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The rapid development of science and technology has prompted human beings to continuously update the technical means of
disseminating information. Nowadays, new media based on the Internet and mobile terminals have become an indispensable tool
for the public to receive and disseminate information. Tourism informatization is an important means to promote the
development of tourism and an important way to enhance tourism competitiveness. With the support of new media technology,
the “audience” is gradually changing from the passive and silent “recipient of information” under the traditional media to the
active intervener, which independently receives and feeds back information, and the flow of information is more free. New media
has promoted the development of a “user-centered” communication model, presenting a situation in which “information receivers
have the right to choose media, and channels have become the center of communication.” Studying the effect of regional tourism
image dissemination under the background of new media and finding out the factors that affect the effect of tourism image
dissemination under the background of new media are the magic weapon for the further development of the current tourism
industry. These have completely overturned the traditional communication format. In the era of new media, what kind of changes
the tourism image will bring in the process of shaping, dissemination, and promotion is a question worthy of our deep
consideration. With the rapid development of information technology and the widespread use of modern communication
equipment, human beings have entered the era of big data with the core value of mining data. At present, people no longer only
use intuition and experience as the basis for making decisions, but more importantly, based on big data technology to analyze the
relationship between data and then make scientific decisions. The advent of the era of big data has caused a corresponding change
in the evaluation criteria for informatization of tourist destinations. Therefore, for tourism destinations, reexamining the evaluation
criteria of informatization and establishing a reasonable evaluation index system have become a realistic problem in the
development process of tourism destination information. Under this circumstance, strengthening the research on the evaluation of
tourism destination information is of great significance to the healthy and rapid development of tourism destination
informationization. This study proposes the background and significance of the research and discusses the relevant theoretical
basis. The paper establishes three levels of indicators from the three aspects of core competitiveness, basic competitiveness, and
environmental competitiveness and selects nonquantitative processing methods for data processing. After comparison, it
comprehensively analyzes the tourism situation under big data. In connection with the actual situation under big data, it puts
forward targeted countermeasures and safeguard measures for the improvement of tourism competitiveness under big data and
provides reference for relevant departments to formulate relevant policies. Only government departments and relatives and friends
have an average credibility of more than 3, and the average credibility of relatives and friends has reached 3.71.

1. Introduction

Digital technology is a science and technology that accom-
panies electronic computers. It refers to the use of certain

equipment to convert various information, including
pictures, texts, sounds, and images, into binary that can be
recognized by electronic computers. It is a technology that
can calculate, process, store, transmit, propagate, and restore
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numbers. In the new media, the use of digital technology,
interactive communication forms, and nonlinear communi-
cation modes makes current narrowcasting, broadcasting,
time-shifting, interactive, and other communication
methods coexist; the release of the same content cannot rely
on a single path; it will be multiple modes, multipath, and
multicombination conditions. With the continuous growth
of the national economy and per capita disposable income,
the people’s yearning for a better life is increasing. Tourism
has become the choice of more and more people. The
domestic and overseas travels are developing rapidly, and
the number of tourists is showing a blowout situation. At
the same time, as an important part of the national econ-
omy, tourism is supported by more and more localities as
pillar industries. The economic and social benefits brought
about by tourism and the linkage of related industries are
highly valued by everyone [1–3] and also prompted many
regions to focus on the development of tourism. Many areas
with rich tourism resources, such as Lijiang, Guilin, Sanya,
and other cities, as well as many provinces and cities, have
adopted the tourism industry as a pointed out industry to
plan for more support and attraction. Although there are
differences in tourism resources, location, national economic
development, and environmental conditions in various
regions, the attractiveness of tourism and tourism has also
declined in recent years. The tourism industry has shown a
trend of homogenization and development. The competition
is increasingly fierce. I have further elicited the content of
tourism communication. New media has promoted the
development of a “user-centered” communication model,
showing a situation in which “information receivers have
the right to choose media, and channels become the center
of communication,” which has completely overturned the
traditional communication format.

The new media has promoted the development of a
“user-centered” communication model, showing a situation
in which “information receivers have the right to choose
media, and channels become the center of communication,”
which has completely overturned the traditional communi-
cation format. In the era of new media, what kind of changes
will the tourism image bring in the process of shaping,
disseminating, and promoting is a question worthy of our
pondering. With the gradual increase in the proportion of
new media technology diffusion and adoption, how to
integrate information through channels and follow the
information consumption habits in the new media commu-
nication environment to achieve the communication effect
has become a research hotspot. Discuss why the tourism
image has a huge impact in the application of new media
technology, so as to promote the process of shaping the
regional tourism image and realize the upgrading of the
tourism industry in the tourism destination, and the tourism
image with the responsibility of expanding regional influ-
ence in the background of new media how to better perform
its new functions; that is, new development ideas and
strategies are needed in the spread of tourism image. The
importance attached to tourism in various regions is
increasing, and many regions hope to stand out from this
competition and gain a better competitive advantage [4, 5].

