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Abstract 
The perceived value of tourists is an important factor in evaluating tourism activities. 
Firstly, based on the summary of the research methods and the content of the perceived 
value of tourists at home and abroad, this paper proposes an index system of tourists' 
perceived value. Then, using the Shenzhen-Hong Kong Biennale as a case, and a 
questionnaire was designed to survey tourists' satisfaction with various perceived 
indicators. Expert survey and AHP were used to obtain the weights of tourists' perceived 
values, and tourists were combined with Fuzzy comprehensive analysis to obtain 
tourists' actual perceived performance. The study results show: 1.The importance of the 
perceived value of tourists obtained from the survey of experts is non-economic cost> 
economic cost> convenience value> aesthetic value> sentiment value> utility value> 
service value. 2.The Fuzzy comprehensive evaluation method calculates that the 
comprehensive score of tourists' perceived value is 3.642, between the general level and 
the satisfaction level, and there is room for further improvement in the perceived value 
of tourists.3.The economic costs and non-economic costs of the Shenzhen-Hong Kong 
Biennale are of a high degree of importance, but the actual perceived level of satisfaction 
is relatively low and should be highly valued in the development of MICE tourism. 
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1. Introduction 

Event tourism has become one of the fastest-growing tourism products in the world tourism 
market. It can drive local economic and cultural development and bring huge economic and 
social benefits to the place. Therefore, event tourism is an important part of the local economic 
development strategy. Compared with the rapid development of event activities, the 
development of event tourism research is relatively lagging, and related theories and empirical 
studies need to be in-depth.In the existing foreign event tourism research, most of them are 
from the perspective of supply and management; And pay less attention to customer 
orientation[1,2].However, tourists are the marketing objects of event tourism, and their 
perception and evaluation of event tourism are directly related to the sustainable development 
of event tourism. But at present, both in the industry and in the research field, the research on 
this aspect is relatively lagging, and this field urgently needs more attention from researchers. 
The definition of tourist perceived value in tourism is mainly based on the definition of 
customer value in the field of marketing. Most studies directly quote Zeithaml's definition or 
make slight language adjustments[3]. It is the extension and application of customer perceived 
value in tourism situation[4].It can be considered as a trade-off between the perceived benefits 
of customers and the costs they pay in obtaining products or services[5],we usually measure 
the subjective evaluation of customers with the help of psychological research methods and the 
characteristics of service marketing.In recent years, perceived value is an important research 
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direction in the field of tourism. Prebenson et al. found that tourism motivation and 
participation are closely related to the perceived value of tourism destination experience[6].On 
the basis of foreign studies, domestic scholars have made some progress in empirical research 
on festival tourism, inbound tourism and sightseeing tourism.However, in the existing 
perception research, the empirical research on event tourism is still less, and more focus on the 
field of general tourism and tourism attractions; In the field of event tourism, there are more 
studies on tourists' participation motivation and consumer behavior, while there are less 
studies on tourists' perceived value of exhibition.Successful event tourism is inseparable from 
the in-depth exploration of consumer demand, motivation and value.The paper provides new 
perspectives and cases for solving problems in the process of event tourism preparation, and 
has a strong demonstration effect. 

2. Literature Review 

2.1. Event Tousim 
An event is the sum of a series of activities that occur in a short period of time. At the same time, 
an event is also a unique combination of environment, facilities, management and personnel 
within the time it occurs[7].Today, events have become an inseparable part of the city, and its 
research involves many disciplines such as leisure, tourism, art, culture, and sports. Some 
scholars pointed out that regardless of whether the event is a tourist attraction or whether it 
can prompt tourists to stay longer, the event has tourist value.Therefore, events and tourism 
are closely related. Events are an important driving force for tourism development and occupy 
an extremely important position in tourism development and tourism marketing in many 
tourist destinations. Event tourism is the link between tourism research and event research. In 
the context of event tourism, Getz and Page divide events into four categories: business events, 
festivals and cultural events, entertainment events, and sports events. Among them, cultural 
events are becoming a common means for economic revitalization, urban transformation, 
destination image enhancement, attracting foreign investment and tourism income generation. 
Many foreign cities use cultural events and cultural flagship projects as catalysts for local social, 
environmental, economic and cultural development. For example, Venice uses the Venice 
Biennale to promote tourism development, and Barcelona uses large-scale cultural events to 
promote urban renewal. Therefore, event marketing plays an important role in tourism 
destination marketing. In the field of event tourism research, there are more studies on tourists' 
participation motivation and consumption behavior, while there are fewer studies on the 
perceived value and behavior of biennale tourists. 

