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Abstract
Rural tourism in China has grown rapidly under national rural revitalisation policies, leading to a surge in
interest in ethnic homestay accommodation. Despite this growth, a persistent mismatch between tourist de-
mand and host supply poses challenges to sustainable development in these destinations. This study employs a
mixed-methods approach to examine the co-evolutionary relationship between supply and demand in ethnic
homestay tourism. Data were gathered from 412 tourists and 303 homestay operators using a questionnaire, and
from 30 in-depth interviews with homestay operators, in Xijiang Miao Village, a leading ethnic tourism desti-
nation in China. The results indicate that perceived value and experience quality significantly enhance tourists’
overall satisfaction and perceptions of symbiotic development, with experience quality functioning as a me-
diating factor. Tourist satisfaction exerts a strong positive influence on perceived symbiotic development.
Despite these positive relationships, notable supply–demand imbalances persist, highlighting the necessity for
adaptive and context-sensitive operational strategies. This study extends perceived value theory in the context of
ethnic tourism and proposes a value–experience–satisfaction–symbiosis pathway. The practical implications of
this study focus on prioritizing emotional and efficiency value, enhancing communication channels, and pro-
moting participatory cultural experiences. Policymakers and tourism platforms are encouraged to support these
practices to foster sustainable and co-creative rural tourism development, equipping them with actionable
insights.
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Introduction
Rural tourism in China has expanded rapidly under the
national strategy of rural revitalisation, and this has
resulted in the emergence of a vibrant homestay sector.
This is particularly the case in ethnic villages, where
policy support has served as a major impetus for growth
(Zhang, 2025). National policies, for example, the
Guidelines on Promoting High-Quality Development
of Rural Homestays (Ministry of Culture and Tourism,
2022), emphasise the dual function of homestay busi-
nesses as both custodians of cultural heritage and
drivers of local economic renewal (Tian et al., 2021).
Despite this policy momentum, the rapid proliferation
of homestays has exposed structural mismatches be-
tween what hosts provide and what tourists demand. A
persistent mismatch is nevertheless evident between
supply and demand, which threatens to undermine the
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sector’s sustainability (Zhou and Deng, 2024). Such
imbalances are manifested not only in fluctuating oc-
cupancy rates but also in gaps between perceived service
quality and visitors ‘expectations of cultural authen-
ticity. This underscores the need to align homestay
offerings with tourist preferences to promote value co-
creation and sustainable, symbiotic development.

Studies in the homestay context have previously
examined service quality (Zhou et al., 2022), satisfac-
tion (Quang et al., 2025), tourist loyalty (Dai et al.,
2025), experience design (Carvalho and Alves, 2023),
place attachment (Richards, 2018) and empowerment
(Quang et al., 2024). These studies have tended,
however, to adopt either a supply-side or a demand-side
perspective, thereby failing to employ an integrated
framework to capture the dynamic interaction of the
two (Carvalho and Alves, 2023). Existing research fo-
cuses predominantly on tourists, often neglecting the
active role hosts play in value creation. Consequently,
the way in which the two sides mutually adapt to each
other over time, referred to as the process of demand-
supply co-evolution, remains conceptually underde-
veloped and empirically underexplored. The concept of
demand-supply co-evolution thus remains under-
theorised and under-employed in research on home-
stay tourism.

Interactivity between the demand side and the
supply side is also a key component of the value co-
creation paradigm, which is widely used in tourism
research (Sthapit et al., 2022, 2023). This rests on the
proposition that tourists and service providers engage
in reciprocal relationships to build consumer value.
However, co-evolution extends beyond co-creation by
emphasizing mutual adaptation and transformation:
how hosts adjust their offerings in response to tourists’
evolving expectations, and how tourists reinterpret
local culture through these adapted experiences.
Studies on homestay tourism have tended, however,
not to examine how various dimensions of perceived
value may influence experience quality and tourist
satisfaction (Regalado-Pezúa et al., 2023). Bridging
these theoretical gaps is critical to advance the un-
derstanding of ethnic homestay tourism, providing a
more complete understanding of how host–tourist
interactions evolve over time and how these dynamics
contribute to sustainable development. Accordingly,
this study aims to investigate the process of demand–
supply co-evolution in the ethnic homestay sector,
exploring how tourists’ perceived value, experience
quality, and satisfaction interact with hosts’ adaptive
practices to shape sustainable and mutually beneficial
outcomes.

This study accordingly employs a mixed-methods
approach to investigate how demand–supply co-
evolution shapes the development and sustainability

of ethnic homestay tourism. Specifically, it integrates
quantitative analysis from a structured tourist survey
with qualitative insights from semi-structured inter-
views with homestay hosts. Xijiang Miao Village,
China’s largest Miao settlement and a leading ethnic
tourism destination, serves as an instructive empirical
case due to its pronounced supply–demand tensions,
rich cultural resources, and long-standing engagement
in rural revitalization initiatives.

This study contributes to knowledge by: (1) con-
ceptualising demand–supply co-evolution as a dynamic
mechanism linking hosts and tourists; (2) integrating
supply- and demand-side perspectives into a unified
analytical framework; and (3) offering actionable in-
sights for fostering sustainable, mutually beneficial
growth in ethnic homestay destinations.

Literature review

Perceived value and experience quality

Perceived value is a foundational construct in tourism
and hospitality research and is defined as a consumer’s
overall assessment of the utility of a product or service
based on perceived benefits versus sacrifices (Zeithaml,
1988). In the context of rural and cultural tourism, it
has been argued that perceived value comprises mul-
tiple dimensions, including functional, emotional, so-
cial, epistemic, and efficiency-related (Yu et al., 2023a).
In ethnic village homestay settings, perceived value has
been found to extend beyond tangible attributes to
include factors ranging from cleanliness and conve-
nience to cultural engagement, authenticity, and
emotional resonance (Zuo et al., 2024). Tourists are
increasingly seeking participatory experiences that
connect them with local traditions, foster interaction
with host communities, and provide a sense of place
(Kastenholz et al., 2020). Certain elements of such
encounters, e.g., authentic storytelling, cultural im-
mersion, and co-created activities, serve to strengthen
this relationship (Leong et al., 2024). However, while
existing studies confirm the multidimensional nature of
perceived value, they often conceptualise it as a static
construct, overlooking how value perceptions evolve
through continuous host–guest interaction and cultural
learning. Taken together, perceived value not only re-
flects tourists’ cognitive evaluation of benefits and costs
but also signals their affective and symbolic engagement
with place and culture, which underpins the experiential
dimensions of homestay quality. Accordingly, the fol-
lowing hypothesis is proposed:

H1: Perceived value positively affects tourists’
quality of the homestay experience in ethnic village
homestays.
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Perceived value and tourist satisfaction

Tourist satisfaction, defined as a post-consumption
evaluation of whether an experience meets or sur-
passes expectations, has long played a key role in
tourism research (Oliver, 1997). Satisfaction displays
the combined effect of cognitive judgements and
emotive responses (Choe and Kim, 2022). Across
cultural, rural, and ecotourism contexts, perceived
value has repeatedly emerged as an important predictor
of satisfaction (Qiong et al., 2025; Yu et al., 2023b).