Under such circumstances, many regions have begun to
increase investment in tourism, some have developed new
tourism resources, some have implemented advertising mar-
keting in depth, and some have continuously explored
cultural connotations. Tourism not only serves as a single
sightseeing but also forms a new system of eating and living
and culture. In this case, research on the competitiveness of
regional tourism has also begun to enrich. Based on the
theory of competitiveness, these studies measure regional
tourism competitiveness from various indicators such as
regional tourism resource advantages, tourism industry
development potential, market development and support
energy, and related industries, in order to gain competitive
advantage and stand out [6–8]. In this context, under the
big data, as an excellent tourist city in China, a national
historical and cultural city, it has also become a tourism
and leisure resort satellite city.

The development of tourism relies on the city, which
makes the tourism industry play a major role in the
development process of the city. Urban tourism image is
the “business card” of a city, which will affect tourists’ emo-
tional attitude towards the city to a certain extent and also
affect tourists’ desire to purchase tourism products and even
further affect tourists’ willingness to recommend tourist des-
tinations and revisit the city. The earliest origin of the theory
of tourism competitiveness can be traced back to the theory
of comparative advantage. It was proposed by the famous
scholar David Ricardo that each country should concentrate
on producing and exporting products with comparative
advantages and importing products with comparative disad-
vantages. It is from the theory of comparative advantage that
the theory of industrial competitiveness has evolved, also
known as the theory of competitive advantage [9–12]. Pro-
fessor Porter of the United States officially put forward the
concept of industrial competitiveness theory in his book
“National Competitive Advantage.” Professor Porter of the
United States officially puts forward the concept of industrial
competitiveness theory in his book “National Competitive
Advantage.” In his years of research, he has carried out sta-
tistics on 100 industries in more than ten countries in
Europe and the United States and established an indicator
system based on six factors: production factors and demand
conditions. The analysis shows that this is the famous “dia-
mond model” [13]. Industrial competitiveness is actually a
comparison between each other [14–18], and the theory that
one party has certain advantages will eventually turn into
development advantage or market benefit. It can be said that
the theory of competitive advantage is not only the inheri-
tance of comparative advantage theory but also greatly
expands the scope of its coverage and becomes the theoreti-
cal basis of current competitiveness research. The competi-
tiveness of tourism, as its name suggests, is the specific
expression of competitiveness theory in tourism [18, 19].
Chinese scholars have explained its concept and scope in
the study. Based on these studies, the tourism competitive-
ness includes the following contents: In a narrow sense, it
includes scenic spots, scenic spots, and all the tourism
resources of a region [20]. In a broad sense, it is not only
the pros and cons of tourism resources but also its ability

2 Mobile Information Systems



to open up markets, attract tourists, and generate benefits
[13, 21–25].

Big data is closely related to human beings, and more
and more problems can be solved by big data. Not only at
the level of data science and technology but also at the level
of business model, industrial structure, ecological value, and
education, big data can bring new ideas and new thinking.
Based on the existing competitiveness theory, this paper
builds a scientific and reasonable competitiveness evaluation
index system based on the existing competitiveness theory,
which comprehensively demonstrates the relationship
between tourism and related industries.And the result of this
relationship is ultimately in the tourism competition. It is
necessary to conduct in-depth analysis on this, use the
method of trend forecasting to estimate the future, and
propose targeted measures. These studies can further
enrich the theory of regional tourism competitiveness,
especially in the case of less research in relatively small
areas, which has special significance. The first section of
the study presents the background and significance of
the study and discusses the relevant theoretical basis. The
paper establishes three levels of indicators from the three
aspects of core competitiveness, basic competitiveness,
and environmental competitiveness and selects the non-
quantitative processing method for data processing. After
comparison, it comprehensively analyzes the tourism situ-
ation under the big data.

2. Proposed Method

2.1. The Connotation of Big Data. Regarding the concept of
big data, the academic community has not yet formed a uni-
fied understanding. From the meaning of big data, the data
itself is of no value. Its value lies in the information behind
the data. To obtain the information value behind the data,
it is necessary to apply new information technology to mine
and analyze it, in order to discover the data behind it. Infor-
mation to create new values and new knowledge. Big data
from data sources through analysis and mining to final value
generally has five steps, namely, data preparation, data stor-
age and management, data processing, data analysis, and
knowledge display as shown in Figure 1.

Informatica, a professional data integration management
software company, has been working on data management.
It also interprets the concept of big data. It believes that
big data is a general term for large transaction data, large
interaction data, and big data processing and can be at a rea-
sonable cost and data sets that are captured, managed, and
processed within the time limit. The academic community
has formed a unified understanding. In general, the charac-
teristics of big data can be summarized by “4 V”: volume,
velocity, variety, and value.

2.1.1. Volume. The amount of data is huge. With the rapid
development of information technology, the scale of data is
also expanding. According to statistics, the amount of data
stored in the world has jumped from terabytes to petabytes
and even to EB and ZB. For example, the capacity of per-
sonal computer hard drives can now reach the terabyte level.

