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Abstract
Purpose: This study aims to investigate motives and barriers for Egyptian users to use Airbnb
“as a platform of peer-to-peer accommodation instead of hotels” and how it affects the overall attitude
towards Airbnb, behavioral intentions and actual usage of Airbnb.
Design/Methodology: A sequential mixed methods approach was adopted in this study and a
comprehensive research model was adapted from both literature and results of qualitative phase and
then tested via an online questionnaire.
Results/Findings: The findings revealed that motives: price, home benefits, privacy, and online
reviews significantly explained the overall attitude towards Airbnb. In addition, the main barriers
found were perceived risk and distrust, which can predict the overall attitude. Furthermore, from
subjective norms, only social influence can predict behavioral intention to use Airbnb.
Theoretical and practical implications: This study contributes theoretically to the current
literature by providing meaningful insights into the main motives of choosing Airbnb as
accommodation other than traditional accommodations like hotels. Moreover, it deepens understanding
regarding the barriers of not using Airbnb. The findings include several practical implications for
industry. Hence, this study’s conceptual effort provided a ‘big’ picture of how Airbnb consumers
arrive at choosing (or not choosing) Airbnb for their trip. Additionally, the analytic effort of this study
provided a holistic evaluation of the role of each motive and barrier. One critical question in this case is
whether marketers should allocate an equal amount of resources to each variable or not. By assessing
the importance of each variable, the researcher attempted to clarify the comparative importance of each
variable in predicting purchase intentions and decision to use Airbnb.
Originality /value: This study fills the gap between the motives and barriers of Airbnb and
their effect on overall attitude, behavioral intention and actual usage. Most previous studies focused
only on the effect of motives and barriers on behavioral intentions without taking into consideration
the actual usage. Similarly, previous studies focused on western contexts. However, this study focuses
on one of the developing countries in the Middle East, Egypt, which has many travellers who are
already using Airbnb. This study is considered one of the pioneer studies in this topic.
Introduction
During the past few years, a huge number of tourists chose not to stay in traditional forms of
tourism accommodation, such as hotels. Instead, they preferred to stay in strangers’ accommodations,
which they found online via Airbnb. The idea of locals renting their houses informally to tourists had
existed for centuries. However, new mobile and internet technologies have transformed this practice and
allowed it to scale completely by facilitating virtual markets between hosts and guests where
communication and trust are established (Guttentag, 2015). The rise of sharing economy affects the
tourism and hospitality industry significantly (Zhu et al., 2017). Specifically, peer-to-peer business
platforms such as Airbnb, which is considered a disruptive innovation that enables consumers to
participate in collaborative consumption, where they can jointly share the underutilized assets such as
rooms and cars (Botsman & Rogers, 2010; Zervas et al., 2014).
Collaborative consumption is “a peer-to-peer-based activity of getting, giving, or sharing the
access to certain products and services, organized through community-based online services (Hamari et
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al., 2016, p. 3). Airbnb is considered one of the most known examples of such consumption model; it
provides an alternative way of renting short-term accommodations that vary from private rooms, entire
homes to shared rooms (Zervas et al., 2014). When Airbnb was established in 2008, most people were
uncertain about the idea of a business that based on tourists who pay in order to stay with strangers. In
comparison with traditional accommodations, Airbnb residences show many clear weaknesses; the most
obvious one is that guests have to trust a stranger, who is generally unlicensed. This stranger has to
guarantee them the cleanliness, security, and quality of the place where they will sleep, instead of simply
depending on a well-established accommodation with a well-known global brand.
As a result of the popularity of Airbnb, many researchers started to study the factors that may
encourage or discourage users from choosing Airbnb (e.g. Guttentag, 2015, Guttentag, 2016; Tussyadiah
2015). A few numbers of academic researchers have started the process of exploring this question. Lamb
(2011) used qualitative methods to investigate the motivations of CouchSurfing and Airbnb users.
