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Research on Brand Personality of Tourism Destinations
in the Guangdong-Hong Kong-Macao Greater Bay Area

Abstract
This research constructs the Guangdong-Hong Kong-Macao Greater Bay Area
(GBA) Tourism Destinations Image Database. The destinations including Guangzhou,
Foshan, Zhaoqing, Shenzhen, Dongguan, Huizhou, Zhuhai, Zhongshan, Jiangmen, Hong
Kong and Macao. Big data technology assist online content analysis is utilized to
explore the brand personality of tourist destinations. Data of news media, social media
(WeChat, Weibo and Facebook) and tourism websites in the past year are analyzed from

destination identity, brand personality and tourist attraction aspects. The data results
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show that the GBA cities should strengthen the cooperation of tourism products and
attractions, in order to make the coordinated development of tourism industry come true.
Attaching importance to the building of More than a routine station is necessary for the
GBA image construction. In terms of positioning, it is necessary to promote the
coordinated development of other cities by the central city. The image of GBA and the
destinations need to be considering, in order to differentiate the positioning and to

highlight their advantages.
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Technology Assist Online Content Analysis
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