Video surveillance in a medium-sized city can generate tens
of terabytes of data per day. The data volume of some groups
or organizations is close to EB.

2.1.2. Velocity. Processing and analysis are fast. The industry
has a special name for the processing power of big data, “1
second law,” which fully illustrates the speed of big data pro-
cessing and analysis of data, and the ability of big data to
quickly process and analyze data is also different from tradi-
tional data mining. Because of the real-time nature of data
creation, the speed of data generation, processing, and
analysis is increasing, and the data flow is also increasing.
Therefore, when facing huge data volume, the efficiency of
data processing and analysis plays a vital role.

2.1.3. Variety. The data types are diverse. In the past, the
types of data we generated or processed were relatively sim-
ple, and most of them were structured data based on text.
Nowadays, with the emergence of emerging technologies
such as information technology and the Internet and the
Internet of Things, coupled with the explosive growth of
sensors and smart devices, a large amount of semistructured
or unstructured data has gradually generated, resulting in a
sharp increase in data types. This also puts higher demands
on the processing power of data.

2.1.4. Value. The value density is low. In general, the unit
data value density is inversely related to the total amount
of data. Therefore, as the total amount of data continues to
increase, the value density of unit data is continuously
decreasing. Despite this, the overall value of the data con-
tinues to increase, and even the infinite value of the value
can be mined.

2.2. SCP Theory. SCP theory is the industrial organization
theory founded by the Harvard school. It analyzes the
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Figure 1: Big data technology framework.
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internal organization of the industry according to the struc-
ture, conduct, and performance. By constructing the SCP
analysis framework, it is from the three aspects of market
structure, market behavior, and market performance. Inter-
pret the market relationship of companies within the indus-
try. The market structure is the factor and characteristic of
the enterprise market relationship. The enterprise market
relationship includes the relationship between buyers,
between buyers, between buyers and sellers, and between
existing traders and potential traders. According to the clas-
sification of Mrs. Robinson, it can be divided into four mar-
ket structures: perfect competition, complete monopoly,
oligopoly, and monopolistic competition; that is, the market
structure fundamentally reflects the relationship between
market competition and monopoly. The main factors deter-
mining the market structure include market concentration,
product differentiation, and barriers to entry and exit. Mar-
ket concentration refers to the market share of buyers or
buyers in the industry, reflecting the concentration and scale
structure of enterprises within the industry, usually
expressed by the absolute concentration index CRn, and
the calculation formula is

CRn =
∑n

i=1Xi

∑N
i=1Xi

: ð1Þ

Among them, CRn represents the market concentra-
tion of the top n enterprises in the industry. Xi is the out-
put value, sales, total assets, number of employees, etc. of
the i-th name in the industry, and N is the total number
of enterprises in the industry. Product differentiation
means that the company differentiates customers’ demand
in terms of price, brand, service, promotion, etc., thereby
gaining an advantage for the company in the market
competition. Entry and exit barriers are obstacles for
companies to enter the industry and exit barriers. The
components of barriers to entry include economies of
scale, product differentiation, policies and regulations, etc.
The components of exit barriers include asset specificity,
silent cost, and policy and regulatory restrictions. Market
behavior refers to various decision-making behaviors
adopted by enterprises on the basis of market structure.
The goal is to maximize profits or higher market share,
generally including price behaviors and nonprice behav-
iors, where nonprice behaviors include product differences,
strategy, advertising strategy, brand strategy, etc. Market
performance is the effect of market operation under the
conditions of market structure and market behavior and
is usually expressed by indicators such as profit rate,
resource allocation efficiency, economies of scale, and
technological progress. Industry structure mainly refers to
the possible impact of various external environmental
changes on the industry in which the company is located,
including changes in industry competition, changes in
product demand, changes in market segments, and
changes in marketing models. Using SCP theory to analyze
the tourism industry, we can clearly understand the devel-
opment status of the internal organization of the tourism

industry and provide a certain reference and basis for
improving the competitiveness of the tourism industry.
Figure 2 shows the influencing factor model of tourism
image communication effect under the background of
new media.

g bð Þ = 〠
m

i=1
f ihi,

ei = v−rt s1vs + s2vE + s3v0½ �:
ð2Þ

In the context of new media, the propagation process
of tourism images shows a multiring shapevðXÞ:

b = ni + 〠
b

m=t
αn

c
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,

v Xð Þ = cλ
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Xzn
b :

ð3Þ

Industrial integration can increase the number of
enterprises within the integration and thus change the
competition and cooperation between enterprises, so that
enterprises pay more attention to industrial innovation
and promote enterprise innovation and flexibility to a stra-
tegic high position. Third, industrial integration breaks the
boundaries between traditional enterprises and industries
and between regions, thereby accelerating the flow of
resources, realizing the reorganization and sharing of
resources, improving the trade effects and competition
effects between regions, and promoting regional economic
integration. In short, industrial integration can effectively
integrate various resources among industries. By giving full
play to the advantages of resource integration, the eco-
nomic effect of “1 + 1 > 2” is produced, and the overall
function is greater than the sum of the functions of each
part. Figure 3 shows the propagation process of tourism
image in the context of new media.
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Tourist destinations rely on tourist resources, tourist
facilities, tourist products, and other attractions in a
specific space and integrate them in a specific way to form
a space area that is attractive to tourists zt .