Guttentag (2015) introduced a conceptual review of Airbnb and its assumed key attractions from the
perspective of disruptive innovation. Tussyadiah (2015) and Tussyaiah and Pesonen (2015) surveyed users
of peer to peer short-term rentals (PSR) on their motives for using PSRs. They added analyses in the
collaborative consumption literature. In addition, research of some (non-academic) researchers has also
begun to explore why tourists choose Airbnb. Moreover, the tourism research company, Phocuswright,
investigated the reasons beyond using PSRs by some users (Hennessey, 2014; Quinby & Gasdia, 2014).
Research arm of Morgan Stanley, a financial services company, conducted a consumer survey to
investigate motivations for using Airbnb. This research was part of an investigation of the potential
impacts of Airbnb on online travel agencies and hotels (Nowak et al., 2015). These studies highlight
different reasons why tourists choose Airbnb, such as its low price and perceived authenticity, thereby
providing some valuable initial insights into this line of inquiry.
Furthermore, past research on the sharing economy showed that the consumers’ perceived value is
a significant factor in determining their attitude and intention towards the innovation (Zhu et al., 2018).
However, further studies found that there are other factors that can also motivate people to use peer-topeer accommodations. Other motives might be social benefits (Tussyadiah, 2016) and social interactions
(Guttentag et al., 2017). This study aims to investigate the motives and barriers for Egyptian users to use
Airbnb as a platform of peer-to-peer accommodation instead of other traditional accommodations such as
hotels, the effect of those motives and barriers on the overall attitude towards Airbnb and how it affect the
decision to use Airbnb.
Literature Review & Hypothesis Development
2.1 Motives of using Airbnb
2.1.1 Price
So et al. (2018) revealed that price is influential in determining how consumers perceived Airbnb as
an alternative accommodation. Inspired from a previous study, Gong and Zheng (2018) found that price
value has a significant influence on Chinese consumer's decision to use Airbnb. Moreover, Guttentag
(2016) discovered that the low cost of Airbnb accommodations, in comparison to the cost of traditional
accommodation, was the highest motive for using Airbnb. Furthermore, Rimer (2017) found that price is
one of the most strongly agreed upon motivations for choosing Airbnb rather than other different forms of
accommodations such as hotels.
2.1.2 Home benefits
Home benefits represent functional attributes of a home - ‘household amenities,’ ‘homely feel,’ and
‘large space” (Guttentag, 2016). Airbnb accommodations provide many benefits similar to those coming
from a home environment. Some tourists may prefer the feeling of being at home while staying in a hotel
as they can access practical residential amenities such as a full kitchen, a washing machine and a dryer
(Guttentag, 2015). In So et al. (2018) study of motivations and constraints of Airbnb users, home benefits
were influential in determining how consumers perceived Airbnb as an alternative accommodation.
Unlike another study that was investigating the motivations and constraints of Chinese users, Gong and
Zheng (2018) found that home benefits are insignificant in determining the users’ decision to use Airbnb.
Similarly, in an earlier study conducted to explore the motives and barriers to choose Airbnb, Guttentag
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(2015) concluded that the access to household amenities was considered the next most strongly agreed
upon motive, he also found that the desire of users to feel at home and have a spacious house was very
strong too. These findings are consistent with the findings of Phocuswright (Quinby & Gasdia, 2014) and
Morgan Stanley’s studies (Nowak et al., 2015).
2.1.3 Authenticity
A number of past hospitality studies have highlighted the importance of authenticity as a motive
for Airbnb users including Guttentag (2015) where he concluded that users have a strong desire to have
authentic local experience but the importance of this factor was found to be lower than the importance of
lower prices, household facilities and location convenience. However, when So et al. (2018) studied the
effect of authenticity in the same model with other motives such as price and home benefits, he found that
the effect of authenticity on both overall attitude towards Airbnb and behavioural intention seemed to be
insignificant.
