semantically	identical	words	and	phrases	in	all	
the	texts	to	improve	the	accuracy	of	the	texts.	
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3.2.2. Build	Word	Segmentation	Filter	Word	List	and	Word	Segmentation	Custom	Word	
List	

The	20	randomly	selected	travel	notes	were	translated	into	TXT	text.	After	word	segmentation	
with	 the	word	 segmentation	 function	of	ROST	Content	Mining	 software,	 the	words	with	no	
practical	 meaning	 or	 irrelevant	 to	 the	 study	 were	 read	 and	 recorded.	 The	 words	 with	 no	
practical	meaning	 included	 conjunctions,	prepositions,	 articles	 and	auxiliary	words,	 such	as	
"de",	"ta"	and	"ru".	Words	that	were	not	related	to	the	study	included	names	of	cities,	scenic	
spots,	food	and	shopping	centers.	Finally,	all	recorded	words	are	built	into	TXT	files,	imported	
into	the	ROST	file,	as	a	filter	word	list	in	text	processing.	The	custom	word	table	is	to	summarize	
the	scenic	spot	name,	regional	characteristic	words,	software	name	and	so	on	into	a	document	
and	 then	 import	 it	 into	 the	 software	 custom	 word	 table	 file,	 which	 is	 used	 as	 a	 word	
segmentation	custom	dictionary	for	text	analysis.	
3.2.3. Extract	High	Frequency	Feature	Words	
(1)	After	 the	 removal	of	punctuation	marks,	 software	 is	used	 for	word	 segmentation	of	 the	
preprocessed	text.	During	word	segmentation,	custom	word	lists	are	enabled	to	generate	the	
documents	after	the	words.	(2)	The	document	after	word	segmentation	is	further	imported	into	
the	 software	 to	 analyze	 the	 Chinese	 word	 frequency	 in	 the	 statistical	 data.	 Before	 word	
frequency	analysis,	enable	the	filter	word	list,	select	not	to	output	single‐word	words	and	retain	
the	top	300	high‐frequency	words.	(3)	The	high‐frequency	words	with	similar	meanings	in	the	
generated	statistical	table	of	high‐frequency	words	are	combined	twice.	Finally,	it	is	determined	
as	the	vocabulary	of	high	frequency	words	in	analysis.	
	

Table	1.	Vocabulary	of	High‐frequency	Words	(top	30	High‐frequency	words)	
Rank	 Vocabulary	 Frequency	 Rank	 Vocabulary Frequency Rank Vocabulary	 Frequency

1	 hotel	 1034	 11	 The	driver	 246	 21	 friends	 187	

2	 time	 661	 12	 strategy	 245	 22	 Take	a	taxi	 187	

3	 airport	 620	 13	 attractions	 244	 23	 Hot	pot	 187	

4	 cheap	 436	 14	 arrive	 232	 24	 The	bus	 186	

5	 trip	 382	 15	 travel	 229	 25	 experience	 184	

6	 delicious	 319	 16	 The	plane	 227	 26	 tourists	 180	

7	 ticket	 273	 17	 walking	 224	 27	 shopping	 179	

8	 In	advance	 258	 18	 Set	out	 220	 28	 park	 171	

9	 convenient	 254	 19	 The	subway 213	 29	 free	 170	

10	 The	traffic	 249	 20	 Take	phptos 204	 30	 tickets	 169	

3.2.4. Build	Content	Analysis	Categories	
There	are	two	methods	for	establishing	analytical	categories	 in	academic	research.	The	first	
method	is	to	directly	use	existing	analytical	categories	after	revising	them,	the	second	method	
is	 to	design	analytical	 categories	based	on	one's	own	research.	This	paper	makes	 statistical	
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analysis	by	referring	to	the	analysis	categories	established	by	Li	Xiaoyong	(2017)	through	text	
analysis	 to	 study	 the	 behavioral	 characteristics	 of	 self‐service	 tourists[15].	 Combine	
information	 record	 and	 share	 into	 the	 same	 secondary	 category,	 and	 adopt	 after	 certain	
modification.	A	total	of	5	primary	and	14	secondary	categories	are	included.	as	is	shown	in	table	
2.	
	

