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Abstract : As of March 2020, the number of Chinese netizens has reached 904 million. The proportion of Internet users
accessing the Internet through mobile phones is as high as 99.3%. Under the background of 'Internet +', tourists have a
stronger sense of independence in the choice of tourism destinations and tourism products. Tourists are more inclined to learn
about the relevant information on tourism destinations and other tourists' evaluations of tourist products through the Internet.
The search engine, as an integrated platform that contains a wealth of information, is highly valuable to the analysis of the
characteristics of the Internet attention given to various tourism destinations, through big data mining and analysis. This
article uses the Baidu Index as the data source, which is one of the products of Baidu Search. The Baidu Index is based on big
data, which collects and shares the search results of a large number of Internet users on the Baidu search engine. The big data
used in this article includes search index, demand map, population profile, etc. The main research methods used are: (1) based
on the search index, analyzing the Internet attention given to the tourism in five cities in Northeast Sichuan at different times,
so as to obtain the overall trend and individual characteristics of tourism development in the region; (2) based on the demand
map and the population profile, analyzing the demographic characteristics and market positioning of the tourist groups in
these cities to understand the characteristics and needs of the target groups; (3) correlating the Internet attention data with
the permanent population of each province in China in the corresponding to construct the Boston matrix of the Internet
attention rate of the Northeast Sichuan tourism, obtain the tourism target markets, and then propose development strategies
for different markets. The study has found that: a) the Internet attention given to the tourism in the region can be categorized
into tourist off-season and peak season; the Internet attention given to tourism in different cities is quite different. b) tourists
look  for  information  including  tour  guide  information,  ticket  information,  traffic  information,  weather  information,  and
information on the competing tourism cities;  with regard to the population profile,  the main group of potential  tourists
searching for the keywords of tourism in the five prefecture-level cities in Northeast Sichuan are youth. The male to female
ratio is about 6 to 4, with males being predominant. c) through the construction of the Boston matrix, it is concluded that the
star market for tourism in the Northeast Sichuan Economic Zone includes Sichuan and Shaanxi; the cash cows market includes
Hainan and Ningxia; the question market includes Jiangsu and Shanghai; the dog market includes Hubei and Jiangxi. The study
concludes with the following planning strategies and recommendations: i) creating a diversified business format that integrates
cultural and tourism; ii) creating a brand image of niche tourism; iii) focusing on the development of tourism products; iv)
innovating composite three-dimensional marketing channels.
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