c = λi + 〠
v

n=1
xna,

zt = zi,t+1 − zi,t ,
mi =mt+1:

ð5Þ
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2.3. Tourism Big Data Application. Big data has many suc-
cessful cases in the practical application of tourism at
home and abroad. Integrating domestic Baidu data, city
data, netizen data, and scenic spot data, analyze the tour-
ism target source market, and increase various marketing
investments in the source market, and compare and ana-
lyze the source market data and other data of the tourism
bureau to guide the industry forecasting and marketing
activities of tourism destinations. In addition to the tour-
ism bureau’s use of Google search, Google Alliance, and
YouTube’s big data technology to accurately advertise,
making tourism overseas marketing has a broader influ-
ence. Using cellular data, Antema Travel Network first
provides key data from travel notes written by tourists,
then classifies, analyzes, and edits them to form travel
guides, guides or reports, and provides decision-making
reference for other tourists or other travel companies and
at the same time, through the big data to depict the char-
acteristics of tourists, explore their potential needs, and
predict their consumer preferences, and then achieve
anticustom sales. In foreign countries, the Hopper travel
website searches for “tourism” related information data
from blogs every day and summarizes them to provide
tourists with the best recommendations for tourist attrac-

tions. The data in the tourism big data includes what the
tourists are doing, what they are thinking, what they are
interested in, the travel sensation, and the amount of con-
sumption, as well as the personal information such as the
age, gender, location, and occupation of the tourist. Each
tourist’s trajectory can determine each traveler’s consumer
ability, income level, propensity to consume, and interest
preferences, as well as analyze each traveler’s social rela-
tionships, personality, hobbies, and privacy scandals. At
the same time, through the search of tourists before the
tour, the sharing of the tour, and the analysis of the
review data after the tour, it is possible to predict the traf-
fic of the tourist destination and the traffic of the tourist
destination in the future and find out the source market
of the tourist destination, which is effective. Improve the
management, service, and marketing capabilities of tour-
ism companies, and analyze the feasibility of new products
or projects through feedback data from tourists. At pres-
ent, big data and the tourism industry closely cooperate
with the following aspects.

2.3.1. Monitoring Passenger Flow in Scenic Spots and
Improving Management Level. Through big data technology
to analyze the multiparty data mining of the Internet,
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Figure 2: Influencing factor model of tourism image communication effect under the background of new media.
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Figure 3: Propagation process of tourism image in the context of new media.
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operators, and tourist destinations, it is possible to predict
the passenger flow and traffic flow of the scenic spot in the
future and prepare for operation and reception in advance.
At the same time, big data technology can also collect and
analyze the data of the scenic spot population heat map,
access control ticketing system and real-time monitoring
system in real time, timely channeling and warning the
crowded areas to avoid emergencies, and also help the scenic
area to make reasonable predictions in the future. Big data
scenic area monitoring is shown in Figure 4.

nq X, tð Þ =
ðl
0
e−rt c1v1 + cA2v2 + c3v3½ �Fdl + bk,
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Tourist destinations dE can achieve the purpose of
attracting tourists through their unique advantages and
enable them to carry out tourism activities.
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2.3.2. Real Map, All-Round Display of Tourism Products. The
development of big data technology enables visitors to
travel around the world without leaving their homes.
Many companies at home and abroad have launched “real
maps” with the help of the Internet and big data technol-
ogies, such as Baidu maps, Google maps, and high
German maps. These real-life maps can display the tourist
destination in front of the visitors, giving visitors a real
understanding of the tourist destination, initiating the
driving motivation, and providing a better display plat-
form for the tourism product suppliers.

jjk =
jjk

∑m
l=1 jlk

,

dj =
∑m

n=1bjl
n

:

ð8Þ

If the tourism industry is to comply with the
requirements of the development of the times and realize
the sustainable development of the tourism industry λðnÞ

, it must vigorously promote the construction of informa-
tization hjðkÞ.

t mið Þ =m við Þ × x−βbge cið Þ,

λ nð Þ = ln κ + 〠
y∈ m,n,lf g

ρX ⋅ 〠
vi∈HVx Sð Þ

s f ið Þ
 !

,

hj kð Þ = ln 〠
Si∈Service að Þ

cHVM bið Þ
 !

