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Abstract: [Objective/ Significance] Precisely capturing and correctly understanding the demand and satisfaction of audience
with different cultural backgrounds will help movie producers and distributors perform well in movie-making and export choice.
[Methods/process] this paper uncovers demand and satisfaction of moviegoers coming from North America by investigating

their online reviews. From the foremost online review communities, moviegoer reviews have been retrieved, quantified, text-

HEWME BEZRHSRERETH 2R MG T b E s S S haams”  (16BXW038)
EZEN FFER (1996-) , WAz, W57 A SCARIZHE, s U &%, E-mail: shan_ling wang@163.com; Z= (1964-) ,
Wi, @ZdZ, WIEITCh s SO B T8 (1995-) |, WFscd:, WESEJ7IR AL AR e R L

TECHNOLOGY INTELLIGENCE ENGINEERING
201 F - E 75 -E28



I pPtm =l KNOWLEDGE ENGINEERING

doi:10.3772/j.issn.2095-915x.2021.02.008

mined, and interpreted using dependency parsing, FP-growth, and sentiment analysis. [Results/conclusions] Results demonstrate

that North American audiences are less satisfied with the story, characters and plots of Chinese movies, and are more strongly

fascinated by the actors, special effects and Chinese kung fu. Therefore, improving the appeal of Chinese movies in the North

America lies in improving capability of Chinese storytelling, plot design and character building.

Keywords: Moviegoing demand; sentiment analysis; text mining; dependency parsing
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