2.2. Tourists Perception Value 
The thought of customer perception value can be traced back to Drucker's thought in. In his 
book management practice, he pointed out that what customers buy and consume is not 
products, but value[8],scholars' interpretation perspective of customer value has also 
experienced the transformation from the trade-off theory to the overall evaluation theory of 
utility.The former advocates that customer value is the ratio or difference between the benefits 
obtained and the costs paid, and believes that value is the result of the balance between gain 
and loss. The latter emphasizes that individual characteristic factors and situational factors 
such as customer preference and emotion will also affect customer value[9].Until the late 1990s, 
the theory of customer perceived value was introduced into the research of tourism, and the 
expression of customer perception  value or tourist perception  value was directly adopted. 
Therefore, the definition of the concept of tourist perceived value is actually the connotation of 
customer perceived value in the field of marketing, and integrates the unique value demands of 
tourists for tourism products and services. 
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At this stage, tourists' perceived value is applied to different tourism situations, and scholars' 
understanding of the connotation of tourists' perceived value is gradually improved.Yinghua 
Huang and Fucai Huang believe that tourists' perceived value is tourists' perception of the 
tourism value of the destination and a comprehensive evaluation of the fit between the value 
formed in practice and the desire and expectation; Wenbing Li and Hongmei Zhang pointed out 
that tourists' perceived value is based on the comparison of perceived gains and losses, and is 
an overall evaluation of the degree to which tourism products or services meet tourism needs 
in a certain tourism situation[10].Based on the views of the above scholars, focusing on the 
special situation of event tourism, this paper defines tourists' perceived value as: tourists' 
perceived value is the result of comparing perceived gains (products, services, experience) and 
perceived losses (time, money) in tourism activities. This result can reflect tourists' satisfaction 
with the overall activity. 
At present, in the field of tourism research, the empirical research on tourists' perceived value 
can be divided into two categories:The first is to study the relationship between perceived value 
and other marketing variables. It analyze the relationship between perceived value and service 
quality, satisfaction, and loyalty. For example, Guo Anxi and others study the relationship 
between tourists' perceived value and revisit intention[11].The second type of research is to 
focus on tourists' perceived value, explore the dimensions of tourists' perceived value under 
specific tourism situations, and design measurement scales based on multiple scientific 
methods, such as the sigeval structure scale of tourists' perceived value of major events 
constructed by Chaohui Wang and others. 
Through sorting out relevant literature, it is found that in the design and research of the tourist 
perception value measurement scale, the perception of the perception value dimension is 
different when it is widely used in different tourism situations. As a unique form of tourism, 
event tourism is different from other forms of tourism in the dimension of the perceived value 
of tourists. Therefore, based on the existing research results, this article takes the Shenzhen-
Hong Kong Biennale as an example to explore the perceived value dimension of exhibition 
events, which will provide a reference direction for future biennial marketing planning. 

3. Research Design 

3.1. Case Overview 
Shenzhen-Hong Kong City \ Architecture Biennale (UABB) (Shenzhen side name), was founded 
by the Shenzhen in 2005. In 2007, Hong Kong, which is geographically close to each other, was 
invited to join. The exhibition evolved into a two-city interactive, one exhibition and two venues. 
UABB was originally initiated for two reasons: First, the Shenzhen Municipal Government’s 
planning department deeply felt the lack of influence in the industry and the lack of professional 
communication and public interaction in the city;The second is that Shenzhen proposes a 
"cultural city" strategy and establishes a city of design, takes culture as a factor to promote 
urban development and enhances the competitiveness of the city, thus proposing the Biennale 
to promote the development of Shenzhen's urban architecture and culture, and enhance the 
competitiveness of the city. 
This article selects the 2017 Biennale to conduct research. The 2017 UABB opened grandly on 
December 15, 2017 at the main venue, Nantou Ancient City, Shenzhen. The theme of this 
exhibition is "Cities, Grow in Difference", Nantou Ancient City is selected as the exhibition venue, 
and Shangwei Village, Dameisha Village, Sungang-Qingshuihe Area, Jingkou Community, and 
Qianzhen School are the sub-exhibition venues. 
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3.2. Dimensions of Tourist Perceived Value Measurement 
3.2.1. Scale Design 
In this paper, the design of tourists' perceived value scale of UABB comes from literature 
content analysis and field investigation.On the basis of previous studies, combined with the 
tourists' demand and consumption process of UABB, and drawing lessons from C.h. Wang and 
others’ paper, constructs the sigeval structure scale of tourists' perceived value of major events, 
as well as the research on L.y. Cao's perceived profit and loss,In order to improve the pertinence, 
applicability and scientificity of the scale, the author visited the UABB to observe the tourists' 
experience behavior,Finally, seven indicators are selected to measure the perceived value of 
tourists of UABB (Table 1 below), and a complete questionnaire is formed. 
 