Table	2.	Statistics	of	high‐frequency	words	in	content	analysis	category	
The	primary	
categories	

The	secondary	
category	

Proportion	of	high	
frequency	words	

Examples	

Travel	to	prepare	 Search	strategy	 15.91%	 In	advance,	Strategy	
Trip	planning	 11.91%	 Booking,	Independent	travel	

Documents	prepared	 1.12%	 Id	card,	Visa,	Passport	
Tourist	destination	 Food	and	beverage	 8.55%	 Delicious,	Hotpot,	Restaurant	

accommodation	 8.37%	 Hotel,	Room	
The	traffic	 26.51%	 Airport,	Ticket	
attractions	 10.30%	 The	scenic	spot,	tourists	
shopping	 5.40%	 Purchase,	the	mall	

entertainment	 0.81%	 Performance,	transvestite	
Travel	life	 life	 0.81%	 Service,	The	weather,	rest	

security	 0.31%	 Security,	insurance	
Travel	to	pay	 0.80%	 Cash,	The	exchange	rate	

Alipay	
Regeneration	of	

tourism	
share	 3.20%	 TakePictures,	travel	note	

Auxiliary	tool	 Application	tool	 2.03%	 Mobile	phone,	taobao,	ctrip	
total	 	 100%	 	

4. Analysis	of	Strategic	Tourism	Consumer	Behavior	

4.1. The	Travel	Motivation	of	Strategic	Travel	Consumers	
It	 is	 generally	 believed	 in	 psychology	 that	 motivation	 is	 the	 driving	 force	 that	 promotes	
individuals	to	take	actions	under	the	combined	action	of	internal	needs	and	external	stimuli.	
Tourism	motivation	refers	to	the	motivation	that	urges	tourists	to	carry	out	tourism	activities	
and	make	them	in	a	positive	state	to	achieve	certain	tourism	goals.	Tourism	motivation	is	the	
inner	driving	force	of	tourism	decision	making,	which	belongs	to	the	propelling	factor	of	push‐
pull	theory.	The	motivations	of	tourists	fall	into	many	categories[16],In	this	paper,	American	
scholars	Robert	Mclntosh	and	S.Goeldner	(1984)[17]	classify	tourism	motivation.	After	revising	
the	original	classification	based	on	the	activity	performance	of	strategic	travel	consumers,	the	
tourism	motivation	 is	 divided	 into	 six	 types:	 physical	 health	 motivation,	 value	 motivation,	
cultural	motivation,	 communication	motivation,	 status	 and	 reputation	motivation,	 curiosity	
and	adventure	motivation.	
After	the	analysis	of	the	high	frequency	word	extraction	and	screening,	the	establishment	of	
strategic	 travel	 consumers	motivation	word	 frequency	statistical	 table	and	according	 to	 the	
motivation	type	of	classification.	
It	 can	 be	 clearly	 seen	 from	 the	 above	 table	 that	 value	motivation	 accounts	 for	 the	 highest	
proportion	 among	 all	motivations	 of	 strategic	 consumers,	which	 is	 also	 a	 typical	 feature	 of	
strategic	 consumers.	 Its	 keywords	 include	 "cheap",	 "convenient",	 "shopping",	 "free",	 "save	
money",	 "bargain",	 "discount"	 and	 so	 on.	 Value	motivation	mainly	 involve	 the	 consumption	
problem	in	the	process	of	travel,	at	the	early	stage	of	the	value	of	motivation	as	a	travel	planning	
under	the	premise	of	the	drive,	the	early	stage	of	the	strategic	travel	consumers	are	more	likely	
to	learn	the	experience	of	others	and	on	multiple	platforms	travel	price	comparison	to	choose	
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cost‐effective	products,	 namely	monetary	value	 funds	 for	 travel	 and	 leisure	 time	 is	 time	on	
balance	and	adjustment,	In	order	to	achieve	the	travel	process	of	high	cost	performance,	high	
quality	 requirements.	 Therefore,	 it	 can	 be	 summarized	 that	 the	 typical	 characteristic	 of	
strategic	consumers	is	to	get	the	maximum	satisfaction	through	various	ways.	In	the	context	of	
the	vigorous	development	of	domestic	tourism	and	the	degradation	of	consumption,	consumers	
have	the	conditions	and	desire	to	choose	destinations	with	good	quality	and	reasonable	price	
and	"suitable"	time.	
	

