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Abstract	
With	 the	 improvement	of	 living	standards,	people's	expectations	 for	scenic	spots	are	
steadily	growing	and	the	improvement	of	scenic	spots	is	inevitable.	On	the	basis	of	this	
situation,	some	scholars	have	put	forward	views	of	wise	scenic	spots	and	put	them	into	
effect,	which	has	received	a	strong	response.	The	purpose	of	this	paper	is	therefore	to	
explore	the	intelligent	scenic	spot	on	the	experience	of	tourism.	
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1. Introduction	

In recent years, the idea of "wisdom scenic spot" has also emerged in a historic moment as part 
of the tourism industry's tremendous trend. The concept of "wisdom scenic spot" is "wisdom 
tourism" born under the context of "smart Earth" and its practice in China's "smart city" (Yu, 
2014). At present, the rectification and development of smart scenic spots is in full swing across 
the country, and each scenic area hopes to attract more tourists and to occupy a broader tourist 
market through this reconstruction. Scenic spots with an excellent geographical location, 
government support and ample funding have become the pacesetters of smart scenic spots. 
They are leading the way in the application of various information technology such as cloud 
computing and artificial intelligence to various scenic spot departments and facilities, aiming 
to incorporate tourism tools and building smart scenic spots. 
The Yuntai Mountains are located in Xiuwu County, Jiaozuo City, Henan Province. It occupies an 
area of 280 square kilometers and consists of 12 attractions such as the Hongshi Gorge, the 
Monkey Valley, the Tanfu Gorge, the Quanfu Gorge, the Zhuyu Peak and the Monkey Valley. With 
a rich seascape, a unique geological mountain landscape and a long history and culture, the 
scenic spot has a strong scientific value, academic value, cultural value and aesthetic value. 
Yuntai Mountain Scenic Area is one of the world's first geological park and national scenic area, 
the first 5A National Tourist Scenic Area, National Forest Park, National Main Scenic Area, 
World Geological Park, a world travel and tourism service brand and national natural heritage. 
In order to explore the problems and shortcomings, find out the root cause, and then studies 
the proper scenic wisdom development model, the development strategy of the developed can 
meet the demand of tourists, enhance the core competition force of the scenic spot, stand out 
in the country's tourism market. At the same time, people should be able to see the big from the 
small, through the study of Yuntai Mountain scenic area, and then radiation to the province and 
even the wider range of the country, for the reconstruction of other scenic areas to provide a 
good copy. 
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2. Literature	Review	

2.1. Concept	of	Smart	Scenic	Spot	
The smart scenic spot is an essential component in the smart tourism framework (Zhang et al, 
2012). This method applies a range of advanced science and technology, such as cloud 
computing and artificial intelligence, to all facets of scenic spot design in order to provide more 
convenient services for visitors. The development of smart scenic spots has changed the past 
dirty and messy scenic spot problem, with less workers offering more convenient service, 
knowledge of management, service and marketing. In short, the process of smart scenic spots 
is a process of improving the soft power and hard power of scenic spots, the main objective of 
which is to boost the core competitiveness of scenic spots, with enough faith to cope with the 
coming or probably coming, which is not conducive to the creation of a scenic spot crisis. 
There is currently no unified norm on how to define a smart tourism country. Nevertheless, the 
country has a set of assessment criteria for smart scenic construction: it is divided mainly into 
three dimensions: tourism experience, scenic management and tourism items, including 17 
second-level standards and 41 third-level standards (Yang, 2014). 