Table 1. Items of perceived value dimension scale 
Dimension Measurement items Dimension Measurement items 

Service value 

Timeliness of service 
Service staff attitude 

Service staff appearance 
safety guard 

Environmental sanitation 
Activity quality 

Overall organization 

Convenience 
value 

Convenient transportation 
Convenient eating 

Convenient shopping 
Easy to find 

Easy access to information 

Aesthetic 
value 

Venue design 
Exhibit appreciation 

Theme interpretation and 
perception 

Economic cost 
Transportation cost 

Diet cost 
Accommodation cost 

Utility value 

Cultural experience 
Increase knowledge 
Understand the local 

customs 
Understand the history 

Personal influence 
Non-economic 

cost 

Transportation time 
Time spent visiting the exhibition area 
The energy and stamina spent on the 

tour 
Time and effort spent searching for 

information before the trip Emotional 
value 

relax 
Put your worries aside 

feeling good 
full of joy 

 
The questionnaire of this study mainly includes three parts. The first part is the measurement 
indicators of tourists' perceived value, mainly including service value, aesthetic value, utility 
value, emotional value, convenience value, economic value and non economic value;The second 
part is the overall evaluation of perceived value; The third part is the basic information of the 
visited tourists.There are three forms in the question design. 
3.2.2. Data Collection 
The survey was conducted from December 2017 to March 2018. The main exhibition site 
Nantou ancient city and sub exhibition sites Luohu, Yantian, Guangming and Longhua districts 
were selected as the survey sites.The questionnaire is distributed by face-to-face interview 
survey. The respondents will ask face-to-face questions, and the respondents will answer the 
questionnaire questions orally, which can effectively improve the recovery rate and answer 
quality of the questionnaire, and can effectively control and select the respondents.The 
sampling method is random sampling.Finally, 164 questionnaires were distributed, 164 were 
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recovered and 164 were valid (there was no invalid questionnaire due to face-to-face 
interview). The effective rate and recovery rate were 100%. 
3.2.3. Sample Structure 
According to the survey data, the demographic characteristics of this survey are shown in the 
following table:In the surveyed sample, there were 90 men, accounting for 54.9%; There are 74 
women, accounting for 45.1%, and the proportion of men and women is basically the same.In 
terms of age structure, 18-35 accounted for 93.3%, 36-50 accounted for 5.5%, and the others 
were 0%. In terms of occupational structure, students account for the highest 41.5%, and other 
types are evenly distributed. In terms of income structure, due to the high proportion of 
students participating in the survey, the number of students with a monthly income of 2000 
yuan or less is the largest.At the level of education level, undergraduate accounts for the highest 
proportion, followed by graduate students and above, junior college accounts for the third, 
senior high school and below account for the fourth, and the proportion is very low. In addition, 
the UABB is an exhibition activity with high artistic depth. The overall educational level of the 
respondents is high, and the questionnaire results are more convincing. 
 

