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Abstract: “Tourism + Culture & Creativity” are important driving forces for Macao’s sustainable

tourism development in the new era. Thus, an in- depth understanding of the major market is of great

importance. Based on text analysis, this study employed Python 3.6 and ROST CM6.0 to obtain and

analyze 22,334 travel reviews posted by Generation Z travelers on a social media platform. High-

frequency vocabularies, sentiment analysis, and association are outlined. The study reveals important

information on the sources, channels, and mediums of Generation Z’s perceptions. The results offer

insights into the sustainable development of cultural and creative tourism in Macao, and ideas for

government and the industry to develop and design related creative tourism products and experiences.

Key words: Macao; culture and creativity; creative tourism; generation Z; online text analysis
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