2.2. Customer	Satisfaction	Theory	
Customer satisfaction is generally defined as the overall assessment of the customer's 
experience of buying and consuming certain products or services. Customer Satisfaction 
Theory, or 4C Theory, is market-oriented and includes four components: user, cost, comfort and 
communication. Customer Satisfaction Theory, or 4C Theory, is market-oriented. Generally 
speaking, companies should take the needs of consumers first when making decisions (Zhang, 
2016). In order to allow consumers to make the most of the benefits at the lowest cost, to 
provide consumers with as much convenience as possible and to maintain good contact with 
customers during the sales process. 
4C Theory in relation to the past product driven 4P Theory, fits the pattern of The Times, since 
with the growth of the economy, the massive increase in living standards, the demand for 
products is increasingly strong, people's eyes are no longer merely to remain in the commodity 
itself, but to apply to the packaging of goods, labels, appearances, services, etc. at the same time, 
homogeneity. Excessive attention to the needs of customers, but the longer the business loses 
its course, the lack of confidence to innovate, the lack of its own entrepreneurial spirit, is likely 
to cost a lot more to satisfy the customer, so meeting the market balance between the customer 
and the company's long-term profits is an urgent challenge. 
Some scholars have shown that people travel because they are "pushed" by internal 
psychological forces to make travel decisions and "pulled" by external forces of destination 
attributes (Crompton, 1979). It can be seen that, on the basis of this driving power, the more 
satisfied the tourist destination, the more conducive to the loyalty of the destination. In addition, 
the loyalty of tourists to the destination will boost their intention to revisit the destination and 
make recommendations to others (Oppermann, 2000). Visitor satisfaction and loyalty 
information is therefore essential for destination managers (Sciarelli, 2015). 
Consumers are definitely a key factor in the operation of scenic spots for tourist attractions. 
However, scenic spot operators often do not have direct experiences with travelers. Therefore, 
if tourists want to quickly understand the customer's satisfaction with scenic spots, their 
feelings about the use of different facilities in scenic spots can be expressed: such as tourists to 
the voice navigation system, the assessment of scenic spot busses, the selling of souvenirs, the 
publication of various tourist APP experiences, and even from the scenic spot of the APP 
download. 
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3. Methodology	

This paper adopts a quantitative approach. In order to provide support for this article, in 
writing before the questionnaire was released, the respondents visited the crowd in Yuntai 
Mountain, the main aim of understanding the satisfaction of tourists in the Yuntai Mountain 
Region, surveying the basic details of the first part for tourists, the second section for travel 
habits for tourists, the third section for tourists to the scenic spot in terms of visual feeling. A 
total of 385 questionnaires were issued in this survey, all of which were recovered, and the 
questionnaire survey efficiency was 100%. 

3.1. Respondent	Profile	
In terms of gender distribution, 262 men participated in this survey, accounting for 68.1%. 
There were 123 women, or 31.9 percent. 
 

Table	1.	Gender 

 Frequency Percentage Significant percentage Cumulative percentage 

Effective 

Male 262 68.1 68.1 68.1 

Female 123 31.9 31.9 100.0 

Combined 385 100.0 100.0  

 
In addition, from the point of view of personal monthly income, all of them have simple 
consumption skills, and most of them belong to the middle-income community. Of these, 15 
citizens with 2000 yuan or less account for 3.9 percent. From 2001 to 3000, 113 individuals, 
representing 29.4 percent; 226 persons from 3001 to 5000, accounting for 58.7 percent; 26 (6.8 
percent) from 50001 to 8000; 3 persons from 8001 to 12000, accounting for 0.8 percent; 1 
person (0.3 percent) from 12001 to 20000; 1 person with more than 20,000, accounting for 0.3 
percent. 
From the frequency of visits to the scenic spot of Yuntai Mountain, tourists are happy with the 
scenic spot of Yuntai Mountain, and the possibility of a return is high. For the first time, 248 
people came here, accounting for percent. The second visit was 113, or 29.4 percent; eighteen, 
or 4.7 percent, were the third time. There were six people for the fourth time, or 1.6 percent. 

3.2. Chi‐square	Analysis	
From a cross-analysis of tourism occupation and monthly income, it can be seen that Pearson's 
chi-square value is 418,230 and P is 0,000, so there is a substantial gap between occupation and 
monthly income (P<0.05). Among them, tourists employed in businesses and public institutions 
with a monthly income of 3000~5000 account for the majority, so it can be assumed that Yuntai 
Mountain Scenic Spot is actually the first choice for moderate-income tourists. 