Table 2. Questionnaire sample structure 
Variable Category Frequency Percentage Variable Category Frequency Percentage 

gender 
male 

Female 
90 
74 

54.9% 
45.1% 

 
 
 

Education 
level 

High school 
and below 

Junior college 
Undergraduate 
Master degree 

and above 

3 
31 
91 
36 

 
 
 
 

1.8% 
18.9% 
57.3% 
21.9% 

 
 
 

 

age 

Under 18 
18-35 years 

old 
36-50 years 

old 
51-65 years 

old 
Over 65 

years old 

2 
153 

9 
0 
0 

1.2% 
93.3% 
5.5% 
0% 
0% 

profession 

student 
architect 

artist 
Planner 

Research 
scholar 

Government 
staff 

related 
business 
Designer 

other 

68 
14 
8 
3 
2 
5 

17 
23 
24 

41.5% 
8.5% 
4.9% 
1.8% 
1.2% 
3.0% 

10.4% 
14.6% 
14% 

Number 
of visits 

1 time 
2 times 
3 times 

4 times and 
above 

 

102 
36 
16 
10 

 
 
 
 
 

62.2% 
22% 
9.8% 
6.1% 

 
 
 
 
 

income 

Below 
2000 yuan 
2000-3500 

yuan 
3501-5000 

yuan 
5001-10000 

yuan 
10,000 yuan 

or more 

61 
9 

12 
44 
38 

37.2% 
5.5% 
7.3% 

26.8% 
  23.2% 

current 
residing 
address 

Shenzhen 
Guangdong 

Province 
Outside 

Guangdong 
Province 
foreign 

106 
37 
15 
6 
 

64.6% 
22.6% 
9.1% 
3.7% 
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3.2.4. Reliability Analysis 
Firstly, this study tested the reliability and validity of samples, and analyzed the reliability of 
measurement indicators in the dimension of perceived value. The alpha reliability coefficient 
of the overall sample data reached 0.834,The reliability values of service value, aesthetic value, 
utility value, emotional value, convenience value, economic value and non economic value in 
the scale are also higher than 0.75, indicating that the reliability of the research data is reliable 
and there is no need to delete the measurement items SPSS analysis and test results show that 
the kmo measurement value is 0.806 and Bartlett's spherical test value is 2779.982, which is 
significant under the condition of 465 degrees of freedom and at the level of 0.000, because the 
kmo value is greater than 0.7, indicating that it is suitable for factor analysis. 
 

Table 3. trust level analysis 
Factor level Cronbach's Alpha Number  Factor level Cronbach's Alpha Number 

Index layer 
Service value 
Aesthetic value 
Utility value 

0.834 
0.826 
0.816 
0.834 

31 
7 
4 
5 

Emotional value 
Convenience value  
Economic cost 

0.880 
0.774 
0.886 

4 
4 
3 

 
Table 4. Validity analysis 

Sampling adequacy of KMO metrics 0.806 

Bartlett's sphericity test Approximate chi-square 
df 
Sig. 

2779.982 
465 
0.000 

4. Statistical Analysis of Tourist Perceived Value  

4.1. Weight Calculation of Tourist Perceived Value 
4.1.1. Questionnaire Design and Distribution 
This study chooses AHP method to calculate the weight of tourists' perceived value in UABB. A 
questionnaire survey was conducted on experts and research scholars engaged in relevant 
fields.This part of the questionnaire includes three parts: the first part is the description of the 
questionnaire, including the description of the perceived value system and the instructions and 
examples of filling in and answering the questionnaire; The second part is the main body of the 
questionnaire. The respondents are asked to compare and judge the importance of any two 
measurement indicators in the questions; The third part is the survey of respondents' personal 
information. This study selected eight experts and researchers in related fields from Shenzhen 
Tourism College of Jinan University for investigation. 
4.1.2. Sample Structure 
According to the survey data, the demographic characteristics of this survey are shown in the 
table below. In terms of education level structure, undergraduates account for 12.5%, masters 
account for 25% and doctors account for 62.5%.In terms of research or working time in related 
fields, the highest proportion of more than 10 years is 62.5%.About the respondents' 
understanding of the UABB and perceived value, a little understanding accounted for 100%.On 
the whole, the respondents basically understand the Biennale and perceived value, indicating 
that the data are credible and persuasive. 
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Table 5. Basic information of interviewed experts and scholars 
variable category frequency percentage variable category frequency percentage 

degree of education 

doctor 5 62.5% 

R
esearch or w

orking tim
e in related fields 

 
 

 
 
 

Less than 
1 year 
1 year 
2 years 
3 years 
4 years 
5 years 
6 years 
7 years 
8 years 
9 years 