Research also suggests that perceived value extends
beyond monetary considerations, encompassing func-
tional, emotional, social, cognitive, and efficiency-
related dimensions (Regalado-Pezúa et al., 2023).
Functional value refers to the service’s practical bene-
fits; emotional value captures affective experiences;
social value relates to interpersonal connections and
social recognition; cognitive value reflects learning and
novelty; and efficiency value focuses on convenience
and time savings.

Tourists who experience authentic hospitality, op-
portunities for cultural learning, and community in-
clusion are therefore likely to be more satisfied with
their stay and the overall destination (Yang and Ma,
2022). Moreover, location attachment, perceived au-
thenticity, and memorable tourism experiences have
been recognised as significant pathways connecting
perceived value to satisfaction in culturally sensitive
settings (Qian and Li, 2024). Despite these insights, few
studies integrate these multidimensional values within a
broader host–guest relationship framework, which
limits our understanding of how satisfaction emerges as
a co-created outcome rather than a unilateral evalua-
tion. These findings demonstrate that value assess-
ments of ethnic homestays are influenced by both
tangible service features and intangible cultural con-
nections, emphasising the importance of integrated
models that include multidimensional value dimen-
sions. The following hypothesis is thus adopted.

H2: Perceived value positively influences tourists’
overall satisfaction in ethnic village homestays.

Quality of the homestay experience and
tourist satisfaction

Experience quality is commonly understood as a ho-
listic, post-consumption evaluation of the consumption
episode that integrates cognitive judgements (Otto and
Ritchie, 1996). Prior research emphasise that the service
experience, rather than merely discrete attributes, often
serves as the primary antecedent of satisfaction and
subsequent behavioral intentions (Dai et al., 2025). In
ethnic homestays, experience quality is influenced by

factors distinct from conventional hotels, including
personalised host behaviors, authentic cultural inter-
actions, meaningful immersion activities, and other
experiential elements (Sarma et al., 2025).

Despite increasing attention to homestay experience
quality and its link to tourist satisfaction, loyalty, and
positive word-of-mouth, research in ethnic village
contexts remains limited. Existing studies have shown
that co-created service experiences significantly predict
satisfaction and revisit intentions (Carvalho and Alves,
2023; Sthapit et al., 2024); while emotionally engaging
and culturally respectful encounters foster pro-
sustainability behaviors in community-based tourism
(Campos et al., 2018). Interactive and personalised
elements, such as participatory cultural activities or
one-to-one host interactions, have been found to en-
hance memorability and authenticity, further elevating
visitor satisfaction (Zatori et al., 2018).

However, few studies have operationalised experi-
ence quality using multidimensional scales tailored to
ethnic homestays, and the mediating roles of memo-
rable tourism experiences, perceived authenticity, and
place attachment remain underexplored. Experience
quality in ethnic homestays should be conceptualized
not merely as a static evaluation of service performance
but as a dynamic, co-created process reflecting the
interplay of host intentionality, guest participation, and
cultural context (Campos et al., 2018; Hosany et al.,
2022). Recognising the importance of these factors, the
present study hypothesizes that:

H3: Quality of the homestay experience positively
affects tourists’ satisfaction in ethnic village
homestays.

Mediating role of experience quality

Previous research confirms a robust association be-
tween perceived value and satisfaction across both
cultural and coastal tourism contexts, while further
indicating that psychological and experiential factors
may moderate the strength and direction of this rela-
tionship (Regalado-Pezúa et al., 2023). Experience
quality can be considered a key mediator in tourism
settings (Hosany et al., 2022).

In the context of ethnic homestays, experience
quality is critical, as these accommodation establish-
ments integrate conventional service delivery with au-
thentic cultural encounters. For example,
environmental and interactional features of the expe-
riencescape positively stimulate guests’ feelings,
judgements, and place attachment, leading to signifi-
cantly higher satisfaction and engagement behaviors
(Shen et al., 2024). When tourists actively participate in
culturally meaningful activities or are treated with warm
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hospitality and narrative storytelling, perceived cultural
and emotional value is transformed into memorable
experiences and stronger affective bonds, increasing
overall satisfaction and loyalty (Dai et al., 2025).

Furthermore, emotions and memorable experiences
have been found to mediate the relationship between
stimulus and loyalty or satisfaction in community
homestays (Regalado-Pezúa et al., 2023). This medi-
ating process underscores that experience quality acts as
the affective bridge translating cognitive appraisals of
value into evaluative judgments of satisfaction, con-
sistent with the cognitive–affective–behavioral (CAB)
paradigm. Accordingly, the following hypothesis is
proposed:

H4:Quality of the homestay experience mediates the
relationship between perceived value and tourists’
satisfaction.

Value, quality, satisfaction, and
co-evolutionary perception

Tourism research increasingly acknowledges the dy-
namic interplay between service providers and con-
sumers. The concept of demand and supply co-
evolution highlights how hosts and guests adapt inter-
actively to co-shape tourism experiences (Campos et al.,
2018; Carvalho and Alves, 2023; Liu et al., 2024;
Sthapit and Björk, 2020). Building on this line of
thought, the present study introduces the notion of a
symbiotic development model (SDMA), which repre-
sents tourists’ perception of the co-evolutionary rela-
tionship between hosts and guests. In the ethnic
homestay context, tourists’ awareness of this process is
referred to in this study as the assessment of the sym-
biotic development model (SDMA), which captures
their recognition and evaluative judgement of the in-
terdependent relationship between hosts and guests.
SDMA emphasizes how visitors perceive their role not
only as recipients of services but also as active partners
who contribute to cultural preservation and service
innovation (Tao et al., 2024).