2.1.4 Novelty
Novelty is defined as travellers’ personal feelings acquired from using non-standardized,
individually tailored tourist goods and services. This is conceptually similar to what Mao and Lyu (2017)
called unique experience. Guttentag (2016) concluded that travellers are encouraged to choose Airbnb by
some degree of novelty-seeking. This finding was interesting to note because past tourism literature
considered novelty-seeking from the perspective of destination choice instead of the accommodation
choice.
Ethos of sharing economy
There are three key values of sharing economy, which Airbnb supports. These values are
sustainability, local consumption, and trust between strangers (Botsman & Rogers, 2010; Chase, 2015;
Gansky, 2010; Pricewater house Cooper, 2015). Guttentag (2016) conducted a study to investigate the
motives of using Airbnb and the ethos of sharing economy. He found that agreement with the three
sharing economy items was quite neutral. Respondents showed minimal agreement concerning choosing
Airbnb for its philosophy or because the money they spend goes directly to locals. They disagreed, on
average, that they chose Airbnb because it is environmentally friendly. These findings are fairly consistent
with Tussyadiah’s (2015) research on PSRs, which also found that respondents’ agreement level of
sustainability factor was barely above neutral. It is also consistent with Kasim’s (2004) finding, which
stated that even tourists who pay attention to the issues of sustainability do not agree to pay more for an
accommodation just to support those issues.
2.1.6 Social Interaction
When Stors and Kagermeier (2011) carried out a study to explore the motivations and expectations
of Airbnb guests, they found that social interaction between hosts and guests can be assumed to be the
“authentic” experience that certain travellers look for. Furthermore, in the study made by Tussyadiah and
Pesonen (2016) who took their sample from American and Finnish travellers, they concluded that, among
Finnish travellers, older consumers seek social appeal greatly when considering Airbnb. However, Gong
and Zheng (2018) found that social interactions are insignificant in determining the motives and barriers
for using Airbnb for Chinese users. This result was consistent with that of So et al. (2018), which also
found that the relative importance of social interaction appeared to be negligible.
2.1.7 Online reviews
Online reviews became a standard attribute for many consumer-facing online services as it provides
potential customers with useful information about products and services (Engler et al., 2015). From the
consumers’ perspective, the travel experience entails three phases: anticipation, experience, and reflection.
Based on these three phases, travellers gather information, make travel decisions, and manage their travel
plans (Bae et al., 2017). Moreover, Goldsmith and Horowitz (2006) pointed out that consumers frequently
seek out the opinions of other consumers online to reduce the risk of expectation failure (Kirmani and
Rao, 2000). In recent years, online reviews have become a critical concern in the hospitality industry with
key factors including review quality, quantity and consistency (Xie et al., 2016).
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Based on the above discussion, the researcher formulated the first main hypotheses and its subhypotheses as follows:
The following research hypotheses will be tested:
H1: Motives that positively affect the individual’s overall attitude towards Airbnb.
H1.1: Price affects the individual’s overall attitude towards Airbnb positively.
H1.2: Home benefits affect the overall attitude towards Airbnb positively.
H1.3: Authenticity affects the overall attitude towards Airbnb positively.
H1.4: Novelty affects the overall attitude towards Airbnb positively.
H1.5: The ethos of sharing economy affects individuals ‘overall attitude towards Airbnb positively.
H1.6: Social interactions affect individuals ‘overall attitude towards Airbnb positively.
H1.7: Online reviews affect individuals’ overall attitude towards Airbnb positively.
H1.8: Privacy affects individuals’ overall attitude towards Airbnb positively.
2.2 Barriers of using Airbnb
2.2.1 Perceived risk
Perceived risk is defined as uncertainty felt regarding possible negative consequences of consuming
a product or service (Featherman & Pavlou, 2003). Mao and Lyu (2017) defined perceived risk
accompanied with Airbnb as a subjective expectation of a potential loss when searching for a required
result. So et al. (2018) found that perceived risk had no significant relationship, in a relative sense, to
attitude or behavioral intentions. Moreover, Gong and Zheng (2018) concluded that perceived risk is
insignificant in choosing Airbnb. However, some previous studies supported the negative effect of
perceived risk on attitude (Mao & Lyu, 2017) and repurchase intention (Liang, 2015).