10 years 
or more 

0 
0 
0 
2 
1 
0 
0 
0 
0 
0 
5 

0 
0 
0 

25% 
12.5% 

0 
0 
0 
0 
0 

62.5% 

master 2 25% 

undergraduate 1 12.5% 

junior college 0 0 

High school and 
below 0 0 

U
nderstanding of 

B
iennale or 

perceived value 

 
Know very well 

know it well 
Understand a 

little 
Don't 

understand 

 
0 
8 
8 
0 
 

0 
0 

100% 
0 
 

R
eading frequency of 

relevant m
aterials 

 
often 

Occasionally 
Rarely 

Never read and 
touched 

1 
7 
0 
0 
 

12.5% 
87.5% 

0 
0 
 

4.1.3. Weight Calculation of Perceived Value 
Use the analytic hierarchy process function of YAAHP software to sort out and calculate the 
expert survey data.The specific process is as follows: firstly, draw the hierarchical structure 
model, compare and judge the importance of two indicators at the same level, then obtain the 
judgment matrix according to the relative importance, and use the software to check the 
consistency, single level sorting and total level sorting. During the operation of the software, 
the inconsistent data are constantly corrected to ensure the rationality and effectiveness of the 
data. 
After comparing the importance of seven levels of elements, this paper constructs eight 
judgment matrices: perceived value matrix, service value matrix, aesthetic value matrix, utility 
value matrix, emotional value matrix, convenience value matrix, economic cost matrix and non-
economic cost matrix, which all pass the consistency test. Finally, the expert questionnaire 
survey and tomographic analysis are combined to obtain the weight value of tourists' perceived 
value, that is, the importance of tourists' related perceived indicators. The weights of target 
layer, criterion layer and index layer calculated by YAAHP software (Table 6), The weights of 
non economic cost, economic cost, convenience value, aesthetic value, emotional value, utility 
value and service value are 0.2299, 0.1730, 0.1613, 0.1505, 0.1267, 0.0815 and 0.0772. It shows 
that in the cognition of the interviewed experts, the non economic cost and economic cost of 
Shenzhen Hong Kong Biennale are the most important, so the improvement of non economic 
value and economic cost is the key factor to improve the overall perceived value of tourists; 
Convenience value, aesthetic value and emotional value account for 16.1%, 15.1% and 12.7% 
of the total weight, which is more important than the overall perception of tourists; Utility value 
and service value are less important. 
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Table 6. The weight and order of criterion layer and index layer 

Target 
layer 

Criterion 
layer 

Criterion 
layer 
weight 

Index layer 

Weight of 
indicator layer 
relative to target 
layer 

Weight of 
indicator layer 
relative to 
criterion layer 

Perceived value of tourists 

service value 
0.0772 
 

Timeliness of service 0.0132 0.1325 
Service staff attitude 0.0101 0.1106 
Information valid 0.0131 0.1934 
safety guard 0.0106 0.1446 
Environmental sanitation 0.0105 0.1445 
Activity quality 0.0105 0.1459 
Overall organization 0.0092 0.1285 

aesthetic 
value 

0.1505 
 

Exhibition hall planning 
structure 0.0598 

0.3669 

Venue design 0.0441 0.3319 

Exhibit appreciation 0.0290 0.1746 

Theme interpretation and 
perception 0.0176 0.1267 

utility value 
0.0815 
 

Understand the history 0.0184 0.2050 
Cultural experience 0.0124 0.1607 
Understand the local 
customs 

0.0151 0.1905 

Increase knowledge 0.0175 0.2285 
Personal influence 0.0181 0.2153 

emotional 
value 

0.1267 
 

Relax 0.0315 0.2363 
Put your worries aside 0.0402 0.3270 
feeling good 0.0258 0.2058 
full of joy  0.0293 0.2309 

convenience 
value 

0.1613 
 

Easy access to 
information 0.0322 0.1955 

Convenient 
transportation 0.0418 0.2683 

Easy to find 0.0467 0.2895 
Convenient eating 0.0407 0.2467 

economic cost 
0.1730 
 

Transportation cost 0.0646 0.3749 
Diet cost 0.0743 0.4240 
Accommodation cost 0.0342 0.2011 

