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@ Cora Un In Wong, Shanshan Qi, “Tracking the Evolution of a Destination’s Image by Text-mining Online Reviews - the
Case of Macau,” Tourism Management Perspectives, Vol. 23 (2017), pp. 19-29.

® A. Beerli, J. D. Martin, “Factors Influencing Destination Image,” Annals of Tourism Research, Vol. 31, Issue 3 (2004),
pp. 657-681.
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