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Abstract - This paper uses Web Mining tools –the Octoparse and ROST CM6.0, to collect and analyze Chinese users' online 

reviews on 5 Thai art museums from 4 Chinese online travel websites. The objectives of this paper are 1) What factors can 

attract Chinese tourists to visit Thai art museums? 2) What kind of critical knowledge should be used to help Thai art 

museums? Finally, the conclusions are as follows: 1) High-frequency keywords. Through the statistical analysis of the high- 

frequency words in the comment data, this paper gets the top 50 words which based on the 7Ps marketing mix theory and 

present the knowledge of Chinese users towards Thai art museums. 2) Chinese users’ behavior knowledge. This step shows 

the knowledge including satisfaction, motivation and types of Chinese users. The significance of the study is to help Thai art 

museums understand the knowledge of Chinese users from the perspective of Web Mining, and then adjust marketing 

strategies to strengthen market competitiveness. 
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I. INTRODUCTION 

 

With the rapid development of Web 2.0, online travel 

websites have become the most popular platform for 

sharing travel information. In 2017, the market of 

Chinese online travel websites have reached $6 

billion, 34 percent more than 2016

（Qianzhan.com）.Nowadays, Online reviews play a 

primary role in influencing public opinion’s behavior 

during buying products and making a decision (Bai, 

2011; Eirinaki, Pisal, & Singh, 2012). Research on 

web mining is helpful to obtain the user's review 

information, and to provide information support for 

decision making and future prediction. In this paper, 

the researcher focuses on the Thai art museum “M”. 

In this museum, Chinese visitors account for 3.6% of 

all visitors’ number in 2018. Meanwhile, Chinese is 

the top 1 contributing to tourist numbers in Thailand 

from 2015 to 2018 (Thai Ministry of Tourism & 

Sports, 2018). Based on this phenomenon, the 

researcherchose to interview staffs and the owner in 

M art museum to identify critical problems, and the 

conclusion is they do not have any knowledge about 

Chinese tourists’ behavior and do not have a 

marketing plan applied to attract Chinese tourists.The 

purpose of this paper is to help Thai art museums 

acquire useful knowledge from Chinese users by 

using Web Mining.  

 

II. LITERATURE REVIEW 

 

2.1. Web Mining in Tourists’ Behavior 

Web Mining is the process that aims to discover the 

useful and unknown information from the semi-

structured data or unstructured data (O. Etzioni, 

1996). There are three types of Web Mining, namely 

web usage mining, web content mining, and web 

structure mining (Miner et al. 2012). See Fig.1. 
 

 
Fig.1. Web Mining Classification 

(Source from: Abdelhakimet.al. 2013) 
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Here are some articles that analyze Chinese tourist 

behaviorthough Web Mining. Gao Zhi and Yuan Jun 

(2016) came up with a conceptual model of tourists' 

perception in cultural creative by using web mining. 

HE Dan et al. (2017) selected museums in Beijing, 

China and represented tourists’ behavior on 

motivation, satisfaction and perception by using 

Dianping web mining platform. Wang Xudong (2018) 

took the Chinese tourists in Russia as the research 

object and the online travel website, MaFengwo as 

the data sources, the result showed Chinese tourists’ 

behavior which including a descriptive analysis of the 

characteristics，the motivation and decision-making, 

and consumer preferences. 

 

2.2. The 7Ps Marketing Mix in Museums 

Museum marketing enables the public to understand 

museums and helps museums havebetter 

competitiveness. In 1969, Levy &Koher indicated 

that museums can better survive and develop in the 

market by actively participating in marketing 

activities.  In most of literatures, the marketing mix is 

a set of tools by which entities achieve their 

marketing goals in their target markets (H. Alvedari, 

2005). In 1964, the marketing mix concept was 

introduced by Borden and then formed the 4P 

marketing theory which including product, price, 

promotion and place. However, there are limitations 

to using the 4Ps concept for analyzing modern 

services and services.  