noneconomic 
cost 

0.2299 
 

Transportation time 0.0917 0.3632 
Time spent visiting the 
exhibition area 

0.0348 0.2234 

The energy and stamina 
spent on the tour 

0.0373 0.1575 

time and effort spent 
searching for information 
before the trip 

0.0661 
0.2560 

4.2. Comprehensive Evaluation of Tourist Perceived Value 
It is difficult to describe the perceived value index quantitatively, and the evaluation index 
system has strong fuzziness. Therefore, this paper uses the fuzzy comprehensive evaluation 
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method to comprehensively evaluate the perceived value of tourists in Shenzhen Hong Kong 
Biennale. The specific process is as follows: 
4.2.1. Evaluation Set and Factor Set 
The evaluation set is a set composed of various evaluation results made by the judge on the 
evaluation object, which is usually represented by the letter v, V={1(Very dissatisfied), 
2(dissatisfied), 3(general), 4(satisfied), 5(Very satisfied)}. The evaluation factor set is a 
common set composed of various factors and micro elements affecting the evaluation object, it 
is usually represented by the capital letter U. According to the evaluation index system 
constructed above, the primary factor set includes seven factors, namely: 
U={U1,U2,U3,U4,U5,U6,U7}, a collection of criteria layers. The indexes in UI (I = 1,2,3,4,5,6) are 
subdivided to form a factor layer index set, that is, UI = {ui1, ui2, ui3... UIN}, where UIN 
represents the nth index in UI. In the empirical analysis of UABB, the evaluation factor set is 
composed of 7 criteria level indicators and 31 factor level indicators. 
Establish membership function. By statistical analysis, the questionnaire is recovered, the 
membership degree of the evaluation factor set to each comment is obtained, and the fuzzy 
comprehensive evaluation decision matrix (R) is calculated. 
4.2.2. Comprehensive Evaluation Calculation of UABB 

Table 7. Membership degree and perception score of evaluation factor layer 
Factor level Very disagree disagree general agree Very agree Comprehensive perception score 
U11 0.024 0.159 0.287 0.348 0.183 3.51 
U12 0.018 0.152 0.159 0.463 0.207 3.686 
U13 0.012 0.012 0.098 0.567 0.311 4.153 
U14 0.006 0.018 0.122 0.512 0.341 4.161 
U15 0.006 0.012 0.165 0.463 0.354 4.147 
U16 0.006 0.018 0.274 0.494 0.207 3.875 
U17 0.006 0.012 0.098 0.537 0.348 4.212 
U21 0 0.024 0.226 0.518 0.232 3.958 
U22 0 0.024 0.177 0.488 0.311 4.086 
U23 0 0.006 0.079 0.524 0.39 4.295 
U24 0.012 0.018 0.128 0.421 0.421 4.221 
U31 0 0.03 0.14 0.5 0.329 4.125 
U32 0 0.006 0.11 0.561 0.323 4.201 
U33 0 0.006 0.116 0.549 0.329 4.201 
U34 0 0.012 0.134 0.518 0.335 4.173 
U35 0.006 0.006 0.28 0.427 0.28 3.966 
U41 0.006 0.018 0.195 0.543 0.238 3.989 
U42 0.006 0.03 0.323 0.439 0.201 3.796 
U43 0 0.012 0.25 0.482 0.256 3.982 
U44 0 0.024 0.226 0.494 0.256 3.982 
U51 0.006 0.012 0.213 0.512 0.256 3.997 
U52 0.006 0.067 0.201 0.482 0.244 3.891 
U53 0 0.043 0.213 0.524 0.22 3.921 
U54 0.018 0.073 0.293 0.47 0.146 3.653 
U61 0.024 0.067 0.457 0.354 0.098 3.435 
U62 0.024 0.043 0.476 0.36 0.098 3.468 
U63 0.037 0.073 0.482 0.317 0.091 3.352 
U71 0.049 0.22 0.457 0.25 0.024 2.98 
U72 0.122 0.341 0.384 0.134 0.018 2.582 
U73 0.079 0.366 0.329 0.195 0.03 2.728 
U74 0.018 0.183 0.433 0.305 0.061 3.208 
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Firstly, the first level fuzzy comprehensive evaluation is carried out, taking the criterion level 
index as the first level index and the factor level index as the second level index. The evaluation 
object is the factor Uij in the factor level, and the evaluation membership degree of the 
calculated factor is ri. Analyze the data obtained from the questionnaire survey of UABB tourists, 
and obtain the membership value of each factor of the evaluation factor layer (see Table 7). 
Taking the evaluation index R1 as an example, the value in the first row in the table represents 
the evaluation membership of the evaluation factor (service timeliness) of the criterion level 
index (service value). Therefore, the first level fuzzy comprehensive evaluation matrix of 
criterion level index U1 (service value) is: 
 