Grounded in symbiosis theory (Margulis, 1998) and
the logic of value co-creation (Prahalad and
Ramaswamy, 2004), the SDMA conceptualises the
host–guest relationship as a mutually adaptive system
evolving through iterative feedback, shared learning, and
cultural negotiation. When tourists perceive themselves
as active partners in value co-creation, they are more
likely to support cultural continuity and innovation in
service delivery (Heinonen and Sthapit, 2024; Sthapit
et al., 2022). Moreover, higher perceived value and
superior experience quality enhance tourists’ sense of
contributing to mutual growth (Assiouras et al., 2023),
while satisfaction further reinforces their recognition of

agencywithin a symbiotic system (Wang andHui, 2023).
Thus, the SDMA extends traditional service-evaluation
frameworks by integrating psychological satisfaction,
experiential co-creation, and socio-cultural adaptation
into a dynamic, co-evolutionary perspective of tourism
development. On this basis, the following hypotheses are
advanced:

H5: Perceived value positively influences tourists’
assessment of the symbiotic development model.

H6: Homestay experience quality positively influ-
ences tourists’ assessment of the symbiotic devel-
opment model.

H7: Tourist satisfaction positively influences tourists’
assessment of the symbiotic development model.

Drawing on the preceding literature review, this
study advances a conceptual framework in which to
examine these hypotheses that integrates perceived
value, experience quality, tourist satisfaction, and co-
evolutionary development cognition within the context
of ethnic village homestay tourism (Figure 1).

Method

Research site

XijiangMiao Village, in Leishan County, Qiandongnan
Miao and Dong Autonomous Prefecture, Guizhou
Province, China, is the world’s largest Miao settlement,
renowned for its rich intangible cultural heritage, dis-
tinctive festivals, and well-preserved vernacular archi-
tecture (Wang et al., 2024). It was selected for this study
because it exhibits pronounced supply–demand ten-
sions and active host–tourist interactions, linking visitor
demand with local economic benefits and providing
opportunities for cultural exchange and co-creation
(Guizhou Provincial Government, 2025).

Research design

To examine the dynamic mechanisms underlying host-
tourist co-evolution in ethnic homestay tourism, a
mixed-methods sequential explanatory design was
adopted. Quantitative SEM analysis captures structural
relationships among constructs, while qualitative in-
terviews provide contextualized insights into the pro-
cesses driving these relationships. Integrating these
phases ensures that statistical findings and qualitative
interpretations mutually reinforce each other, over-
coming limitations of single-method approaches
(Creswell and Plano Clark, 2018).
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The choice of a sequential explanatory design is also
theoretically justified. Quantitative analysis based on
structural equation modeling (SEM) captures the
causal pathways among perceived value, experience
quality, satisfaction, and perceived symbiotic develop-
ment, while the qualitative interviews reveal contextu-
alizedmechanisms of adaptation, negotiation, and value
co-creation between hosts and guests. By connecting
the two phases through a purposeful integration pro-
cess, where quantitative findings informed the quali-
tative interview protocol and subsequent thematic
interpretation, the study ensures that the two strands are
not merely parallel but mutually reinforcing.

For the quantitative component, structured ques-
tionnaires were distributed to tourists who had previ-
ously stayed in ethnic village homestays in XijiangMiao
Village. To help ensure respondent validity, question-
naires were handed out at the homestay reception area
during the check-out procedure. Sampling was im-
plemented during both weekdays and weekends in July–
August 2024 to capture variation in visitor profiles. All
items were adopted from validated measurement scales
used in tourism and hospitality research. The responses
were recorded using a standard seven-point Likert
scale, and the generated dataset was the analyzed using
SEM to test the hypothesized relationships.

The qualitative phase involved semi-structured in-
terviews being undertaken with homestay operators to
investigate their strategic decision-making, service ra-
tionales, and perceptions of host–guest symbiosis.
Purposive sampling was employed to select operators
representing diverse business sizes, operational models,
and cultural orientations (Table 1). The interviews were
conducted in September and October 2024 and were
held in person at the homestays to provide a natural
conversational setting and to allow for contextual ob-
servations. Interview were audio-recorded and later
transcribed verbatim for analysis. Following Braun and
Clarke’s (2006) six-step approach to thematic analysis,
an inductive coding procedure was used manually to
uncover recurring patterns and themes in homestay

operators’ strategic decisions, service rationales, and
host-guest interactions. Themes were continually ex-
amined and improved to guarantee correctness and
depth, resulting in extra explanatory insight to sup-
plement the quantitative findings.

Data sources and sampling

Questionnaire. Two structurally parallel questionnaires
were designed for tourists and homestay operators,
assessing Perceived Value (PV), Experience Quality
(EQ), Overall Satisfaction (OS), and the newly de-
veloped Symbiotic Development Model Assessment
(SDMA), which operationalizes supply-demand
symbiosis through interorganizational cooperation,
mutual benefit, and sustainability orientation
(Bianchi, 2022; Wilke et al., 2019). Items were drawn
from validated frameworks (PERVAL, Sweeney and
Soutar, 2001; SERVQUAL, Bigné et al., 2001;
Parasuraman et al., 1988), refined through 1289 on-
line reviews and 12 expert interviews to ensure con-
ceptual and contextual validity. The final
questionnaire included 45 items on a seven-point
Likert scale. Of 450 tourist questionnaires collected,
412 were valid (91.6% response rate); all 303 operator
questionnaires were valid. Sample size meet both
statistical power analysis requirements (Cohen, 1992)
and SEM recommendations, ensuring robust param-
eter estimates.

Interview survey. Thirty semi-structured interviews
were conducted with homestay operators using pur-
posive and snowball sampling to capture diverse busi-
ness types and locations. Interviews lasted 40–
75 minutes, were conducted in Mandarin or the local
Miao dialect, and were audio-recorded and transcribed
verbatim. Theoretical saturation was achieved after the
27th interview, with three additional interviews con-
firming no new themes emerged (Guest et al., 2006).
Back-translation and inter-coder checks ensured se-
mantic accuracy and analytic consistency.

Figure 1. Conceptual framework.
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Measurement of variables

PV was assessed using PERVAL (functional, emo-
tional, social, cognitive) plus efficiency items (Assiouras
et al., 2023). EQ captured service interaction, cultural
atmosphere, and physical environment (Sthapit et al.,
2022), while OS followed Oliver’s (1997) three-item
scale. SDMA, which is newly developed, reflects co-
operation, mutual benefit, and sustainability. It was
derived from co-evolution and rural tourism sustain-
ability frameworks and refined through expert valida-
tion and pilot testing (10 tourists, 10 operators). Minor
wording adjustments were made to align with local
idioms and the operational context of Miao ethnic
village homestays. This ensured construct clarity and
contextual validity. Table 2 presents the final ques-
tionnaire structure, including latent variables, dimen-
sions, item counts, and sources.

Data analysis

The quantitative data were analyzed using SPSS
26.0 and AMOS 24.0. Reliability was assessed using
Cronbach’s α and Composite Reliability (CR), while
convergent validity was evaluated via Average Variance
Extracted (AVE). Discriminant validity was examined
using the Fornell-Larcker criterion and further con-
firmed via the Heterotrait-Monotrait ratio (HTMT),
ensuring latent constructs were empirically distinct.

