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ABSTRACT

This study examined the main factors for activating rural tourism of Jeollabuk—do using big
data analysis. The tourism big data was gathered from public open data sources and social
network services (SNS), and the analysis tools, ‘Opinion Mining’, “Text Mining’, and ‘Social
Network Analysis(SNA)” were used. The opinion mining and text mining analysis identified the
key local contents of the 14 areas of Jeollabuk—do and the evaluations of customers on rural
tourism. Social network analysis detected the relationships between their contents and determined
the importance of the contents. The results of this research showed that each location in
Jeollabuk—do had their specific contents attracting visitors and the number of contents affected
the scale of tourists. In addition, the number of visitors might be large when their tourism contents
were strongly correlated with the other contents. Hence, strong connections among their contents
are a point to activate rural tourism. Social network analysis divided the contents into several
clusters and derived the eigenvector centralities of the content nodes implying the importance
of them in the network. Tourism was active when the nodes at high value of the eigenvector
centrality were distributed evenly in every cluster; however the results were contrary when the
nodes were located in a few clusters. This study suggests an action plan to extend rural tourism
that develop valuable contents and connect the content clusters properly.
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Table 1. Summary
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of big data research for tourism

Researcher

Data source Methodology Results and applications

— Show images of tourists for hotels of Hong

Lau et al. 2005 Blog Text mining Kong
— Suggest a practical marketing plan
— Draw satisfaction and intention to revisit as
Text mining major reward factors

Jeong & Jeon 2008

TripAdvisor review

ANOVA — A daily rate affects mainly satisfaction and
revisit
. . — Construct modeling f itive/negati
Ye et al. 2009 Yahoo travel site Discriminant analysis ons' Fuct modeting fof positivernegative
emotion for tour place
O’ Connor 2010 TripAdvisor review Content analysis, - Investigate sat-isfactions with reviews
frequency — Managing reviews matters
Kong & Kang Blog, Facebook, Keyword, - Apply hotel CRM & marketing
2013 Twitter text mining — Offer data security improvement

Duan et al. 2013

. . . Correlation
TripAdvisor review L
regression

- Amounts of reviews are positive
— Positive reviews affects resales

Lee & Yoon 2014

. Keyword,
Facebook, Twitter yw .
social metrics

- Analyse unstructured data
- Distract meanings from tourism keywords

Jung 2015

Latent Dirichlet
Facebook, Twitter  Allocation(LDA),

~ Recommend consumers customized tour place
- Find semantic pattern of data

MCMC
= Classify keywords with satisfaction
Xiang et al. 2015 Expedia review Text mining — Confirm the relation of experience and
satisfaction with consumer act
— Perform emotional analysis for tour data of
Ni Bl Web Crawl
Cho et al. 2015 ews, og, b rawiel Chungbuk with keywords
Webpage text mining i . .
— Establish tour strategies and policies
Kim 2016 TripAdvisor review Text mining, - Find factors fo.r consumer’s choice
SPSS, R — Suggest marketing plan for small hotels
- Find factors for image of tour place and
Sim 2016 Korea Tourism Org. Regression, relations with satisfaction

review Factor analysis

= Produce resources for regional marketing
strategy
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Fig. 3. Tourism characteristics in Jeollabuk-do applied social network analysis
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Fig. 4. Tourism characteristics in Jeonju applied social network analysis
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Fig. 5. Tourism characteristics in Muju applied social network analysis
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Fig. 6. Tourism characteristics in Sunchang applied social network analysis
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Fig. 7. Tourism characteristics in Jangsu applied social network analysis
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