 

 0.2827，0.4890，0.1686，0.0487，0.0109

0.348 0.537 0.098 0.012 0.006

0.207 0.494 0.274 0.018 0.006

0.354 0.463 0.165 0.012 0.006

   0.341 0.512 0.122 0.018 0.006

0.311 0.567 0.098 0.012 0.012

 0.207 0.463 0.159 0.152 0.018

0.183 0.348 0.287 0.195 0.024

*0.1285，0.1459，0.1445，0.1446，0.1934，0.1106，0.1325

=R*W=B 111































 
 
Where W1 = [W11, W12, w13, W14, w15, w16, w17], respectively represents the weight of U11, 
U12, u13, U14, U15, U16 and U17 relative to the criterion layer, and so on. The first-class fuzzy 
comprehensive evaluation set based on the evaluation index system is as follows:  Ri× Wi=Bi  
Similarly: 
 

 0.0331]，0.2295，0.4144，0.2606，[0.0621=B

0.0966]，0.3491，0.4700，0.0580，[0.0266=B

0.2152]，0.4971，0.2295，0.0508，[0.0072=B

0.2338]，0.4851，0.2553，0.0221，[0.0034=B

0.3189]，0.5075，0.1594，0.0123，[0.0013=B

0.3098]，0.4969，0.1717，0.0201，[0.0015=B

7

6

5

4

3

2

 
 
Tourists' perception of the criterion layer index UI is: 
 

V×B =S ii  
 
Where V is the evaluation set determined by the evaluation index system: v = {1 (very 
dissatisfied), 2 (dissatisfied), 3 (general), 4 (satisfied), 5 (very satisfied)}. Therefore, the 
perception score of each index of the criterion layer is: 
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*0.2827]，0.4890，0.1686，0.0487，[0.0109=S1 























 
 
Similarly, S2 = 4.0934, S3 = 4.1286, S4 = 3.9229, S5 = 3.8617, S6 = 3.4320, S7 = 2.9100.Then the 
two-level fuzzy comprehensive evaluation is carried out. 
Take each factor UI as an element and Bi as its single factor evaluation membership value matrix, 
then Bi = [BI1, Bi2, Bi3, Bi4, Bi5, BI6, bi7], then the criterion layer evaluation matrix R is: 
 

 































0.0331，0.2295，0.4144，0.2606，0.0621

0.0966，0.3491，0.4700，0.0580，0.0266

0.2152，0.4971，0.2295，0.0508，0.0072

0.2338，0.4851，0.2553，0.0221，0.0034

0.3189，0.5075，0.1594，0.0123，0.0013

0.3098，0.4969，0.1717，0.0201，0.0015

0.2827，0.4890，0.1686，0.0487，0.0109

B，B，B，B，B，B，B=R T
7654321

 
 
Therefore, level II comprehensive evaluation: 
 

0.1831]，0.4086，0.2977，0.0887，[0.0216=

R*0.2299]，0.1730，0.1613，0.1267，0.0815，0.1505，[0.0772

=R×W=B

 
 
The comprehensive score of tourists is: 
 

6420.3
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3
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1

*0.1831]，0.4086，0.2977，0.0887，[0.0216=

V*B=E

























 
 
Where V is the evaluation index system to determine the evaluation set: v = {1 (very 
dissatisfied), 2 (dissatisfied), 3 (general), 4 (satisfied), 5 (very satisfied)}. The defuzzification 
results of tourists' perception evaluation are shown in Table 8. 
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Table 8. Tourist perception evaluation results 

