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Abstract: Shared accommodation is a new type of non-standard accommodation product. To explore the customer
satisfaction of shared accommodation and clarify the hierarchy of needs is conducive to promoting the high-quality develop-
ment of shared accommodation. This paper obtains the text data of guest reviews of Beijing Airbnb website through crawler
technology ,and analyzes the degree of customer satisfaction and hierarchy of needs of Beijing shared accommodation by
using Baidu Al open platform. The conclusions are as follows : Firstly , customer satisfaction with Beijing shared accommoda-
tion products is generally high. Customers pay more attention to the surrounding transportation, infrastructure and
homeowner services in shared accommodation,while pay less attention to the decoration environment ,subjective feeling and
housing price; Secondly, the degree of customer satisfaction is moderate, and the extreme rating is less. And generally
speaking, the more satisfied the customers are the more detailed the network text evaluation content will be. Thirdly, the
hierarchy of needs is in the order of house price, infrastructure, surrounding traffic/decoration environment, houseowner
service and subjective feeling. At present,the market positioning of shared accommodation is closer to budget hotels,while
its “ sharing” feature is not obvious.Shared accommodation should have a broader development space. This paper introduces a
mature artificial intelligence product Baidu Al open platform as the technical means to evaluate the degree of customer
satisfaction of shared accommodation more accurately ,improves the accuracy of network text processing and practical appli-

cation value,and provides a paradigm for the research on the degree of satisfaction of emerging industries.
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Table 1 Shared accommodation customer evaluation elements word frequency
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Table 2 Shared accommodation customer emotional tendency word frequency
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Fig. 1 Relationship between customer evaluation elements and emotional tendency words
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Fig. 2 Relationship between customer evaluation elements and emotional orientation words
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Fig.3 Relationship between customer evaluation elements and emotional degree words
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Fig.4 Relationship between hierarchy of customer’s needs and evaluation elements
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