:

ð9Þ

2.3.3. Monitoring Tourism Sensation. Monitor visitors’
praise, criticism, and grievances in the forums, microblogs,
WeChat, reviews, and other communities. Use unstruc-
tured data processing technologies such as web text and
image mining to provide information on tourists’ travel,
tourism product quality, tourist services, and provide pos-
itive and negative feedbacks on tourist attitudes, and track
and analyze the resulting data in real time. For negative
public opinion, timely improvement, and control, elimi-
nate the tourist’s dissatisfaction and unsafe hidden dan-
gers; for positive sensation, you can use it to enhance
the brand image through the use of tourists. The analysis
of the scenic spot network is shown in Figure 5.

qc hið Þ =mSi
× d vSi
� �

,

bs = ln 〠
Si∈d

ebn Sið Þ,

QSi
=Q dSi ≤ K
� �

=NdSi
Tð Þ = 1 − ϕ−λK :

ð10Þ

In the context of the rapid development of information
technology and Internet technology, informatization dq
has become a brand-new development trend, and it is

Third party big
data

Smart scenic card

Smart scenic spot
monitoring

system

Smart scenic
ticketing system

Figure 4: Big data scenic area monitoring.
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playing an increasingly important role in the development
of various industries VSi

.

dq = f dm, dn, dpð Þ,

VSi
=D SSi ≤M
� �

= BdSi
Mð Þ = ∑x≤T Fi Yð Þ

∑Fi Yð Þ :
ð11Þ

2.4. Indicator System for Tourism Competitiveness. The
abundance of tourism resources and tourism resources
can only talk about tourism competition. This is the basic
factor. In addition to transportation, accommodation, etc.,
are the basis of competitiveness. Secondly, the number of
tourists and income is a direct manifestation of tourism
competitiveness. Finally, the regional economic and social
development, the quality of the masses, and the weather
and climate are all factors that influence the choices made
by tourists. Based on this idea, this paper classifies the
competitiveness indicators into three levels: environmental
competitiveness, basic competitiveness, and core
competitiveness.

2.4.1. Core Competitiveness Factors. Core competitiveness is
also a direct manifestation of the strengths and weaknesses
of regional tourism competitiveness. For the existing indus-
try indicators, it is mainly divided into three levels. The first
level is income, such as tourism income, the growth rate of
tourism income, and the proportion of tourism income in
GDP. In short, it is income. The higher, the stronger the
competitiveness of the first region. The second level is the
source of tourists, such as the total number of tourists and
the increase in the total number of tourists, in addition to
the per capita tourism consumption of indicators that are
often forgotten. Per capita tourism consumption, represent-
ing the depth of tourism development in a region, is also a
core indicator of competitiveness. The third level is services,
such as the number of complaints. In the modern develop-
ment of network technology, tourists’ complaints and some

vicious cases often become the vane of public opinion, affect-
ing the tourism competitiveness of an area.

2.4.2. Basic Competitiveness Factors. Basic competitiveness is
the synthesis of the basic factors that constitute the develop-
ment of tourism in a region. The basic competitiveness of
tourism is the first to be a tourist resource. For example,
the reason why Dujiangyan became a tourist city is because
of the existence of two major heritages. However, tourism
resources are not the only factors that constitute the basis
of tourism competitiveness. In addition, there are two very
important indicators; one is the reception capacity, and
specifically, it is divided into hotels, travel agencies, licensed
tour guides, and tourism practitioners. The other is the
ability to transport, that is, whether it allows passengers to
have relatively convenient transportation conditions during
the tour.

2.4.3. Environmental Competitiveness Factors. Environmen-
tal competitiveness factors are, in a nutshell, a combination
of economic, social, and natural environments in a region.
It can fully reflect the degree of integration of the tourism
industry with other industries in the region, and the envi-
ronment is also an important factor for tourists to choose
a region. The tourism economic environment includes per
capita GDP and regional GDP. The former is more repre-
sentative of the economic development of a region. The
natural environment includes forest cover, air quality, and
in the current highly valued environment; these two factors
are important factors in the choice of tourists. The tourism
social environment, including the total retail sales of con-
sumer goods and fixed asset investment, can reflect the level
of infrastructure construction in a region and reflect the
ideas of people in a region.

3. Experiments

3.1. Research Ideas. Firstly, this paper discusses the research
status and theoretical basis at home and abroad and then
makes a comprehensive evaluation and comparative analysis
of the present situation of Dudu’s tourism competitiveness.
On this basis, it puts forward relevant countermeasures
and suggestions for improving the competitiveness of
Dudu’s tourism industry.

3.2. Research Methods

(1) Literature Survey. By reading the literature, col-
lecting data, classifying, and comparing them, we
can sort out the research ideas and provide theoreti-
cal support for the whole paper

(2) Expert Investigation Method. To seek the opinions of
relevant professionals through written and telephone
forms and make quantitative estimates of a large
number of nontechnical factors that can not be
quantitatively analyzed

(3) Empirical Analysis. Emphasis is laid on the empirical
analysis of Dudu’s tourism competitiveness, and a
complete evaluation index system is established to
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evaluation

Tourist
feedback

Scenic
network
paradox

Trending

Media guide Netizen
cognition

Figure 5: Analysis of Internet public opinion in scenic spots.
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comprehensively evaluate Dudu’s tourism competi-
tiveness, find out the weaknesses, analyze the
reasons, and put forward targeted countermeasures