Table	3.	Classification	table	of	travel	motivation	

Classification	of	
motivation	

High‐frequency	words	 Proportion

Physical	health	
Motivation	

Experience,	play,	rest,	scenery,	Comfortable,	sightseeing,	clean,	
Hot	springs,	visit,	safety,	Appreciation	

17.41%	

Value	motivation	 Cheap,	Convenient,	Shopping,	Free,	Save	money,	Cost‐effective,	
Discount,	Worth,	Value,	Cost	performance,	Suitable	

32.25%	

Cultural	motivation	 Specialty,	Cuisine,	Performance,	Local,	Ladyboy,	Hot	and	sour	
powder,	Kimono,	

15.17%	

Communication	
motivation	

Photos,	Friends,	Online,	Small	friends,	Children,	Photography,	
Wechat,	Husband,	Classmates,	Students	

19.72%	

Status	and	prestige	
motivation	

Service,	Promotion	 2.89%	

Curiosity	and	take	risks	
motivation	

Guide,	Hot	pot,	Free	travel,	Shock	,Lively	 12.57%	

4.2. Analysis	on	the	Decision‐Making	Behavior	of	Strategic	Travel	Consumers	
Tourism	decision‐making	is	the	process	of	tourists'	psychological	activities,	which	occupies	a	
central	position	in	the	whole	travel	activities	and	plays	a	decisive	role	in	all	tourism	activities.	
Crotts&John	defined	tourism	decision	making	as	the	behavior	of	tourists	carefully	evaluating	
the	information	of	tourism	destinations	and	tourism	products	and	rationally	selecting	the	best	
plan	that	can	meet	the	needs	of	tourists[18].	The	first	problem	to	be	solved	in	tourism	decision‐
making	is	the	selection	of	tourist	destinations.	The	stage	of	tourism	decision‐making	behavior	
is	the	concentrated	embodiment	of	the	strategy	adopted	by	strategic	travel	consumers,	and	the	
content	 of	 tourism	 decision‐making	 includes	 five	 stages,	 including	 demand	 confirmation,	
information	search,	scheme	evaluation,	purchase	behavior	and	post‐purchase	behavior[19].	In	
travel	notes,	tourists'	decision‐making	behavior	is	often	shown	by	collecting	ticket	and	hotel	
discount	information	in	the	early	stage,	evaluating	prices,	mining	useful	information	provided	
by	 others,	 and	 finally	 selecting	 corresponding	 travel	 products.	 In	 this	 paper,	 based	 on	 the	
analysis	content,	high‐frequency	words,	content	analysis	categories,	social	network	graph,	etc,	
in	 chapter	 4,	 after	 in‐depth	 excavation	 of	 the	 text,	 the	 strategic	 behavior	 of	 strategic	 travel	
consumers	is	calculated,	which	is	summarized	in	the	following	table.	

4.3. Strategic	Tourism	Consumer	Satisfaction	Evaluation	
Hamira	(2008),	believes	that	tourism	satisfaction	consists	of	 three	parts:	cognition,	emotion	
and	 system[20].	 Domestic	 scholars	 Li	 Zhihu	 think	 that	 satisfaction	 is	 a	 kind	 of	 tourists'	
psychological	activities,	specific	for	the	tourists	satisfaction	of	needs	can	be	met	after	pleasure,	
satisfaction	 level	 can	 function	 to	 represent	 the	 effect	 of	 the	 expected	 effect	 of	 difference	 of	
perception,	 are	 satisfied	by	 the	 tourists	 expected	effect	 and	 the	actual	 effect	 of	 relationship	
perception	decision[21].	Text	sentiment	analysis,	also	known	as	opinion	mining	and	propensity	
analysis,	focuses	on	mining	people's	views	and	emotions	and	evaluating	their	attitudes	towards	
entities	 such	 as	 products,	 services	 and	 organizations[22].	 There	 are	 three	 main	 sentiment	
analysis	methods:	(1)	based	on	dictionary	analysis,	(2)	based	on	network	analysis	and	(3)	based	
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on	 corpus	 analysis[23].	 This	 paper	 intends	 to	 study	 the	 satisfaction	 of	 strategic	 travel	
consumers	 through	 the	 emotion	 analysis	 function	 of	 ROST	 Content	 Mining.	 The	 emotion	
analysis	in	ROST	Content	Mining	is	a	text	analysis	method	based	on	the	emotion	dictionary.	By	
analyzing	the	emotional	tendency	of	text	expression,	and	then	according	to	the	weight	in	the	
emotion	dictionary,	The	corresponding	emotional	score	is	given.	
	

Table	4.	Classification	table	of	strategic	behavior	in	tourism	decision‐making	stage	
Tourism	decision‐making	stage	 Behavior	reflect	

Need	to	confirm	
The	act	of	seeking	conformity	or	difference	

Exploratory	behavior	

Information	search	

Search	strategy	in	advance	behavior	
Goal‐directed	behavior	

Cross‐site,	cross‐software	access	behavior	
Search	for	revenue	behavior	
Constant	attention	to	behavior	

Program	evaluation	
Time	directed	behavior	
Reference	behavior	

Price	comparison	behavior	

Buying	behavior	

waitting	behavior	
Intertemporal	deferred	purchase	behavior	

Alternative	behavior	
risk‐taking	behavior	

Maximum	and	minimum	reserve	price	behavior	
Post‐purchase	behavior	stage	 Content	analysis	behavior	