SEM was employed to test the hypothesized relation-
ships, withmodel fit assessed using χ2/df, CFI, TLI, and
RMSEA (Goretzko et al., 2024).Mediation effects were
tested using bootstrapping with 5000 resamples. In-
dependent sample t-tests were performed to compare
perceptions between tourists and operators, with Lev-
ene’s test confirming homogeneity of variance, thereby
ensuring the appropriateness of parametric tests.

Qualitative data were analyzed through thematic
analysis, supplemented with open and axial coding from
grounded theory (Strauss and Corbin, 2015). Inter-
views were transcribed verbatim and read several times
to ensure immersion. Open coding generated initial
concepts, while axial coding linked them into higher-
order themes. This approach went beyond descriptive
categorization, allowing identification of mechanisms
underpinning co-evolutionary interactions between
hosts and tourists. Integration with quantitative findings
was achieved by mapping qualitative themes onto SEM
paths, thereby connecting statistical patterns with
contextual explanations.

Research ethics

This study complied with the ethical standards of the
authors’ affiliated institution and the principles of the
Declaration of Helsinki. All participants provided in-
formed consent, and anonymity was assured through
data de-identification. A pretest ensured the clarity and

Table 1. Summary of interviewee characteristics (N = 30).

Feature Category Number of interviewees Example pseudonyms

Business Size Small (5–10 rooms) 10 O1, O3, O5, …
Medium (11–20 rooms) 12 O2, O4, O6, …
Large (21+ rooms) 8 O7, O8, O9, …

Operational Model Family-run 12 O1, O2, O5, …
Cooperative 10 O3, O4, O7, …
Individual 8 O6, O8, O10, …

Cultural Orientation/Specialty Traditional Miao design 14 O1, O3, O5, …
Ecotourism focus 6 O2, O4, O7, …
Culinary & cultural workshops 6 O6, O8, O10, …
Festival participation 4 O9, O11, O12, …

Table 2. Construct and measurement dimensions.

Latent
variable Dimensions/Factors Items References

PV Functional, Emotional, Cognitive, Social, Efficiency 31 Sweeney and Soutar (2001) and Shen et al.
(2024)

EQ Service Interaction, Cultural Atmosphere, Physical
Environment

8 Zhang et al. (2021)

OS Overall Satisfaction 3 Oliver (1997)
SDMA Cooperation, Mutual Benefit, Sustainability 3 Bramwell and Lane (2011)
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comprehensibility of questionnaire items. Triangula-
tion across quantitative and qualitative data enhanced
explanatory depth and robustness, while expert review
strengthened content validity.

Results

Descriptive statistics

Regarding tourists, 55.1% were female. The largest age
group was 26 and 35 years (30.6%). In terms of edu-
cation, 72.5% held a bachelor’s degree or above, and
the average annual household income was in the RMB
20,000 to 30,000 range (30.6%).

Regarding homestay operators, the largest group
(27.7%) had been in operation for less than a year, with
24.1% having been in operation for between one and
five years. Most homestays (69%) fell into the small-to
medium-sized category, having fewer than 20 rooms.
Around 60% were located around the scenic viewing
platform, highlighting a spatial concentration near this
key tourist zone. Pricing mainly targeted the mid-range
market, with 67.3% of homestays priced between RMB
301 and 700 per night.

Measurement model assessment

The measurement model demonstrated satisfactory
reliability and convergent validity (Table 3). CR values
for all constructs ranged from 0.855 to 0.939, exceeding
the recommended threshold of 0.70 (Hair et al., 2019).
Cronbach’s α coefficients were consistently above 0.85,
indicating internal consistency. AVE values ranged
between 0.582 and 0.687, meeting the 0.50 criterion for
convergent validity. Discriminant validity was further
assessed using the HTMT ratio of correlations
(Table 4). All HTMT values were below a conservative
threshold of 0.85, providing evidence of satisfactory
discriminant validity (Henseler et al., 2015).

Model fit indices confirmed an excellent fit to the
data (Table 5): χ2/do = 1.190 (<3), SRMR = 0.031
(<0.05), CFI = 0.984, TLI = 0.983, IFI = 0.984 (all >

0.90), and RMSEA = 0.022 (<0.08), indicating model
adequacy (Goretzko et al., 2024).

Structural model results

Table 6 and Figure 2 present the standardized path
coefficients and hypothesis testing results. Among the
perceived value dimensions, efficiency value (β = 0.287,
p < 0.001), emotional value (β = 0.104, p = 0.045),
functional value (β = 0.098, p = 0.048), and social value
(β= 0.348, p< 0.001) significantly influenced homestay
experience quality. Cognitive value (β = 0.060, p =
0.224) was not significant in predicting experience
quality. Regarding overall satisfaction, all five value
dimensions exerted significant positive effects, with
social value (β = 0.189, p = 0.005) and emotional value
(β = 0.168, p = 0.003) showing the strongest associa-
tions. Experience quality itself positively influenced
satisfaction (β = 0.147, p = 0.023). In predicting rec-
ognition of the symbiotic development model, effi-
ciency (β = 0.194, p < 0.001), emotional (β = 0.211, p <
0.001), functional (β = 0.173, p = 0.001), and social
value (β = 0.131, p = 0.034) emerged as significant. In
contrast, cognitive value was again not significant (β =
0.087, p = 0.092). Overall satisfaction also significantly
predicted symbiotic development recognition (β =
0.164, p = 0.010).

Mediation analysis

Bootstrapping results revealed partial mediation ef-
fects of experience quality between perceived value
dimensions and overall satisfaction (Table 7). For
efficiency value, the indirect effect was significant (β =
0.041, 95% CI [0.003, 0.100], p = 0.038), indicating
that part of its influence on satisfaction is transmitted
through enhanced experience quality. Social value
exhibited the most significant total effect on Satis-
faction (β = 0.246, p = 0.001), with a notable indirect
pathway (β = 0.052, 95% CI [0.003, 0.117], p =
0.041). Cognitive, emotional, and functional values
also showed significant direct effects on satisfaction,

Table 3. Reliability and convergent validity of measurement constructs.

Variable CR AVE Cronbach’s α

PCV 0.871 0.628 0.871
PEV 0.918 0.583 0.918
PEV1 0.874 0.634 0.873
PFV 0.86 0.605 0.939
PSV 0.939 0.582 0.859
OS 0.855 0.662 0.922
SDMA 0.868 0.687 0.854
EQ 0.922 0.597 0.868

Qiong et al. 7



but their indirect pathways were sometimes non-
significant.