(4) Quantitative and Qualitative Analysis. Combining
qualitative analysis with quantitative analysis, quali-
tative analysis runs through the whole text. At the
same time, the analytic hierarchy process will be
used to analyze and study the various factors affect-
ing the comprehensive competitiveness of tourism
industry

4. Discussion

4.1. Environmental Competitiveness Evaluation. This paper
uses KMO and Bartlett spherical test to judge whether the
relevant indicators are suitable for factor analysis. The
KMO test was used to study the partial correlation between
variables with values between 0 and 1. Generally, the closer
the KMO statistic is to 1, the better the effect is, the more
suitable for factor analysis; the KMO value is above 0.7, indi-
cating that the effect is better, and the factor analysis can be
done; the KMO value is between 0.5 and 0.6, indicating that
the effect is average. For factor analysis, when the KMO
value is less than 0.5, it means that the effect is poor, and it
is not suitable for factor analysis. The KMO spherical test
verifies whether the correlation coefficient matrix is an iden-
tity matrix. When the Sig of the KMO statistic is less than
0.01, the correlation matrix can be denied as the null
hypothesis of the unit matrix; that is, there is a significant
correlation between the variables.

Table 1 shows the KMO and Bartlett spherical tests for
the relevant indicators of environmental competitiveness. It
can be seen from the table that the KMO statistic is 0:731
> 0:7 and Sig0:000 < 0:01, so there is a significant correla-
tion between the variables.

It can be seen from Table 2 that from the comprehensive
score of tourism industry competitiveness, the eastern part
has an absolute advantage, the top seven are in the eastern
provinces, and the west is only ranked in the middle four
provinces. From a national perspective, the overall strength
of the eastern region is higher than that of the central region.

4.2. Evaluation of Resource Competitiveness. The first com-
mon factor is the education factor, which mainly reflects
the information on the number of students in tourism
colleges and tourism colleges. The score of the educational
factor is -0.537, which is the 20th in the country. It is signif-
icantly different from the top three Guangdong (3.015),
Sichuan (1.962), and Jiangsu (1.284). With the rapid devel-
opment of the tourism industry, the tourism education
industry has also been developing continuously, and the
scale of tourism colleges has been expanding. More and
more students choose tourism majors, but as shown in
Figure 6.

Improve the core operational capabilities of tourism
companies. For tourism enterprises, from the innovation of
enterprise development model, the change of management
structure to the launch of innovative tourism products, it is
closely related to planning ability, and the core operational

capability is high-level corporate planning ability. Therefore,
tourism enterprises must improve their core competitive-
ness. It is necessary to improve the core operational
capabilities. Tourism enterprises should effectively link the
planning department with the R&D and sales departments.
Through open communication channels, the planning plan
can be combined with the actual situation to realize model
innovation, marketing innovation, and technological inno-
vation, so that the planning scheme is both feasible and
attractive. So that tourism enterprises can obtain greater eco-
nomic benefits and achieve sustainable development of tour-
ism enterprises.

4.3. Performance Competitiveness Evaluation. The first com-
mon factor is the tourism enterprise performance factor,
which mainly reflects the profit rate of tourism enterprises,
the operating income of tourism enterprises, the operating
income created by fixed assets per 100 yuan, and the labor
productivity of all employees in tourism enterprises. As
shown in Table 3, it is rotated into a share matrix ratio.

Table 3 is the rotation component matrix of each index
of resource competitiveness. It can be seen from the table
that the first common factor has a large load on X1, X2,
X3, and X5, indicating that the common factor mainly
reflects the information of these indicators. The connotation
of the index can be named as the education factor F1, and
the second common factor has a large load on X6, X7, X8,
and X14, indicating that the common factor reflects most
of the information of these indicators, which can be named
as technology. With the talent factor F2, the third common
factor has a large load on X9, X10, and X12, which can be
named as tourism attraction factor F3.

While increasing financial input, we must also pay
attention to the performance of financial input, establish
a scientific and reasonable performance appraisal and
evaluation mechanism by improving the financial input
structure of the tourism industry, and strictly pass the per-
formance appraisal results of the development of tourism
industry at all levels of finance. Control the use of funds,
make the financial funds more rationally applied to the
places that are really needed, and improve the efficiency
of financial funds to support the development of the tour-
ism industry.

Among the valid questionnaires, young people aged 26-
35 were the main ones, accounting for 54.79%, followed by
18-25 years old, accounting for 39.47%; the group over 35
years old was the least, accounting for only 4.04% of the
total. This shows that the majority of new media users are
mainly young people aged 26-35. The young people at this
stage usually have relatively stable jobs, relatively high
incomes, and high requirements for the quality of life and

Table 1: Inspection of KMO and Bartlett.

Sampling enough Kaiser-Meyer-Olkin metrics

Bartlett’s sphericity test

Approximate chi square 531.41

df 102

Sig 0.000
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are willing to accept new things and dare to try. The age
distribution is shown in Figure 7.