3.3. Difference	Analysis	
Independent test of gender in the assessment of infrastructure the table indicates that the P 
value is 0.046, so there is a substantial gap between gender and the assessment of 
infrastructure convenience. (P<0.05, p<0.05). The setting, position and form of the 
infrastructure in the scenic spot must therefore be more streamlined in order to completely 
illustrate the characteristics of the scenic spot. 
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Table	2.	Cross analysis of occupation and monthly income 

 
Personal monthly income 

Total2000 yuan 
and under 

2001-
3000 

3001-
5000 

5001-
8000 

8001-
12000 

12001-
20000 

More than 
20000 

Professional 

Civil servants 1 14 42 3 0 0 0 60 

Enterprises and 
institutions 

2 79 166 18 1 0 0 266 

The private 
enterprise 0 0 1 3 2 0 1 7 

Freelance 2 7 2 2 0 1 0 14 
Students 9 0 0 0 0 0 0 9 

Other 1 13 15 0 0 0 0 29 
Total 15 113 226 26 3 1 1 385 

 
 Value df Progressive Sig. (bilateral) 

Pearson chi-square 418.230a 30 .000 
Likelihood ratio 131.774 30 .000 

Linear and linear combination 12.641 1 .000 
N in a valid case 385   

 
Table	3.	Independent sample test of gender in the evaluation of infrastructure accessibility 

 Gender N Mean Standard 
deviation 

Standard error of the mean 

Evaluation of 
infrastructure 

facilities 

Male 262 1.2252 .35822 .02213 

Female 123 1.3062 .39715 .03581 

 

Levene test 
of variance 

equation 
T test for the equation of the mean 

F Sig. t df 
Sig. 

(double 
side) 

Mean 
difference 

Standard 
error 

95% confidence 
interval for the 

difference 
Lower 
limit Cceiling 

Evaluation of 
infrastructure 

facilities 

Assume 
that the 

variances 
are equal 

3.521 .061 -1.998 383 .046 -.08104 .04056 -.16079 -.00130 

Variances 
are not 
equal 

  -1.925 218.115 .056 -.08104 .04210 -.16401 .00193 

 
The table indicates that the significance value is 0.000, so there is a substantial difference 
between the educational context and the probability of returning to this field (P<0.05). Yuntai 
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Mountain Scenic spot is a geological treasure house of rocks left over from the Early Proterozoic, 
Cambrian and Ordovician periods. It is a paradise for lovers of historical geography and of high 
academic merit. 
 
Table	4.	Single factor analysis of educational background in the possibility of coming to this 

area again 

  N Mean Standard 
deviation 

Standard 
error 

95% confidence 
interval for the mean 

Minimum maxim
um Lower 

limit Ceiling 

 
 

Go to this 
scene again 
to evaluate 

the 
possibility 

Junior High school 
and below 6 1.0833 .20412 .08333 .8691 1.2975 1.00 1.50 

High school 7 1.3571 .47559 .17976 .9173 1.7970 1.00 2.00 

college 115 1.0304 .12007 .01120 1.0083 1.0526 1.00 1.50 

Undergraduate 
course 254 1.0413 .15800 .00991 1.0218 1.0609 1.00 2.00 

Master and above 3 1.1667 .28868 .16667 .4496 1.8838 1.00 1.50 

Total 385 1.0455 .16500 .00841 1.0289 1.0620 1.00 2.00 

  Sum of 
squares 

df Mean 
square 

F Significant 

Go to this 
scene again 
to evaluate 

the 
possibility 

Between groups .763 4 .191 7.479 .000 

 
 

      

Within the group 9.692 380 .026   

Total 10.455 384    

4. Conclusion	and	Discussion	

The basic elements of tourism, such as 'food, lodging, transport, travel, shopping, 
entertainment,' the current wisdom of the Yuntai Mountains, concentrated mainly on 'line' and 
you and other aspects of development, are primary, because the intelligent food system is not 
perfect, refers to a management system that uses wisdom to the whole of the restaurant, to 
reduce the amount of human being, Catering has become a giant that has an effect on visitors' 
experience. Intelligentization of the scenic spot should also be specifically linked to the needs 
of tourists. With the rapid development of information technology today, the combination of 
information technology and tourism has become the unavoidable pattern of modern tourism 
development (Zhang, 2018). There is still enough space for the growth of the Yuntai Mountain 
Landscape Intelligentization. Yuntai mountain area in the peak season and holiday tour guide 
need to make an appointment in advance, but there is no specific public website, tourists can 
also use the electronic description feature to understand the scenic spot on the APP, but an 
intelligent voice navigation system can only clarify secret patterns on certain locations, so an 
intelligent navigation system is a misnomer, scenic collection. 