Comparative analysis of supply and
demand perceptions

T-test results are presented in Table 8. Significant
differences were found across all dimensions, including
cognitive value, efficiency value, functional value, social
value, experience quality, overall satisfaction, and
perception of symbiotic development. More specifi-
cally, homestay operators rated efficiency value and
symbiotic development perception significantly higher
than tourists (p < 0.001), suggesting a stronger rec-
ognition of service efficiency and mutual development
goals among providers. Tourists reported significantly
lower scores on experience quality and overall Satis-
faction, indicating a perceptual gap in service evaluation
between the supply and demand sides. These findings
underscore the importance of aligning stakeholder ex-
pectations and perceptions to enhance service delivery
and promote sustainable symbiotic relationships in
ethnic tourism destinations.

Mixed-methods integrated analysis of value,
experience, satisfaction, and symbiosis

Interview results. Thematic analysis of the semi-
structured interviews was conducted to examine
homestay operators’ perspectives on tourist satisfaction,
value creation, and symbiotic development (the mu-
tually beneficial relationship between operators and
tourists). Data were independently coded by two coders
using open, axial, and selective coding procedures. An

initial set of 86 open codes was generated. These were
then consolidated into 15 subthemes and finally
grouped into four overarching themes through iterative
comparison and discussion. Coding consistency
reached 91% intercoder agreement (κ = 0.87), ensuring
reliability of the qualitative interpretation.

These are summarised below with illustrative quo-
tations from participants (see Appendix 1 for inter-
viewee details), highlighting key patterns in operators’
practices and perspectives.

Theme 1: The prevalence of functional and efficiency-
oriented value perceptions. Most operators defined
“value” in terms of utilitarian necessities such as clean
rooms, easy booking processes, and cost-effectiveness,
rather than broader emotional, social, or cultural
benefits. This practical and efficient approach is ex-
emplified in the statements: “Guests are delighted with
clean rooms and reasonable prices…Cultural activities
are good to have, but they do not provide consistent
results.” (O17).

A smaller group of operators, however, emphasized
the importance of providing unique cultural or emo-
tional value for long-term competitiveness. One stated,
for example, that “People can get clean rooms any-
where: what makes them come back is the story and the
mood of the location.” (O8).

Another operator reflected that “Sometimes guests
say we are very professional but lack warmth. I think we
are efficient but maybe too mechanical.” (O11). This
indicates that operators’ focus on efficiency may in-
advertently weaken the experiential and affective di-
mensions of value.

Theme 2: Misalignment between operator assumptions
and tourist expectations. A recurring result was a mis-
match between operators’ assumptions and tourists’

Table 4. Heterotrait–Monotrait (HTMT) ratios of correlations.

Construct PCV PEV PEV1 PFV PSV EQ TOS SDMA

PCV 1
PEV 0.317 1
PEV1 0.383 0.346 1
PFV 0.374 0.386 0.337 1
PSV 0.444 0.327 0.384 0.352 1
EQ 0.423 0.425 0.446 0.412 0.419 1
TOS 0.433 0.394 0.421 0.412 0.421 0.507 1
SDMA 0.478 0.396 0.423 0.395 0.422 0.397 0.442 1

Table 5. Model fit indices.

Index CMIN/DF SRMR GFI AGFI NFI IFI TLI CFI RMSEA

Judgment criteria <3 <0.05 >0.9 >0.9 >0.9 >0.9 >0.9 >0.9 <0.08
Measurement result 1.190 0.031 0.898 0.885 0.910 0.984 0.983 0.984 0.022
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actual desires, a recognition that many visitors desire
efficient and standardized services, such as speedy
check-ins and clean bedding. (O5).

Some operators noted that tourists actively seek
engagement, asking about local history, traditions, and
even recipes. For example, one interviewee noted that
“If we dismiss that, we will miss the opportunity to
connect.” (O14).

Another noted, “We assume they just want clean
beds, but many come here for our festivals.” (O7). This
discrepancy underscores the need for a more nuanced
understanding of tourists’ evolving preferences and for
flexible service adaptation.

Theme 3: Limited institutionalization of co-creation and
feedback utilization. While most operators welcomed
tourist feedback, they lacked a systematic method for
incorporating it into service changes. Feedback gath-
ering was frequently reactive. For example, one oper-
ator said that “We read the evaluations, but we do not
have a method in place to follow up with the visitors or
adjust our services.” (O2). Another noted that “Some
organizations have built systematic procedures, such as
monthly online meetings with repeat guests to brain-
storm new activities, which aids innovation.” (O1).

Yet another reflected, “We respond only when there
are complaints, not before.” (O18). The overall pattern
reveals a fragmented approach to co-creation, where
insights are rarely institutionalized or leveraged for
continuous improvement.

Theme 4: Fragmented understanding of symbiotic de-
velopment.The concept of “symbiotic development” has
been understood inconsistently. Some viewed it as

fundamental hospitality, for example: “We want to
grow together with the tourists, but we are not sure how
to do that beyond being friendly.” (O30). Others shared
a strategic vision for example “Partnering with visitors
on local projects, such as cultural programmes, makes
them part of our success, not just consumers.” (O29).

Another operator emphasised the need for institu-
tional support, saying, “Symbiotic development sounds
good, but we need training and cooperation with
tourism bureaus to make it real.” (O23). Overall, while
operators recognised the potential of co-evolutionary
relationships, their conceptualisation and im-
plementation of symbiotic practices remain at an early
and uneven stage.

Multidimensional value-driven pathways to tourist
satisfaction. The quantitative findings of this study
indicate that emotional value and social value exert the
most significant influence on overall tourist satisfaction
in Xijiang Miao Village, whereas cognitive value has a
smaller impact. Efficiency and functional value also
contribute positively, but to a lesser extent.

Insights from the qualitative interviews shed light on
these statistical patterns. Many operators reported that
they actively monitor online reviews, ratings, and repeat
bookings, prioritizing the creation of a warm atmo-
sphere and culturally rich environment to meet emo-
tional and social needs. As one operator put it, “Our
priority is to make guests feel like they are part of the
family, not just customers.” (O3). Such practices res-
onate strongly with tourists’ expectations for emotional
connection and social interaction, helping to explain the

Table 6. The standardized factor loading coefficient table.

