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Abstract
Scholars in China and abroad have rich research results on the connotation of consumers’ per-
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ceived value. Different scholars divide the value of consumer perceived into different dimensions
from different angles. However, due to the separation of ownership and use right in the sharing
economy, the same products and services cannot be completely copied according to the needs of
consumers in the privatization situation. Whether the existing division of perceived value dimen-
sion is applicable to network car users remains to be tested. Based on interviews and semantic
analysis of online car APP reviews, this paper studies the perceived value of online car users, and
finds that the perceived value of online car users mainly focuses on emotional value perception,
functional value perception and cost perception. Determining the dimension of users’ perceived
value is helpful to guide enterprises to do better research on product service design and users’
willingness to use, so as to gain competitive advantage.
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Table 1. Arrangement of interview results and classification of perceived value
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Table 2. Statistical results of comment frequency of online car APP
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Figure 1. Cloud picture of positive comments
1. EEWFLIEEE

wie BIRCE Bs e §Hﬁ
T T R BE = _ ]
fi ’fﬁ’ :’:E}H.FLI'.'_HZilﬁi $i18 LF"‘”E‘% s ' T e
Ay S b o ) Ijj E
: : o 1 ,t;_zm o jJAEH ;:'ﬂ"‘* %ﬁﬁ ?ﬁﬁfiﬁ* : ?E
o AREREE zm BE stu. ansesBl]Ag=/; HE 0 m&
Y T ‘ﬁ\ﬁ% n i T - B i Bt TS HEIL
i B %;ﬂ!@ﬁﬁ 2 ?’Eﬁm‘ f.'*;' BT “an = -' : AR s A0
T B = E
i ; s amgpas s B ifass “Emi‘@igim@—* ﬁﬁa ﬁEg_ sl

it
fitil r_nu : ! iy i
R g.. cof et =] 1& it i S
“h £ B HA =2 437 3 I "EE% ”“.'-:L Ll
HE X HII‘) PE,;M {ﬁiﬁﬁ' 2 E‘f ‘HF I-‘*w.__‘ ks M‘)E'LL 4 an ™

sﬂ w '“Eg“ Ftion «.' “:"F't@.. ik ’Qﬁ. :, :":JE §nﬂ m 2 fg BT 8
i g‘:&x\
R AR S T ki e

Figure 2. Cloud picture of negative comments
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Table 3. Classification of perceived value of high frequency words/words
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