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Abstract: Today, domestic and foreign youth hostels are flourishing. There are few 

relevant academic papers in this field in China. There is no corresponding theoretical 

guidance for the rational and standardized operation of youth hostels, which leads to 

the existing Qinghai market not catching the core needs of customers. Satisfaction is 

low. Therefore, the article intends to start from the perceived value of customers and 

understand the core needs of customers. To this end, taking Guangzhou Riverside 

International Youth Hostel as an example, through the content analysis of the network 

reviews collected on the website, the concept model of youth hostel customer 

perceived value was constructed. The result is that the customer's perceived value can 

be subdivided into five aspects: functional value, environmental value, service value, 

convenience value and emotional value. The functional value is mainly reflected in the 

facilities and equipment; the environmental value is mainly reflected in the occupancy 

environment and the surrounding environment; the service value is prominently 

reflected in the service attitude; the geographical location and surrounding services are 

the main forms of convenience value; while the emotional value is mainly reflected 

Make friends. In addition, combined with the social network centrality analysis, 

functional value and environmental value are the core level of perceived value, service 

value and convenience value are second, and emotional value is at the edge level. The 

article not only theoretically explains the customer's perceived value to the youth 

hostel, but also guides the green travel operators to distinguish the primary and 

secondary, and adjusts and improves the customer's core perceived value to improve 

customer satisfaction. 
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1. Introduction 

In the era of universal tourism, the youth tourism market has already occupied a large 

part, and the backpack free travel is popular among young tourists because of its 

flexibility, in-depth experience, hardship and fun. However, the economic capacity of 

young tourists is limited, and long-distance travel is inevitably linked to accommodation, 

and the needs of the times have spawned youth hostels. Because of its history, the 

practice time is still short, so there are few outstanding theoretical studies, and there 

are some shortcomings in the existing research. First of all, there are few documents 

available for reference in the past, which leads to the lack of breadth and depth of 

research on youth hostels, and the shallow convergence of research is serious. Secondly, 

it is mostly from the subjective perspective of the author to analyze the problems 

existing in the youth hostel, and try to give corresponding countermeasures based on 

experience. Finally, the lack of scientific methods to support their own conclusions is 

hardly convincing. Based on the above situation, the writing of this paper has strong 

practical significance. 

The big data capabilities of the mobile Internet provide a new perspective for research 

hostels. The popularity of self-media software on mobile devices allows visitors to post 

a large amount of evaluation information after accommodation consumption. This 

paper intends to find out the customer's perceived value to the youth hostel by 

collecting and sorting the evaluation content and using computer text mining software. 

This is not only an innovation in the research of youth hostels, but also overcomes some 

of the shortcomings of previous research. It also helps to deepen the understanding of 

domestic youth hostel operators on customer needs and continuously improve their 

business methods and development priorities. 

 

2. Literature Review 

2.1 Youth Hostel 

Youth Hostel, also known as the International Youth Hostel, is part of the International 

Youth Hostels Federation (IYHF). The concept originated in Germany in 1909, and in 

1912 the birth of the world's first youth hostel in Altena, Germany, has been more than 

a hundred years ago. The domestic youth hostel started late and was introduced in 

1999. It has only a decade of development history, but its development speed is 

amazing. There are currently more than 3,800 youth hostels in more than 100 countries 

and regions around the world, and there are more than 300 youth hostels in China, 

accounting for about 7.9% of the total. 

Founded in 1932, the International Youth Hostel Federation is a non-profit organization 

headquartered in Welwyn, UK, which aims to provide young travelers with “safe, 

hygienic, friendly, comfortable, economical and environmentally friendly” 
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accommodation services to encourage young people. Love the tourism, love nature, 

make friends, and thus achieve the purpose of promoting cultural exchanges among 

youth and promoting self-help health and environmental tourism, and then cultivate the 

social awareness, self-discipline, diversity and environmental awareness of the youth. 