Path Std. P Hypotheses

Perceived Cognitive value → EQ 0.060 0.224 Reject
Perceived Efficiency Value → EQ 0.287 <0.001 Accept
Perceived Emotional Value → EQ 0.104 0.045 Accept
Perceived Functional value → EQ 0.098 0.048 Accept
Perceived Social value → EQ 0.348 <0.001 Accept
Quality of Homestay → OS 0.147 0.023 Accept
Perceived Cognitive value → OS 0.123 0.021 Accept
Perceived Efficiency Value → OS 0.137 0.018 Accept
Perceived Emotional Value → OS 0.168 0.003 Accept
Perceived Functional value → OS 0.163 0.002 Accept
Perceived Social value → OS 0.189 0.005 Accept
Overall Satisfaction → SDMA 0.164 0.010 Accept
Perceived Cognitive value → SDMA 0.087 0.092 Reject
Perceived Efficiency Value → SDMA 0.194 <0.001 Accept
Perceived Emotional Value → SDMA 0.211 <0.001 Accept
Perceived Functional value → SDMA 0.173 0.001 Accept
Perceived Social value → SDMA 0.131 0.034 Accept

Note. Std.: Standard deviation; SE: standard error; CR: composite reliability.
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prominent role of these two value dimensions in sat-
isfaction formation.

Although cognitive value was not a major quantita-
tive driver, operators still sought to enhance transpar-
ency by providing clear check-in instructions and
efficient online communication, thereby reducing un-
certainty for first-time visitors. Efficiency value was

fostered through flexible seasonal pricing and quick
responsiveness, aligning with tourists’ preference for
convenience. Functional value was strengthened
through reliable facilities and safety measures, ensuring
basic service quality.

In summary, the formation of tourist satisfaction
involves the integration of various value dimensions,

Figure 2. The structural equation model.

Table 7. Results of mediation effect analysis. The bootstrap confidence intervals are based on 5000 resamples, with the
significance level set at p < .05.

Type of
perceived value Effect type Estimate (β)

95% CI
lower

95% CI
upper p-value

Perceived Cognitive Value Direct Effect 0.130 0.012 0.256 0.032
Indirect Effect 0.009 �0.003 0.043 0.147
Total Effect 0.139 0.020 0.265 0.023

Perceived Efficiency Value Direct Effect 0.133 0.016 0.255 0.023
Indirect Effect 0.041 0.003 0.100 0.038
Total Effect 0.174 0.056 0.296 0.006

Perceived Emotional Value Direct Effect 0.157 0.048 0.269 0.005
Indirect Effect 0.014 0.000 0.051 0.055
Total Effect 0.171 0.065 0.283 0.002

Perceived Functional Value Direct Effect 0.156 0.031 0.282 0.012
Indirect Effect 0.014 0.000 0.052 0.058
Total Effect 0.170 0.047 0.295 0.005

Perceived Social Value Direct Effect 0.193 0.057 0.341 0.007
Indirect Effect 0.052 0.003 0.117 0.041
Total Effect 0.246 0.117 0.382 0.001
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with emotional and social dimensions playing the most
decisive role. From a dual supply-demand perspective,
operators’ emphasis on emotional and social experi-
ences aligns closely with tourists’ value preferences,
forming a shared foundation for symbiotic development
within the homestay sector.

Mechanisms of perceived value influencing homestay
experience quality. The quantitative analysis indi-
cates that all five perceived value dimensions posi-
tively affect experience quality, with efficiency value
and emotional value having the greatest effects. In-
terview narratives help unpack the mechanisms be-
hind these statistical relationships. For efficiency
value, operators have streamlined booking and check-
in processes, and maintain prompt communication,
which visitors perceive as highly convenient. One
interviewee commented, “We respond within min-
utes, so tourists feel they can trust us.” (O16). For
emotional value, many operators intentionally culti-
vate a family-style atmosphere, creating opportunities
for genuine interaction that enhance emotional
bonds. Social value is fostered by organizing cultural
activities and creating communal spaces, which
strengthen tourists’ sense of belonging. Cognitive
value plays a comparatively more minor role but
contributes to reducing uncertainty through clear
service information. Functional value contributes by
ensuring facility reliability and safety compliance,
which indirectly improves perceived quality. Overall,
efficiency and emotional value are the most potent
levers for improving experience quality. Social and
functional dimensions complement these by en-
hancing belonging and ensuring basic reliability,
while cognitive value indirectly supports quality by
increasing trust and reducing perceived risk.

Perceived value pathways to symbiotic
development. The quantitative results reveal that

efficiency, emotional, social, and functional value
significantly promote the symbiotic development of
homestays, whereas cognitive value’s effect is sta-
tistically insignificant. Interview accounts shed light
on how these values operate in practice. Cognitive
value, while not a primary driver, establishes a trust-
based foundation through transparent communica-
tion. Efficiency value supports repeat visits by en-
suring services are convenient and responsive.
Emotional value deepens loyalty via a familial at-
mosphere and cultural engagement, as one operator
explained: “When they feel like part of our com-
munity, they come back and bring friends.” (O28).
Social value is reinforced when operators embed
local cultural performances or community activities,
fostering tourists’ identification with the destination.
Functional value, through reliable facilities and
consistent service delivery, sustains long-term re-
lationships. Overall, symbiotic development
emerges from a shared perception of efficiency,
emotional, social, and functional benefits. Cognitive
value plays an enabling but only indirect role.

Operational strategies for enhancing the quality of
experience. Survey results demonstrate that a higher
quality of experience is a strong predictor of visitor
satisfaction, with accommodation environment,
service quality, and emotional interaction emerging
as the most influential factors. Interview narratives
offer concrete examples of how these elements are
operationalized. Many operators reported that
greeting guests in person is more effective in fos-
tering friendliness and satisfaction than self-service
check-in. Seasonal price adjustments, particularly
during peak periods, are viewed as a means not only
to increase revenue but also to enhance tourists’
sense of recognition. Real-time communication
channels, such as instant messaging, are valued for
building trust and promptly addressing guest

Table 8. The comparative results of the supply and demand sides’ ratings of bed and breakfast dimensions.

Variable
Operator (n =
303, M ± SD)

Tourist (n =
412, M ± SD) t-value p-value Significance

PCV 4.822 ± 1.173 4.557 ± 1.291 2.858 0.004 **
PEV 6.140 ± 0.860 4.319 ± 1.341 22.071 0.000 ***
PEV1 5.513 ± 1.071 4.331 ± 1.370 12.940 0.000 ***
PFV 5.083 ± 1.200 4.182 ± 1.262 9.628 0.000 ***
PSV 4.603 ± 1.286 4.340 ± 1.406 2.560 0.011 *
QOE 4.750 ± 1.240 4.432 ± 1.322 3.267 0.001 **
TOS 5.206 ± 1.302 4.463 ± 1.434 7.221 0.000 ***
SDMA 5.715 ± 1.052 4.390 ± 1.478 14.002 0.000 ***

Note. *p < 0.05, **p < 0.01, ***p < 0.001.
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concerns. Hosting local events and adapting services
to individual preferences were frequently cited as
examples of cultural engagement that establish
emotional attachments. Overall, operational deci-
sions that simultaneously create emotional and so-
cial value while ensuring functional reliability can
meaningfully enhance the quality of experience,
thereby increasing tourist satisfaction.