It can be seen from the questionnaire’s educational
distribution map that the number of respondents with a
bachelor’s degree/college’s degree is the largest, accounting
for 57.33% of the total. This is followed by a master’s degree
and above (33.56%), followed by high school/technical sec-
ondary school (6.37%). Junior high school and below have
the least number of people, accounting for only 2.74%.
Therefore, it can be seen that the current youth groups
who pay attention to and use new media are mostly those
with higher educational backgrounds. The distribution of
academic qualifications is shown in Figure 8.

In terms of the average number of trips, the average
number of trips a year is higher, accounting for 54.11%,
followed by an average of 3-5 trips a year, accounting for
27.39%, and the average annual number of trips is more than
6 and less than once the tourists accounted for less. It can be
seen that in the new media receiving group with youth as the
mainstay, tourism has become a necessary way of life for
them, and most of them are based on an average of 1-5 times
a year. The statistics of travel times are shown in Figure 9.

In order to ensure the rationality and scientificity of the
questionnaire, this study mainly adopted Cronbach’s alpha
reliability as the measurement reliability standard and tested
the reliability of the questionnaire data. In this study, the
SPSS19.0 statistical software was used to analyze the reliabil-
ity of the questionnaire data. The results of the reliability
analysis are shown in Table 4.

It can be seen from Table 5 that only government
departments and relatives and friends have an average cred-
ibility of more than 3, and the average credibility of relatives
and friends has reached 3.71, which is far greater than the
credibility of government agencies, which shows that the
current tourism image. In the process of communication,
interpersonal communication is more persuasive than other
communication in terms of emotions, so it gains a higher
degree of trust. The descriptive statistics of the credibility
of the dissemination subject are shown in Table 5.

Users most want to get experience through travel, of
which 89.73% are relaxed, 63.01% are gaining insights,
59.59% are seeking freshness, 52.05% are experiencing life,
and only 15.75% are choosing to visit relatives and friends.
This shows that traditional tourism for the purpose of
visiting relatives and friends has gradually been replaced by
individualized purposes such as relaxation and gaining
knowledge. The experience analysis is shown in Figure 10.

From Figure 11, it can be seen that users’ overall evalua-
tions of the tourism image of Guizhou Province are mostly
unique, primitive, and mysterious, and each evaluation has
a choice, which shows that individuals’ perceptions of the
tourism image of Guizhou Province tend to be consistent,
but due to individual differences, and there is diversity of
cognition. The user’s overall evaluation of the province’s
tourism image is shown in Figure 11.

Table 2: Score and ranking of comprehensive competitiveness of
tourism industry in many places.

Region Score Ranking Region Score Ranking

Guangdong 1.51 1 Fujian 0.641 8

Beijing 1.01 2 Chongqing 0.532 9

Jiangsu 0.951 3 Shanxi 0.431 10

Zhejiang 0.902 4 Tianjin 0.385 11

Shanghai 0.861 5 Guizhou 0.312 12

Shandong 0.832 6 Jiangxi 0.239 13

Sichuan 0.731 7 Heilongjiang 0.201 14
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Figure 6: Proportion of students in local colleges and universities.

Table 3: Rotation component matrix.

Ingredients Ingredients
1 2 3 1 2 3

X1 0.23 -0.41 0.124 X8 0.143 0.151 0.145

X2 0.123 0.131 0.41 X9 0.162 0.146 0.171

X3 0.141 -0.419 0.24 X10 0.154 -0.141 0.154

X4 0.201 0.123 0.231 X11 0.131 0.16 0.162

X5 0.212 0.143 0.251 X12 0.891 0.01 0.145

X6 0.013 0.181 0.712 X13 0.761 -0.14 0.156

X7 0.187 0.412 0.161 X14 0.512 0.152 0.143
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Figure 9: The statistics of travel times.

Table 4: The results of the reliability analysis.

Variable Cronbach’s alpha Cronbach’s alpha based on standardized items

Whole scale 0.921 0.890

Image communication subject 0.687 0.624

Image communication object 0.974 0.975

Image communication channels 0.566 0.524

Image communication effect feedback 0.751 0.608

Table 5: The descriptive statistics of the credibility of the dissemination subject.

Credibility of travel image communicator Minimum Maximum

Government department -2 5

Tourism companies or other business units -2 6

Tourism association or related social organization -1 8

Media agency -2 5

Interpersonal communication such as relatives and friends -1 3
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62.33% of people chose trust; 56.85% of people chose
that their needs were met; half of them chose emotional
connection; only about 40% of people chose acceptability,
innovation, and reputation; and 18.49% of people chose with
authoritative recognition; it can be seen that in the process of
receiving tourism image information, most users pay more
attention to the satisfaction of their own individual feelings
and needs rather than the acceptability and innovation of
the tourism image itself. The factors affecting tourism image
information are shown in Figure 12.

Social media (56.16%) is the medium that users currently
have the highest contact intensity in the process of obtaining
the tourism image of the province, followed by interpersonal
communication such as relatives and friends (45.21%), and
the adoption of instant communication tools and blogs is
the lowest, and users have the highest contact intensity in
daily life. The new media are social media (64.38%) and
search engines (48.63), followed by instant messaging tools

and official websites. It shows that the current channel selec-
tion of tourism image communication in the province is not
in line with the user’s habits, and the choice of media needs
to be further optimized to achieve the effect of tourism
image communication. The contact intensity analysis in
the process of tourism image in the province is shown in
Figure 13.