However, in recent years, due to the pressure of market competition, the youth hostels 

in many countries have been transformed into profitable commercial organizations to 

cope with the challenges of independent youth hostels and youth hostels. The domestic 

youth hostel is headquartered in Guangzhou and is also a profit organization. 

 

2.2 Customer perceived value 

Customer Perceived Value (CPV), first proposed by Zaithaml in 1988, considers 

customer perceived value as the overall evaluation of a product or service after a 

customer makes a trade-off based on the benefits and costs paid in a market 

transaction. Woodruff (1997) argues that customer perceived value refers to the 

customer's evaluation of the functional performance of the product or service in a 

particular environment and the perceived preference of the results of use to induce or 

inhibit its purchase intention. Flint (2002) understands value from three aspects: 

expectation value, experience value and value judgment. It is considered that customer 

perceived value is a trade-off between customer's desired characteristics of product or 

service and the characteristics of abandonment. Wu Yonghong, Fan Xiucheng (2004) 

pointed out that customer perceived value is a specific market product that customers 

with specific needs provide for the specific market products provided by the enterprise, 

and perceives the overall evaluation of the benefits and benefits obtained in the process 

of satisfying their needs. Cheng Haiqing (2007) proposes that customer perceived value 

is the perception of the existence, function and change of the enterprise and its 

products in the whole process of contact interaction between the customer and the 

enterprise and its products. Evaluation. 

It is concluded that customer perceived value includes three characteristics. The first is 

subjectivity. The customer's judgment on the value of the product or service provided 

by the company is based on the utility it can bring to the customer, not just the size of 

the objective value, but also the value given by different consumers. The judgment is 

also different. Secondly, it is hierarchical. Different customers have different levels of 

value perceived by the same product or service. From the comparison of expected value 

and real value, it can also reflect the level of perceived value. Finally, dynamic, the same 

customer will have different perceived value for the same product or service at different 

time periods, and the customer perceived value will change in different situations. 
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2.3 Related literature 

Foreign studies on the value of youth hostel customers are mostly based on 

backpackers and young students. For example, Thyne et al. (2004) analyzed 

backpackers in the Scottish youth hostels and analyzed their travel accommodation 

needs and motivations, and compared them with Australian backpackers; Nash et al. 

(2006) take Scotland for example, the youth hostel studies the travel budget, choice 

preferences and satisfaction of backpackers and independent travellers to derive their 

perceived value; Gallarza et al. (2006) use Holbrooke's typology to develop travel for 

young students. The exploration of behavioral perceived value proves the complexity of 

the value dimension and the sensitivity of value perception. Domestically, Su Yan (2010) 

starts from the theory of interaction and believes that during the stay of the hostel, 

there are a large number of interactions between the host and the guest, and the 

customer's accommodation experience is analyzed. Fu Yunxin et al. (2014) use content 

analysis. In the case of Guilin Yangshuo Huamanlou International Youth Hostel, this 

paper analyzes the perceived value of accommodation tourists and constructs a 

perceptual value model consisting of five dimensions: functional value, social value, 

emotional value, service value and ecological environmental value [1]. Pang Wei et al. 

(2016) took Lhasa Pingcuo Kangsang International Youth Hostel as an example, 

selected a large number of online reviews as the object of analysis, and used computer 

software to dig out the hot spots of praise and bad reviews. The research results prove 

that the location conditions and interactive space of the youth hostel are tourists. The 

most satisfactory factors, facilities and basic services are the most unsatisfactory factors 

[2]. 

   It can be seen that from the subjective point of view of the customers, they still have 

little judgment on the value of the youth hostels, but these subjective value judgments 

will affect the customers' evaluation of the youth hostels. Correctly grasping the 

customer's concerns can better promote the development of youth hostels. 