The role of overall satisfaction in promoting symbiotic
development. The statistical results show that higher
levels of overall satisfaction are strongly associated
with more favourable assessments of symbiotic de-
velopment. Insights from interviews shed light on the
mechanisms behind this relationship. While formal-
ized co-creation frameworks are rare, many operators
actively integrate guest feedback into service im-
provements, thereby strengthening visitor identifica-
tion, loyalty, and repeat visitation. As one operator
noted, “We adjust breakfast menus based on what
guests suggest: it makes them perceive that their
opinions are considered” (O22). Such adaptive
practices, reinforced by online reviews and repeat
bookings, create informal yet robust feedback loops
that connect satisfaction with sustained cooperation.
In this way, satisfaction catalyses the service-delivery
process, transforming positive experiences into en-
during, mutually beneficial relationships and fostering
the co-evolution of hosts and guests in ethnic homestay
settings.

Discussion

Multidimensional perceived value and
symbiotic development

This study finds that perceived efficiency, emo-
tional, functional, and social values significantly
contribute to the symbiotic development of home-
stays, whereas cognitive value shows no statistically
significant effect.

This pattern resonates with Choe and Kim
(2022), who reported that affective and relational
values outweigh functional or cognitive dimensions
in fostering satisfaction and loyalty in ecotourism
contexts. Similarly, Lin et al. (2017) underscored
that residents’ emotional bonds and perceived
tourism benefits are pivotal to sustaining collabo-
rative destination development, highlighting the
centrality of affective and social factors in collective
growth.

Qualitative insights further substantiate these results
but also reveal the contextual mechanisms behind them.
Tourists frequently emphasised warmth, belonging,
and meaningful interpersonal exchanges – attributes

rooted in local cultural rituals – over informational
clarity or novelty. This preference indicates that in
culturally embedded destinations, affective and social
experiences outweigh purely cognitive evaluations
(Campos et al., 2018).

The lack of a cognitive value effect may stem from the
standardised presentation of homestay information in
Xijiang, which limits opportunities for distinct cognitive
engagement. This underscores the contextual impor-
tance of emotional and social mechanisms in sustaining
value co-creation and collective adaptation within
ethnic tourism systems.

By integrating emotional, social, and efficiency-
related values into a symbiotic framework, this study
extends previous work by demonstrating that value co-
creation in ethnic homestays operates less through
cognitive appraisal and more through reciprocal af-
fective ties and practical collaboration.

Experience quality as a driver of satisfaction

Experience quality emerged as a strong predictor of
tourist satisfaction, corroborating Carvalho and
Alves’ (2022) assertion of its pivotal role in rural
tourism. Four dimensions – efficient service delivery,
personalized attention, emotional interaction, and
responsive feedback –jointly define this construct,
reflecting the multidimensional nature of experien-
tial value (Otto and Ritchie, 1996; Zeithaml, 1988).
The findings of this study highlight how these
components interact dynamically: functional com-
petence and affective engagement operate synergis-
tically to enhance satisfaction. Consistent with Yang
and Ma (2022), participatory cultural experiences
enhance satisfaction by fostering authenticity and
attachment. This is in line with Zuo et al.’s (2024)
argument that engagement with intangible cultural
heritage strengthens visitor-host relationships. Im-
portantly, this study moves beyond description by
emphasising the processual link between experience
quality and adaptive management-showing how it-
erative feedback and open communication translate
into continuous service innovation. Therefore, this
study reconceptualises experience quality as a dy-
namic adaptive process that integrates cultural in-
teraction, emotional engagement, and managerial
responsiveness, advancing existing static models in
rural tourism research.

Satisfaction as a catalyst for
symbiotic development

Tourist satisfaction was found to significantly pre-
dict perceptions of homestay symbiotic develop-
ment, affirming previous research (Oliver, 1997)
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that positions satisfaction as a precursor to loyalty
and sustained engagement. This finding also reso-
nates with Assiouras et al. (2023), who identify
satisfaction as a critical enabler of value co-creation
and long-term collaboration in hospitality.

The qualitative findings further indicate that al-
though most Xijiang homestay operators lack formal
participation frameworks, they display strong
adaptive openness and willingness to integrate guest
feedback. This relational flexibility, grounded in
trust and mutual respect, provides fertile ground for
co-evolutionary improvement, echoing Campos
et al.’s (2018) argument that co-creation depends
as much on interpersonal dynamics as on formal
structures. Satisfied tourists frequently exhibit af-
fective loyalty – revisiting, recommending, and
sharing experiences – which strengthens both des-
tination identity and community resilience.
These behaviors align with the work of Yu et al.
(2023a) and Liu et al. (2023), who found that
perceived authenticity and satisfaction jointly en-
hance attachment and collective development.
Overall, the study advances understanding of sat-
isfaction beyond behavioral loyalty, positioning it as
an intermediate mechanism linking affective
trust with collective symbiotic evolution-thus
bridging individual experience and community
sustainability.

Conclusions
The conclusions of this study are threefold. The first
is that the symbiotic development of homestays is
significantly determined by perceived efficiency,
emotional, functional, and social values, whereas
the effect of cognitive value is not statistically sig-
nificant. This suggests that in ethnic tourism con-
texts, strategies emphasizing authentic cultural
engagement, personalized service, and community
integration are likely to be more effective than those
focusing solely on informational enrichment.
Strengthening these affective and relational aspects
not only enhances immediate visitor experiences but
also lays a relational foundation that can be lever-
aged in subsequent stages of host–guest collabora-
tion, fostering stronger and more enduring host-
guest relationships.

Secondly, the study concludes that experience
quality is a strong predictor of tourist satisfaction.
Moreover, rather than being confined to operational
efficiency, experience quality in ethnic homestays
hinges on emotional immersion and cultural integra-
tion. By strategically combining functional excellence
with participatory cultural experiences, operators can
design stays that not only satisfy immediate visitor

expectations but also lay the groundwork for enduring
host–guest relationships.

The third conclusion is that tourist satisfaction sig-
nificantly predicts perceptions of homestay symbiotic
development. Satisfaction was found to function not
only as an immediate outcome of high-quality experi-
ences in ethnic homestay contexts but also as a strategic
lever for fostering enduring, mutually beneficial rela-
tionships through emotional engagement, cultural
alignment, and participatory opportunities. By trans-
forming short-term positive experiences into sustained
cooperative bonds, satisfaction ultimately contributes
to the long-term viability of symbiotic development.