Therefore, other scholars added several factors to 

expand the marketing mix. Boom and Bitner (1981) 

increased more factors from 4Ps to 7Ps, making them 

more suitable for consumer demand on service 

perspective. The other three factors are people, 

process and physical evidence. The marketing mix for 

cultural tourism contains 7 major elements, as Table 

1follows: 
 

 
Table 1: The 7Ps Marketing Mix Element 

 

 Product – including product scope, product level 

and product quality. Such as museum types, 

collections and activities (M. H. Mostaani, 2005) 

 Price – including understandability of prices, 

expected vs. actual price level and payment (C. 

Lovelock and L. Wright, 2003; M. H. Mostaani, 

2005). In this paper, price means admission fees.  

 Promotion – Provide information online and 

offline. Such as advertising public relations, 

directing marketing, sales promotion, and 

integrated communications to audiences (C. 

Lovelock and L. Wright, 2003) 

 Place – there are 3 parts which including location, 

distribution channel and closeness. Location 

means the actual geographic location, 

distribution channel represents various vehicles 

and closeness shows people's perception of place 

(M. H. Mostaani, 2005). 

 Process – Process ensures services perceived as 

being dependable by customers. This paper lists 

time and customer services (A. Rusta et al, 2005; 

MA Tao et al, 2014) 

 Physical environment –It refers to environment 

and facility provided by museums (R. E. 

Goldsmith, 1999; MA Tao et al, 2014) 

 People – It refers to staffs who make interactions 

with target customers and can affect their 

satisfaction. It includes hospitality of staffs and 

competencies of staffs (P. Dargi, 2009; MA Tao 

et al, 2014) 

 

III. METHODOLOGY 

 

All data of this study are from Chinese users’ reviews 

in online travel websites of China. The study uses two 

tools, namely the Octoparse and ROST CM6.0 
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software, to implement data collection and data 

analysis processes separately. 

 

3.1. Data Collection 

According to theAlexa ranking in 2018, on the one 

hand, this research chose four Chinese websites, 

namely C-trip (Rank 1), Mafengwo (Rank 2), Qunar 

(Rank 4) and Qyer (Rank 7). On the other hand, this 

paper chose Bangkok and Chiang Mai from 2013 to 

2018 as the cities and time. Finally, five famous Thai 

art museums and a total of 1,727 pieces of user 

comment data are selected as samples. See Table 2 

below. 

 

 
Table 2: Thai Museums Ranking 

 

3.2. Data Analysis 

In this step, the comment data is imported into the 

ROST content mining software to analyze and obtain 

the comprehensive Chinese user knowledge. This 

software can help to analyze word frequency, 

clustering, classification and emotion of various texts. 

The specific steps are as follows: 

 

3.2.1 The pre-processing process 

It aims to eliminate unnecessary words or irrelevant 

reviews and extract keywords from the text. For 

example, delete duplicate reviews and eliminate 

irrelevant reviews, it means remove some data that 

displayed twice from one user name or have no actual 

meaning. Meanwhile, maintain text consistent, it 

shows a process that change English into Chinese or 

change popular network words into common words. 

 

3.2.2 Keywords Analysis 

After the pre-processing process, there are top 50 

keywords are selected (Table 3).  

 

 
Table 3: Top50 keywords ofThai Art Museums 
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Table 4: Keywords in the 7Ps Marketing Theory 

 

Based on the 7Ps marketing mix from Levy &Koher's 

and combining with the characteristics and research 

results of art museums, this paper puts top 50 

keywords into 7Ps specific perspectives, as shown in 

Table 4.After analysis, it is found that the high-

frequency words mainly focus on the content of the 

museum, ticket price, location, promotion, service 

personnel and the environment.  