 

3. Research methods and data 

3.1 Research object 

This article chooses Guangzhou Jiangpan International Youth Hostel as an example, for 

two reasons: First, Guangdong Province is the first concept of introducing youth hostels 

in China, and it is also the earliest group to establish youth hostels. In addition, China 

International Youth Hostel Headquarters is authorized by IYHF in Guangzhou to be 

responsible for the development and coordination of the China Youth Hostel. Therefore, 

Guangzhou has a prominent position in the domestic youth hostel industry. Secondly, 

Guangzhou Jiangpan International Youth Hostel is one of the first youth hostels built in 

China. It was completed in 2001 and became the first youth hostel to receive the 
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International Youth Hostel Association quality standard certification in 2014. It is a 

youth hostel in China. Representative. In addition, due to the high degree of openness 

in Guangzhou and the relatively developed tourism industry, the source of customers 

staying in youth hostels is relatively wide, making research more meaningful. 

 

3.2 Research methods 

Content Analysis 

Content Analysis is a scientific research method that deeply analyzes the research 

content and systematically and quantitatively reveals its deep hidden meaning through 

representational layering. ROST content mining is the most important analysis tool in 

content analysis. The article mainly uses this tool to analyze the content of web text. 

Model Analysis 

Model Analysis is one of the most common methods of academic papers. By 

establishing a conceptual model of youth hostel customer perceived value, it is possible 

to generalize complex things and better highlight the perceived value of customers to 

youth hostels. 

 

3.3 Data acquisition and processing method 

Word frequency analysis 

The article selects 313 real tourist reviews from February 2016 to February 2017 from 

several popular websites such as Bin Ke, Ctrip, and Public Comments, and removes 254 

valid comments after 59 invalid comments. Import the 254 valid comments collected 

into the Word document, and finally get 45174 words of analysis text. 

Pre-processing the obtained text, using ROST software to automatically segment the 

analyzed text, filtering out the vocabulary unrelated to the study in the word 

segmentation result, selecting 50 high-frequency words from high to low as the basis 

for analysis, the word frequency calculation formula is as follows: 

 

   In this expression, it refers to the frequency of a certain vocabulary x, indicating the 

strength of the lexical x; the lexical frequency of the vocabulary x, that is, the number 

of vocabulary x appearing in the text; the length of the word of the lexical x in the 

analyzed text; is the length of all words in the analyzed text. In the network text 

collected by the author, the total length of the words of the 254 web texts of the tourists 

= 45174, such as the word "environment" appears in the text a total of 287 times, the 

length of the words is 2, that is, the frequency F = 287 * 2 / 45174 = 0.0127. The 

high-frequency vocabulary that can be calculated in this way is shown in Table 1 below. 
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Table𝙸.  High frequency vocabulary 

Order Vocabulary ( xR
) ( xF

) 

1 environment 287 0.0127 

2 room 217 0.0096 

3 service 144 0.0064 

4 clean 115 0.0050 

5 convenience 114 0.0050 

6 reception 107 0.0047 

7 Fangcun 103 0.0046 

8 dock 101 0.0045 

9 Pearl River 94 0.0042 

10 Guangzhou 86 0.0038 

11 location 84 0.0037 

12 riverside 74 0.0033 

13 check in 73 0.0032 

14 minute 73 0.0032 

15 evening 72 0.0032 

16 traffic 67 0.0030 

17 attitude 60 0.0027 

18 place 59 0.0026 

19 subway station 54 0.0036 

20 hygiene 52 0.0023 

21 youth 51 0.0023 

22 waterside 51 0.0023 

23 comfortable 51 0.0023 

24 distance 50 0.0022 

25 public 48 0.0021 

26 friend 46 0.0020 

27 hall 44 0.0019 

28 opposite 44 0.0019 

29 subway 43 0.0019 

30 facility 43 0.0019 

 

Conceptual Model Construction 

Based on the ROST high-frequency vocabulary analysis results, try to construct a 

conceptual model of the perceived value of youth hostel customers, as shown in Figure 