Theoretical implications

This research makes three interrelated theoretical
contributions. First, it moves beyond confirming ex-
isting perceived value frameworks by reconfiguring
them within the ethnic rural tourism context and em-
pirically establishing a value–experience-satisfaction-
symbiosis pathway (Figure 1). This approach extends
perceived value theory by explicating how multidi-
mensional value elements, particularly emotional
and relational components, drive community-level
symbiosis, rather than merely influencing individual
satisfaction. Such contextualised theorisation ad-
vances understanding of how value co-creation
unfolds in culturally embedded, high-contact tour-
ism systems, thus extending the boundary condi-
tions of perceived value theory beyond commercial
service settings.

Second, this study introduces a dual-perspective
analytical framework that integrates both demand-
and supply-side mechanisms, thereby addressing a
long-standing fragmentation in rural tourism
research. In this framework, experience quality in
ethnic homestays is conceptualised as a process of
reciprocal co-performance, where tourists’ emo-
tional participation interacts with hosts’ operational
and cultural practices. By theorising experience
quality as co-constructed through iterative feedback
loops and mutual adaptation, this study advances the
literature on co-creation and experience manage-
ment by providing an empirically grounded,
process-oriented understanding.

Third, the study deepens the conceptualisation of
symbiotic development within the service-dominant
logic paradigm by bridging micro-level experiential
processes with macro-level sustainability outcomes.
This integrative view explains how individual satisfac-
tion evolves into collective adaptive capacity and long-
term host–guest integration, offering a novel link be-
tween experience theory and sustainable development
frameworks.
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Managerial implications

This study offers evidence-based and actionable
recommendations for homestay operators, desti-
nation management organizations (DMOs), and
policymakers involved in rural tourism develop-
ment. First, the finding that emotional and social
values outweigh cognitive evaluations suggests that
operators should prioritise relational engagement
over transactional efficiency. This can be achieved
through experience design that fosters emotional
resonance, such as community meals, shared
handicraft sessions, and storytelling activities.
These strategies are not merely experiential add-
ons: they operationalise the identified emotional
and social pathways that underlie symbiotic rela-
tionships. Second, the demonstrated impact of
participatory cultural activities on experience
quality indicates that immersive cultural programs
serve as both economic and social catalysts. Oper-
ators and DMOs should co-create experience
packages with local culture-bearers, ensuring that
the design reflects authentic feedback loops ob-
served in the data: for instance, how mutual learning
and collaboration enhanced satisfaction and loyalty.
This evidence-based alignment ensures that man-
agerial actions correspond to the mechanisms em-
pirically verified in this study. Third, the limited role
of cognitive value highlights the potential of
narrative-driven marketing rooted in lived authen-
ticity rather than informational appeal. Operators
could employ storytelling formats grounded in vis-
itor narratives and local traditions, as the findings
suggest that emotional and symbolic content more
effectively fosters destination attachment. Thus,
marketing becomes an extension of the affective co-
creation process rather than a separate promotional
activity. Fourth, the significant link between satis-
faction and perceived symbiotic development un-
derscores the importance of structured feedback
systems as vehicles for continuous adaptation. Be-
yond informal communication, DMOs can in-
stitutionalise periodic community forums where
feedback is discussed collectively: an approach
consistent with the study’s finding that adaptive
responsiveness drives long-term symbiosis. This not
only operationalises the study’s conceptual model
but also translates its theoretical insights into
practical governance tools.

Limitations and future research

The limitations in this research must be acknowledged.
This study was conducted within the context of China.
Future research could build directly on this study’s

proposed value–experience–satisfaction–symbiosis
framework by empirically testing its applicability across
diverse cultural and destination contexts. In other
words, it would doubtless be instructive to employ
samples drawn from different populations to conduct
cross-cultural research. Longitudinal and comparative
studies could explore how the co-evolution of demand
and supply unfolds over time, providing deeper insight
into the adaptive mechanisms of symbiotic develop-
ment. This study was limited to tourists and homestay
operators. Future studies might also extend the current
dual-perspective approach by including additional
stakeholders (e.g., residents, policymakers, and cultural
intermediaries) to map broader community-level
symbiotic networks, thereby advancing theory on
multi-actor co-creation in rural tourism.
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Appendix 1

Full list of interviewees (N = 30)

Pseudonym Gender Age
Business size
(rooms) Size category Operational model

Cultural
orientation/Specialty

O1 F 32 6 Small (5–10) Family-run Traditional Miao design
O2 M 45 12 Medium (11–20) Family-run Ecotourism focus
O3 F 29 7 Small (5–10) Cooperative Traditional Miao design
O4 M 38 13 Medium (11–20) Cooperative Ecotourism focus
O5 M 41 6 Small (5–10) Family-run Traditional Miao design
O6 M 36 13 Medium (11–20) Individual Culinary & cultural workshops
O7 F 33 25 Large (21+) Cooperative Ecotourism focus
O8 M 40 12 Medium (11–20) Individual Culinary & cultural workshops
O9 M 37 22 Large (21+) Cooperative Festival participation
O10 M 42 11 Medium (11–20) Individual Culinary & cultural workshops
O11 F 34 5 Small (5–10) Family-run Traditional Miao design
O12 M 39 24 Large (21+) Cooperative Ecotourism focus
O13 F 31 6 Small (5–10) Family-run Traditional Miao design
O14 M 44 12 Medium (11–20) Cooperative Culinary & cultural workshops
O15 F 35 12 Medium (11–20) Family-run Festival participation
O16 M 47 22 Large (21+) Cooperative Ecotourism focus
O17 M 30 5 Small (5–10) Individual Traditional Miao design
O18 M 41 11 Medium (11–20) Family-run Culinary & cultural workshops
O19 F 36 22 Large (21+) Cooperative Ecotourism focus
O20 M 43 15 Medium (11–20) Individual Culinary & cultural workshops
O21 F 33 5 Small (5–10) Family-run Traditional Miao design
O22 M 39 11 Medium (11–20) Cooperative Festival participation
O23 M 37 11 Medium (11–20) Individual Culinary & cultural workshops
O24 M 46 25 Large (21+) Cooperative Ecotourism focus
O25 F 32 5 Small (5–10) Family-run Traditional Miao design
O26 M 40 15 Medium (11–20) Cooperative Culinary & cultural workshops
O27 F 34 22 Large (21+) Family-run Ecotourism focus
O28 M 38 11 Medium (11–20) Individual Festival participation
O29 M 31 5 Small (5–10) Family-run Traditional Miao design
O30 M 45 28 Large (21+) Cooperative Ecotourism focus
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