	
Table	5.	Statistical	chart	of	emotional	classification	of	strategic	travel	consumers	

The	primary	
categories	

Positive	emotions	 Negative	emotions	
Neutral	
emotions

Total

Number	 141	 24	 49	 214	

Proportion	 65.89%	 11.21%	 22.90%	 100%

The	Secondary	
categories	

Low	[0	10]	
Middle	
[10	20]	

High	
[20+]	

Low	[‐10	0]	
Middle		
[‐20‐10]	

High	[‐20‐]	
‐	
0	

‐	

Number	 61	 40	 40	 19	 4	 1	 49	 214	

Proportion	 28.50%	 18.69%	 18.69% 8.88%	 1.87%	 0.47%	 22.90%	 100%

	
According	 to	 the	 above	 analysis,	 positive	 emotion,	 neutral	 emotion	 and	 negative	 emotion	
account	 for	 65.89%,	 11.21%	and	22.90%	of	 strategic	 travel	 consumers.	 Through	 the	 above	
chart	analysis,	it	can	be	concluded	that	the	emotional	evaluation	of	strategic	travel	consumers	
in	the	whole	trip	is	mainly	positive	and	neutral	emotions,	including	a	small	part	of	negative	and	
negative	emotions,	which	indicates	that	the	overall	satisfaction	of	tourism	consumers	is	higher.	
From	 the	 three	 categories	 of	 positive	 emotion,	 there	was	 no	 significant	 difference	 between	
moderate	 positive	 emotion	 [0‐10],	 moderate	 positive	 emotion	 [10‐20],	 and	 high	 positive	
emotion	[20	+].	In	terms	of	statistical	significance,	general	negative	emotion	[‐10‐0]	accounted	
for	a	high	proportion	in	the	classification	of	negative	emotion,	which	was	significantly	different	
from	moderate	negative	emotion	[‐20	‐10]	and	high	negative	emotion	[‐20—].	Based	on	the	
above	emotional	data	analysis,	 it	can	be	clearly	seen	that	strategic	 travel	consumers	mainly	
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have	positive	emotions	in	the	whole	process	of	travel	and	have	a	high	overall	satisfaction	degree,	
in	which	the	general	positive	emotions	account	for	a	large	proportion,	indicating	that	tourists	
are	 prone	 to	 produce	 a	 high	 level	 of	 positive	 emotions.	 Among	 the	 few	 negative	 emotions,	
general	 negative	 emotions	 accounted	 for	 the	 highest	 proportion,	 while	moderate	 and	 high	
negative	emotions	were	less.	

4.4. A	Behavioral	Characteristic	Model	of	Strategic	Travel	Consumers	
Based	on	the	above	analysis,	three	elements	are	summarized	and	the	behavioral	characteristics	
model	 of	 strategic	 tourists	 is	 constructed.	 SDS	model,	 S	 refers	 to	 Strategy,	 is	 the	 basis	 and	
condition	 for	 strategic	 travel	 consumers	 to	 adopt	 strategic	 behavior;	D	 stands	 for	Decision,	
which	is	the	core	of	strategic	tourism	consumer	behavior.	A	central	position	in	travel	activities	
that	determines	other	factors.	S	refers	to	Save.	Saving	is	a	relative	concept	in	this	article,	which	
summarizes	that	the	motive	of	strategic	travel	consumers	to	adopt	strategic	behaviors	is	to	Save	
money.	It	also	includes	other	keywords,	such	as	great	value,	cheap,	good	price,	cost‐effective,	
etc.	 As	 shown	 in	 Figure	 1,	 the	 three	 factors	 interact	 and	 influence	 each	 other	 to	 jointly	
summarize	the	behavioral	characteristics	of	strategic	travel	consumers.	