For product perspective， the highest mentions are 

artworks (572) and exhibitions (228), and more than 

60 times mentioned about 3D artworks, Thai silk and 

Buddha. For these products, Chinese users feel 

creative (66), contemporary (48) and have Thai 

feature (82). For price perspective, Chinese users' 

interpretation of art museum tickets is mainly about 

ticket price (78) and ticket booking (63). Meanwhile, 

nearly three-quarters said the price is lower than other 

museums and prefer booking online (51). For place 

perspective, on the one hand, Thailand (441), 

Bangkok (345) and Chiang Mai (214) are the most 

mentioned places. On the other hand, people prefer 

walking (50). For promotion perspective, Chinese 

users like to use C-trip (54) and different websites (19) 

to gather information about Thai art museums. For 

people perspective, responsibility (62) of museum 

staffs is mentioned the most, followed by speaking 

Chinese language (52). In physical environment 

perspective, architecture feature, art shops and the 

museum equipment are mentioned separately 129 

times, 224 times and 82 times. In process perspective, 

what Chinese users know about museum services are 

luggage keeping (46) and museum introduction (43). 

 

3.2.3 Chinese User’s Behavior 

The behavior of visitors can provide feedback to the 

museum about which exhibits people like, where they 

go, and how satisfied they are (Mayr, Eva, et al.2016). 

After data collection and analysis process, the finally 

results about Chinese user’s behavior as follows: 

 

 
Fig. 2 Motivation of Chinese users 
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The top three motivation factorsfor Chinese users to 

visit the Thai art museum in Fig.2are take pictures 

(201, 36%), interested in art, history and culture (124, 

22%) and worth a visit (77, 14%). According to the 

information, art museums can focus on improving 

their products, buildings or physicalenvironment to 

attract Chinese users to take photos and make them 

more interested in the art, history and culture of art 

museums. For example, the more interaction between 

audiencesandproducts, the better experience 

audiences will have. 

 

 
Fig. 3 Type of Chinese users 

 

As showed in Fig.3, more than half of these 

museum's visitors have children, with 20 percent 

choosing with friends and 14 percent choosing with 

parents. Statistics show that a family trip accounts for 

the majority, and art museums can pay more attention 

to attract this group of Chinese tourists. 

 

 
Fig. 4 Satisfaction of Chinese users 

 

In terms of satisfaction in Fig.4, more than 80% of 

Chinese users hold a positive attitude towards the five 

Thai museums and recommend others to have a visit. 

Another 13 percent are dissatisfied and said they 

would not come again or recommend others, while 

the rest 4 percent hold a neutral attitude, believing 

that the content of museums is ordinary and could kill 

time, but not of great significance. 

 

IV. CONCLUSIONS 
 

The purpose of this research is to help Thai art 

museums get a better understanding of Chinese 

visitors’ critical knowledge at Web Mining 

perspective. Based on this knowledge, Thai art 

museums can apply it to attract Chinese tourists and 

develop competitive marketing strategies in the future. 

This paper chose the Octoparse and ROST CM web 

mining tool to extract and analyze online reviews 

from five Thai famous art museums which selected 

by four Chinese online travel websites, namely C-trip, 

Mafengwo, Qunar and Qyer. Based on web mining 

tools, here are 2 steps as following: 1) Data collection. 

This step chose sample Chinese websites and Thai art 

museums, finally got 1,727 online reviews. 2) Data 

analysis. Firstly, this paper deals with data pre-

processing that delete unnecessary words or irrelevant 

reviews. Secondly, this step calculates top 50 

keywords of Thai art museums and acquires Chinese 

users’ behavior knowledge. To be more specific, the 

most frequent words are "product", "place" and 

"environment". For Chinese user behavior 

characteristics, the primary factors that attract them 

are motivation, satisfaction and types. Their positive 

perception is far higher than negative perception, and 

they are highly satisfied and willing to recommend 

others. The most attractive things for them to do in art 

museums are taking photos and having an experience 

about culture, art and history. About the type of 

visitors, most Chinese tourists choose a family trip. 