Tourist perceived value 
Fuzzy aggregation Deblurring 
Very 
dissatisfied dissatisfied general satisfied Very 

satisfied E 

service value 0.0109 0.0487 0.1686 0.4890 0.2827 3.9836 
aesthetic value 0.0015 0.0201 0.1717 0.4969 0.3098 4.0934 
utility value 0.0013 0.0123 0.1594 0.5075 0.3189 4.1286 
emotional value 0.0034 0.0221 0.2553 0.4851 0.2338 3.9229 
convenience value 0.0072 0.0508 0.2295 0.4971 0.2152 3.8617 
economic cost 0.0266 0.0580 0.4700 0.3491 0.0966 3.4320 
noneconomic cost 0.0621 0.2606 0.4144 0.2295 0.0331 2.9100 
Comprehensive 
perception 0.0361 0.1759 0.3970 0.4873 0.2369 3.6420 

4.3. Tourist Perceived Value in UABB 
According to the data analysis results, the overall perception of tourists is 3.6420, which is 
between the general and satisfaction level, indicating that tourists' perception of various 
indicators in the process of Shenzhen Hong Kong Biennale is low and needs to be further 
improved. The perceived scores of the seven criteria are: utility value (4.1286), aesthetic value 
(4.0934), service value (3.9836), emotional value (3.9229), convenience value (3.8617), 
economic cost (3.4320) and noneconomic cost (2.9100). The perceived scores of the seven 
criteria are: utility value (4.1286), aesthetic value (4.0934), service value (3.9836), emotional 
value (3.9229), convenience value (3.8617), economic cost (3.4320) and non economic cost 
(2.9100). In addition to the utility value and aesthetic value, the perception scores of the 
criterion level factors are between the general level and the satisfaction level, indicating that 
the tourists of UABB have a high perception of practicability and appreciation in the process of 
exhibition tour, and the perception of other indicators is not high. 

5. Conclusion and Discussion 

Tourists' perceived value is a subjective cognitive evaluation of tourists after comparing their 
harvest and pay in the process of visiting. Good customer value perception is the basis for the 
formation of destination image and good reputation, and plays a positive role in tourists' 
behavior intention . In a sense, tourists' perceived value is not only the goal of event tourism 
management, but also the prerequisite for the development and utilization of event tourism. 
This study established the Shenzhen-Hong Kong Biennale to measure the perceived value of 
tourists, and conducted empirical research based on it. It uses spss17.0 software to perform 
descriptive statistical analysis on the collected data, and uses AHP and Fuzzy analysis methods 
to analyze the Shenzhen-Hong Kong Biennale. Quantitative calculation and analysis of the 
perceived value of exhibition visitors. Based on the summary of the research methods and 
contents of the perceived value of tourists in the domestic and foreign tourism fields, the author 
proposes an index system for the perceived value of tourists at the Shenzhen-Hong Kong 
Biennale; taking into account the limitations of knowledge, the proposed index of perceived 
value of tourists Relevant experts conducted consultations to improve the tourist perceived 
value index system; at the same time, an expert questionnaire was designed to ask experts to 
score the importance of the tourist perceived value index, and combined with AHP, the weight 
of the tourist perceived value index was obtained; fuzzy comprehensive analysis was used The 
method analyzes and calculates the data obtained from the tourist questionnaire, and obtains 
the actual perceived performance of the tourist. These methods and conclusions can be used 
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for reference and use by researchers and exhibition organizers. The main conclusions obtained 
in this paper are as follows: 
First, the Shenzhen-Hong Kong Biennale has established an indicator system for the perceived 
value of tourists at the Shenzhen-Hong Kong Biennale on the basis of previous research, which 
specifically includes seven categories: service value, aesthetic value, utility value, emotional 
value, convenience value, economic cost, and non-economic cost. 
Second, obtain the degree of importance of tourists’ perceived value through expert scores and 
their ranking. Among them, non-economic cost>economic cost>convenience value>aesthetic 
value>emotional value>utility value>service value. The weights are 0.2299, 0.1730, 0.1613, 
0.1505, 0.1267, 0.0815, and 0.0772. 
Third, combined with the fuzzy comprehensive evaluation method, it is calculated that the 
comprehensive score of tourists' perceived value is 3.642, which is between the general level 
and the satisfaction level, indicating that there is room for further improvement of tourists' 
perceived value. 
Fourth, the study found that the economic and non-economic costs of the Shenzhen-Hong Kong 
Biennale are of higher importance, but the actual satisfaction of tourists during the tour of the 
Shenzhen-Hong Kong Biennale is relatively low. 
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