1 below. 
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Figure𝙸.  Customer perception value conceptual model 

   Functional value refers to the perceived utility of the customer from the functional 

attributes of the product, including the perception of the efficacy of the infrastructure 

equipment; environmental value refers to the pursuit of environmental attributes by the 

customer when consuming the product, including the internal environment and the 

external environment; Refers to the size of the perceived service utility of the customer 

when the product is consumed, such as the service attitude of the employee; the 

convenience value refers to the additional convenience effect that the customer feels in 

the process of consuming the product, including the convenience of the geographical 

location and the convenience of the surrounding service; Value means that the 

consumption of products can provide spiritual support to tourists, including making 

friends and fostering feelings [3-5]. 

 

4. Results and discussion 

According to the word frequency analysis of statistical texts, the perceived value of 

youth hostel customers is summarized into five dimensions: functional value, 

environmental value, service value, convenience value and emotional value.  

 (1) As can be seen from the word frequency table, words such as "room" (217), 

"television" (36), "toilet" (36), "room" (31), "slipper" (29) appear frequently. Therefore, 

the above words are summarized into the functional value column of the perceived 

value, representing the functional utility perceived by the customer for the facilities 

provided by the youth hostel. 

 (2) In the word frequency table, “Environment” (287) appears most frequently, 

reflecting the customer's extreme attention and attention to the environment. In 

addition, high-frequency vocabulary such as "clean" (115), "waterfront" (74), "health" 

(52), "quiet" (39), "periphery" (37) are also within the youth hostel. The external 

environment is closely related. It can be seen that the environmental value is a very 

important part of the customer's perceived value, and since the customer has evaluated 

both inside and outside the hostel, the environmental value can be subdivided into the 

occupancy environment and the surrounding environment [6]. 

 (3) High-frequency words such as “service” (144), “attitude” (60), “front desk” (107), 
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“personnel” (35), and “check-in” (73) all show the perceived value of customers to the 

services of the youth travel staff. In particular, many guests have mentioned the service 

attitude of the front desk staff. It can be seen that the customer is very experienced in 

the service of the staff. Therefore, the perceived service value is classified into 

perceived value, and mainly the service attitude has an impact on the service value [7]. 

 (4) High-frequency vocabulary such as "convenient" (114), "dock" (101), "location" 

(84), "traffic" (67), "metro station" (54), "by boat" (30) are first around The core 

keyword "convenience" is unfolded. Therefore, the perceived convenience value is 

incorporated into the customer's perceived value, and the convenience value in the 

article is mainly reflected in the geographical location and surrounding services. 

(5) Some words in the high word frequency table, such as "friends" (46), "public" (48), 

"comfort" (37), "atmosphere" (33), "next" (33) and other vocabulary bands The 

obvious subjective emotional color represents the emotional support of the customer 

for staying in the youth hostel. In the actual commentary, the customer mentioned that 

staying in the Youth Hostel can enhance communication with others and make friends. 

 

5. Conclude 

The prevalence of backpacking and personalized travel provides an opportunity for the 

youth hostel to thrive. With the introduction of international youth hostels in the country, 

the industry has become more concerned about the development of youth hostels. This 

article takes Guangzhou Jiangpan International Youth Hostel as an example. By 

selecting the real customer reviews of the hostel on the popular website, ROST software 

is used for content analysis to obtain the customer's perceived value model for the 

youth hostel, including functional value, environmental value and service. Five aspects 

of value, convenience value and emotional value. Combined with the word frequency 

analysis and network centrality analysis of the text, it can be seen that the functional 

value and environmental value are at the core level of customer perceived value, the 

service value and convenience value are second, and the emotional value is at the edge 

of perception. Therefore, in the daily business process of the youth hostel, it is 

necessary to distinguish the primary and secondary, retain the strengths, make up for 

the weaknesses, and enhance the customer's positive perceived value while improving 

customer satisfaction. 
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