 

V. DISCUSSIONS 
 

Combined with the primary results of the study, this 

paper has the following marketing suggestions: 

1. Optimize the product. The study found that 

Chinese tourists have repeatedly mentioned the 

“Thai feature”, “feature”, “creativity” and 

“abundant” of artworks and exhibitions. For the 

analysis of Chinese visitor types, they tend to 

take "children" to visit art museums, and the 

main motivations for visiting are “take photos” 

and “learn about local culture, history, and art”. 

Therefore, M art museum can 1) provide a large 

number of products with Thai features and 

creativity. For example, paintings, sculptures, 

Thai silk and statues related to art, culture, and 

history, etc. 2) provide experiential and learning 

products. Chinese tourists prefer a family trip. M 

art museum can provide some interactive 

activities for children and adults, such as hand-

making painting, and knowledge question and 

answer activities to meet the needs of learning art, 

culture, and history.3)provide interesting 

products to satisfy the demand of Chinese 

tourists for taking photos. 

2. Increase the channels to buy tickets. Currently, 

M art museum only sells tickets offline, while 

Chinese users prefer to “booking online”, sothe 

researcher suggests M art museum 1) provide 

online sales on its official website or Chinese 

online tourism platform, and 2) consider 

cooperating with other art museums to launch a 

package ticket service. 

3. Cooperation between different locations. M art 

museum lies half an hour by carto the downtown. 

Considering the keywords mentioned by Chinese 

users, such as “famous”, “short distance” and 
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“walking”, the art museum can 1) cooperate with 

famous scenic spots and hotels around, so as to 

attract Chinese tourists to the art museum. 2) 

provide shuttle bus service to Chinese tourists 

which makes them feel convenient. 

4. Increase publicity. M art museum can consider 

from three aspects：1) cooperate with relevant 

online travel platforms in China, such as C-trip 

and Mafengwo. 2) cooperate with other museums 

and art galleries for offline publicity. 3)the 

publicity content can combine with the 

motivation of Chinese users, such as introducing 

local art, history and culture, providing buildings, 

products and scenes for taking photos, etc. 

5. Service optimization: Chinese tourists frequently 

mention “Chinese” and “multi-language”, and 

the art museum can arrange 1) multi-language 

service, such as an APP, a translator, a brochure, 

etc. 2) Hire staffs who can speak Chinese. It can 

break the language barrier and improve Chinese 

tourists’ experience. 

6. Improve themuseumenvironment. Chinese 

tourists pay moreattention to “comfort” and 

“facilities”. M museum may consider 1) 

providing air conditioning, free wifi, bilingual 

signs, etc. in the exhibition hall, restaurant, ticket 

window, and toilet. 2) creatingchildren play 

facilitiessuch as playrooms，learning rooms.  

7. Optimize the process: provide procedures such as 

“luggage keeping”, “behavior guidance” and 

“introduction”. To be specific, 1) after buying 

tickets, the staff can remind Chinese touriststhat 

the museum provides bag-deposit service; 2) 

introduce the matters needing attention of the 

museum, such as no photos, no water and do not 

touch artworks; 3) introduce these artworks, 

exhibitions, restaurants and souvenir shops of the 

museum in order to make visitors have a 

comprehensive understanding of the museum and 

have a good impression. 

 

However, this study has the following limitations. 1) 

Data sources. The personal information of Chinese 

tourists is incomplete, with only the user name, 

comment content and post time, which cannot help to 

analyze demographic characteristics. 2) Data samples. 

In this study, only select five Thai art museums in 

Bangkok and Chiang Mai, not including other regions 

and art museums.3)The subjective consciousnessof 

the researcher.In data preprocessing and high-

frequency word analysis, human analysis is required, 

which will lead to error inevitably.The conference is 

part of the researchers' graduate thesis, in the future, 

this paper will combine questionnaire survey to 

deeply discuss the relationship between tourists' 

product cognition, brand perception, emotional 

expression, satisfaction degreeand behavioral 

intention, so as to verify and improve the accuracy 

and universality of the research conclusions. 
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