4.1. Weak	e‐commerce	Functions	
According to the data released by Yuntai Mountain Scenic Area, 5.56 million tourists were 
received in 2017 and the total revenue from tourism amounted to 505 million yuan, of which 
80% came from tickets. The Yellow Mountain region received 3.37 million visitors in the same 
year, with a total revenue of 1.783 billion yuan. It can be seen from this that the e-commerce 
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development reach of Yuntai Mountain Scenic Spot is currently special, with a specific emphasis 
on ticket revenue. With the rise in the total number of visitors and the transition in the tourism 
mode, scenic spot management is becoming more difficult. The increasing demand of visitors 
means that they are no longer satisfied with conventional tourism services (Zhang, 2018). 
Therefore, the scenic spot not only attaches importance to ticketing, but also needs to pay 
enough attention to the e-commerce of tourist souvenirs and local specialties. According to the 
questionnaire, visitors are also highly disappointed with the price and quality of the souvenirs 
in the scenic locations. 

4.2. The	Emergency	Mechanism	Is	Not	Sound	Enough	
The Yuntai Mountain Scenic Area received 115,400 visitors in the three days of the Qingming 
Festival alone in 2019, up 12 percent year on year, with student tourists growing by more than 
30 percent compared to the same period last year. This puts more pressure on the scenic 
location. 
Yuntai mountain scenic area has more than one wild Taihang macaque population, which 
means that it threatens the safety of tourists, walks in the scenic spot is also seen to have a 
monkey, and stealing tourists’ food, rock fall and Yuntai mountain scenic area in 2016 occurred 
events of visitors battering to death, there is no question that the responsibility of the scenic 
area is inevitable. Following the incidence of this incident, the scenic spot did not deal with it in 
a timely and successful manner, resulting in a large spread of the incident in a short time, which 
inevitably had a major negative impact on the scenic spot. 
In addition, the scenic spot is patrolled by sanitation staff who turn a blind eye to visitors 
leaping over the cord to take pictures. It can be seen that the Yuntai scenic spot has not earned 
enough publicity after a crisis. It is precisely the establishment of a sound emergency process 
that is a tough goal for the construction of a smart scenic spot, so the scenic spot can give 
priority to thinking about how to use smart means to improve crisis management. I believe that 
this emergency system will need to include details such as the number, name, content, status 
and type of emergency message (Zhang, 2018). 

4.3. Lack	of	Smart	System	Function	Supervision	
Yuntai Mountain Scenic Area has practically realized a one-stop smart food, housing and 
transportation facility, but monitoring is weak. From the questionnaire study, it can be seen 
that hotel operators focus only on income but neglect the experience of the tourist check-in, 
which has a negative effect on the reputation of the scenic area. As an important link in the 
savvy chain of scenic spots, scenic spots have the qualifications and the responsibility to 
support and develop the standard and abilities of their operators. Yuntai Mountain Landscape 
can continually enhance the functionality of the smart system and incorporate more resources 
into the system as part of a comprehensive smart implementation process. 

4.4. Insufficient	Experience	of	Smart	Tourism	
Tourist experience includes product experience, service experience and so on. Nowadays the 
experiential items of Yuntai Mountain Scenic Spot include spaceship experience and web 
Celebrity Pontoon experience. Many of these are ideal for the summer, so when you travel in 
the winter, the participation of visitors will be relatively poor, and the whole trip will be dull 
and boring. This shows that the experience of the current scenic spot is severely limited by 
season and space. The smart scenic spot should not only achieve material intelligence, but 
spiritual satisfaction is also significant, otherwise the rate of re-visiting the scenic spot will 
decline, visitors will not recommend relatives and friends, causing adverse public response. 
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