	
Figure	1.	Diagram	of	behavior	characteristic	model	

5. Conclusion	

On	the	basis	of	 tourist	behavior	research,	 this	paper	takes	strategic	travel	consumers	as	the	
research	object,	the	travel	notes	on	Mafengwo	as	the	data	source,	and	the	travel	notes	on	three	
typical	 destinations	 of	Mafengwo:	 Japan,	 Thailand	 and	 Chengdu‐Chongqing	 as	 the	 research	
object.	With	the	help	of	ROST	Content	Mining,	Excel,	Tagul	and	other	analysis	software,	 this	
paper	conducts	a	descriptive	analysis	on	the	behavior	of	strategic	travel	consumers,	constructs	
an	SDS	model,	and	analyzes	the	following	conclusions	based	on	the	characteristics	of	Chinese	
tourism	consumers:	
(1)The	motivations	 of	 strategic	 travel	 consumers	 are	 value	motivation	 and	 communication	
motivation,	 body	 and	 health	 motivation,	 cultural	 motivation,	 curiosity	 and	 adventure	
motivation,	status	and	reputation	motivation,	which	interweave	and	affect	the	decision‐making	
of	tourism.	The	value	motive	is	mainly	reflected	in	that	consumers	pay	more	attention	to	price	
during	 the	whole	 travel	process.	Specifically,	 the	words	 "cheap",	 "convenient",	 "economical"	
and	"cost‐effective"	appear	frequently	in	travel	notes.	
(2)OTA,	tourism	communities	and	third‐party	applications	are	the	main	channels	for	strategic	
travel	consumers	to	know	information	in	advance.	Information	is	mainly	collected	online	and	
supplemented	offline	in	the	decision‐making	process	of	tourists,	and	both	online	and	offline	are	
carried	out.	Strategic	travel	consumers	frequently	collect	information	in	advance,	compare	the	
price	of	products	with	their	psychological	expectations,	and	take	strategic	waiting	behavior	to	
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buy	products	and	services	with	high	cost	performance	at	 the	right	time.	"Price	comparison"	
behavior	is	a	common	means	for	strategic	travel	consumers	in	the	decision‐making	stage.	They	
will	choose	the	product	with	the	lowest	price	after	using	various	discounts	and	concessions.	
(3)The	 consumption	 process	 of	 strategic	 travel	 consumers	 mainly	 includes	 five	 aspects:	
transportation,	hotel,	catering,	shopping	and	tourism	attractions.	Strategic	 travel	consumers	
have	risky	behavior	and	delayed	waiting	behavior	in	ticket	purchase.	They	generally	take	the	
airplane	as	their	preferred	travel	tool.	They	pay	attention	to	ticket	price	in	advance,	transfer	at	
the	airport,	reserve	red‐eye	flight	to	save	one	night's	accommodation,	or	buy	ticket	first	and	
then	apply	for	visa.	Besides	the	room	price	and	location,	I	also	pay	attention	to	the	software	
equipment	of	the	hotel,	including	the	room	size,	the	view	outside	the	room,	whether	there	is	
breakfast,	the	features	and	services	of	the	hotel,	etc.	I	will	also	try	capsule	hotel,	night	bus	and	
other	economical	ways	to	replace	the	accommodation.	Strategic	travel	consumers	tend	to	be	
exploratory	in	their	choice	of	food	and	beverage.	They	also	search	for	restaurants	with	local	
characteristics	and	food	with	 local	characteristics	with	the	help	of	application	software,	and	
adopt	 strategic	 behaviors	 in	 the	 purchase	 process.	 In	 terms	 of	 shopping,	 tourism	 strategy	
behavior	 is	 mainly	 reflected	 in	 the	 overseas	 shopping	 by	 exchange	 rate	 fluctuations,	 tariff	
preferences	and	other	factors,	tourists	choose	to	buy	cosmetics	and	luxury	goods	in	duty‐free	
shops	with	large	price	differences	from	domestic.	What	you	buy	varies	by	destination.	In	terms	
of	the	choice	of	tourist	attractions,	strategic	tourist	consumers	will	explore	well‐known	scenic	
spots	 and	 scenic	 spots	with	 local	 characteristics	 in	 advance	 and	 pay	 attention	 to	 nocturnal	
tourist	attractions.	
(4)Strategic	travel	consumers	have	higher	overall	satisfaction	during	travel.	The	results	show	
that	tourists	produce	more	positive	emotions	and	only	a	small	amount	of	negative	emotions.	In	
positive	emotion,	the	three	categories	were	generally	positive,	moderately	positive	and	highly	
positive,	but	there	was	no	significant	difference.	In	negative	emotion,	the	three	categories	were	
generally	negative,	moderately	negative	and	highly	negative.	The	proportion	of	high	positive	
emotion	 is	 far	 higher	 than	 that	 of	 high	 negative	 emotion,	 indicating	 that	 strategic	 travel	
consumers	 have	 high	 moral	 positive	 emotion	 reaction.	 In	 the	 statistics	 of	 emotion	 word	
frequency,	positive	emotion	word	frequency	accounts	for	a	large	proportion,	reflecting	tourists'	
perception	of	local	image,	while	negative	emotion	accounts	for	a	small	proportion,	but	can	show	
tourists'	demand	and	dissatisfaction,	which	should	be	paid	attention	to.	
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