The situation of users browsing local or professional
tourism information websites, 63.7% of occasional visits, fre-
quent browsing and indifferent accounting for about 6.8%,
indicating that current users are more active in seeking
information, and they are concerned about tourism image
information. Degree is low. The user browses a local or pro-
fessional travel information website as shown in Figure 14.

The provincial tourism image has a small degree of influ-
ence on their behavior, and the degree of dispersion is low;
for users who have not been there, the degree of influence
of the provincial tourism image on their behavior is average,
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Figure 10: The experience analysis.

Su
rv

ey
 ra

tio
 (%

)

0

10

20

30

40

50

60

1 2 3 4 5 6 7 8 9 10
Samples

Mysterious
Quaint
Commercialized

Civilized
Wonderful
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Figure 13: The contact intensity analysis in the process of tourism image in the province.
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Table 6: The statistics of the influence of provincial tourism image on their behavior.

Behavioral influence Minimum Maximum

Government department -1 5

Tourism companies or other business units -1 5

Tourism association or related social organization -2 6

Media agency -1 6

Interpersonal communication such as relatives and friends -2 6
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Figure 15: The tourist information satisfaction situation.
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Figure 16: Statistics on whether the wider population situation has been paid attention to in tourism image dissemination.

Table 7: Factor analysis of the credibility of the communication subject.

Problem scope DF Extract

How credible is the travel image communicator? (Government department) 1 0.414

How credible is the travel image communicator? (Tourism enterprise or other business unit) 1 0.543

How credible is the travel image communicator? (Tourism association or related social organization) 1 0.682

How credible is the travel image communicator? (Media agency) 1 0.534

How credible is the travel image communicator? (Interpersonal communication such as relatives and friends) 1 0.526
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and the degree of dispersion is higher than that of users who
have traveled; that is, it shows that the current tourism
image promotion under the new media has a greater impact
on the behavior of actual or potential tourists who have not
visited the province. The statistics of the influence of provin-
cial tourism image on their behavior are shown in Table 6.

Through the analysis of the questionnaire, we found that
the degree of satisfaction with the provincial tourism image
information is more satisfied, accounting for 45.22%, and
very satisfied only accounting for 3.18%. The second is the
indifferent state, accounting for 24.84%, and the unsatisfied
state accounting for 19.11%. The tourist information satis-
faction situation is shown in Figure 15.

Figure 16 shows the statistics on whether a wider range
of population conditions are paid attention to in the tourism
image dissemination. Strongly agree accounted for 13.69%,
strongly disagree accounted for 9.23%, and the state of
agreement accounted for more, 28.03%, which shows that
the current tourism image publicity is still relatively narrow;
there is still greater potential for tourism image publicity
under new media.

The factor analysis of the credibility of the communica-
tion subject is shown in Table 7. The commonness of the
extracted variables is greater than 0.4, indicating that the fac-
tor has extracted most of the information in the variable and
can represent the variable for subsequent analysis.

The eigenvalue of the previous factor is greater than 1,
and the accumulation accounts for 53.976%. Therefore, a
factor is extracted as the main factor of the variable. This
part explains the extraction of total variance as shown in
Table 8.

5. Conclusions

Under the background of new media, people pay more and
more attention to the research of tourism image communi-
cation effect, which mainly includes the following questions:
how the tourism image communication process, what effect
will be produced by the communication activities, what are
the factors that affect the communication effect, how to get
the best spread effects, etc. With the development of the
world today, the links between various industries are becom-
ing more and more close. The competitiveness of any
industry is not only related to an industry but to other
related industries. Through investigation and research, this
paper draws the following basic points and conclusions: (1)
By reading the literature, it summarizes the definition of
tourism under big data and the domestic development status
of tourism system under big data. Combined with mobile

Internet, it will be “cloud computing” and “big.” Technolo-
gies such as data are used in the tourism department of big
data. This paper establishes a model system suitable for the
accurate evaluation of competitiveness. The model is divided
into three aspects, core competitiveness, basic competitive-
ness, and environmental competitiveness, and is composed
of corresponding secondary indicators and tertiary indica-
tors, using objective empowerment. The principal
component analysis method processes the data in a related
way, and it is easier to eliminate the error caused by the large
difference in the absolute value of the data. (2) Establish a set
of regional tourism competitiveness evaluation index system
suitable for the situation. The basic indicators are repre-
sented by specific data. A large amount of data is derived
from local government work reports and relevant depart-
ment statistics, accurate and reliable, and compared through
data processing. The advantages and disadvantages of vari-
ous influencing factors are obtained. At the same time, the
development trend of tourism is predicted scientifically by
fitting the function. (3) A series of specific countermeasures
to improve the level of tourism competitiveness have been
put forward, which has strong operationality.
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