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A study on Chengdu culinary image based on tourist perception

YANG Chunhua' FENG Minghui® CHEN Yi’
(1. College of Tourism and Cultural Industry Sichuan Tourism University Chengdu Sichuan 610100 China;
2. College of Culinary Science Chengdu Sichuan 610100 China)

Abstract: Taking Chengdu cuisine as the research object the content analysis method was used to data dig —
up from 177 online travel records and 437 delicacy words were derived. Through the statistics in respect of
clustering proportion word count and word appearing frequency. Four points were concluded as: In general

the image of Chengdu cuisine in the eyes of tourists is rich and positive. Specifically it is characterized as
many kinds of delicacies represented by hot pot and snacks abundant ingredients high reputation of tradition—
al brands strong flavor and aroma especially spicy peppery and umami. The negative image is mainly reflec—
ted in two aspects as lower identity of brands and serious homogeneity and too much pursuit for authentic fa—
vor while ignoring the difference of visitors’ acceptability. And finally during the tasting of the food visitors
can experience the urban characteristics of Chengdus as prosperous modern and leisure and also create a

yearning for a comfortable and peaceful lifestyle.
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