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Double perspective study on tourists’ satisfaction
of night food market in big data era

LIU Xianggian' > LIANG Liuke' ° YUAN Yuan' SUO Zhihui'® ZHANG Zhongliang' >

(1. Collaborative Innovation Center of Smarter Tourism of Central-China Economic Region in Henan Province

Luoyang Henan 471022 China; 2. College of Environment and Planning Henan University Kaifeng Henan 475004 China; )

Abstract: Delicious food makes tourists’ journey more enjoyable and meaningful. So far food tourism has be—
come an important part of the tourism industry and the researches on tourists’ satisfaction may be helpful for
the scientific planning and sustainable development of food tourism. The investigation was performed by using
the methods of network big data and through the perspective of local residents and tourists based on the spot

survey data of 450 tourists in the night food market in Kaifeng and 1445 online comments.
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Rural tourist characteristics and classification
from perspective of culinary tourism

ZHANG Jun' HOU Bing’
(1. Nanjing Institute of Tourism & Hospitality Nanjing Jiangsu 211100 China;
2. College of Tourism and Culinary Science Yangzhou University Yangzhou Jiangsu 225127 China)

Abstract: Culinary tourism is an important attraction in rural tourism related to the whole process of food mak-
ing from material collecting cooking and consuming. Based on practice researches rural tourists could be di—
vided into types of food tasting refreshment getting fitness keeping and cultural from four aspects of locality

participation healthiness and culture. The fundamental characteristic and major needs of tourists could be
specified with analysis of gender age and income. Proposals were presented to develop and improve individu—

alized design of culinary tourism.

Key words: culinary tourism; rural tourism; requirement characteristics; population statistics