2.2.1 Distrust
Trust in the context of Airbnb means accepting a position of vulnerability and trusting that the
exchange partner will fulfil his or her part (Satama, 2014). Olson (2013) found that consumers' perceived
fears about participating in the sharing economy were the main barrier to participate in collaborative
consumption. Furthermore, so et al. (2018) found that distrust appeared one of the most important
obstacles that negatively affects the consumers’ overall attitude towards Airbnb. Tussyadiah and Pesonen
(2016) were in line with this result. Moreover, Sthapit and Björk (2019) investigated 213 negative reviews
of Airbnb users and they concluded two major themes that reflect the sources of distrust: Airbnb's poor
customer service and the hosts' unpleasant behaviour.
2.2.3 Insecurity
So et al. (2018) investigated the effect of insecurity on users’ intentions when deciding to use Airbnb
and they concluded that consumers’ perceived insecurity of Airbnb accommodation undermined
purchase-related responses. After Lyu et al. (2019) interviewed 34 users of Airbnb, he found that peer-topeer (P2P) users are more concerned about the safety issues, especially that the operators of P2P
accommodation have shifted from business entities to ordinary individuals. Based on the above
discussion, the researcher formulated the second main hypothesis and its sub-hypotheses as follows:
H2: Barriers negatively affecting the individuals’ overall attitude towards Airbnb.
H2.1: Perceived risk affects individuals’ overall attitude towards Airbnb negatively.
H2.2: Distrust affects individuals’ overall attitude towards Airbnb negatively.
H2.3: Insecurity affects individuals’ overall attitude towards Airbnb negatively.
The literature also mentioned two additional theoretical concepts, which are relevant to the same
concept. They were two factors of subjective norms found to affect the adoption of Airbnb: social
influence and trend affinity. Social influence represents the extent to which the consumer's close
community, such as friends and family, believe he or she should use a certain product or innovation
(Venkatesh et al., 2012). Similarly, given that the sharing economy or collaborative consumption model is
emerging as a new trend, which changes consumers' planning and actual travel behaviour (Tussyadiah &
Pesonen, 2016b). Another important form of subjective norms is trend affinity. Trend affinity occurs when
the consumer wishes to follow such a trend or seeks to use innovative and fashionable products and
services such as Airbnb (Möhlmann, 2015). Additionally, sustainability, which reflects the belief that
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collaborative consumption may reduce the development of new products and the use of raw materials, as
well as support the local community and economy, could also affect the consumer's decision to choose
Airbnb (Tussyadiah & Pesonen, 2016a). Related to sustainability is the ethos of sharing economy, which
represents the line of thought of money spent to locals, environmental friendliness and the philosophy of
Airbnb that supports the community's wellbeing (Guttentag et al., 2017). Mao and Lyu (2017) also found
the significance of word-of-mouth communications on consumer attitude toward Airbnb.
Based on the above discussion, the researcher formulated the third, fourth and fifth main
hypothesis and its sub-hypotheses as following:
H3: Overall attitude towards Airbnb affects the behavioral intention to use Airbnb.
H4: Subjective norms affect overall attitude towards Airbnb positively.
H4.1: Trend affinity affects overall attitude towards Airbnb positively.
H4.2: Social influence affects overall attitude towards Airbnb positively.
H5: Subjective norms affect behavioral intentions to use Airbnb positively.
H5.1: Trend affinity affects behavioral intentions to use Airbnb positively.
H5.2: Social influence affects behavioral intentions to use Airbnb positively.
H6: Behavioural intentions to use Airbnb affect actual usage of Airbnb.
3. Research Methodology
3.1. Introduction
The concept of sharing economy is relatively new, and Airbnb existed only since 2008. This created
a gap in the literature related to this topic and there is a need to explore the motives and barriers for
Egyptian users to use Airbnb. Since there are few studies carried out in Egypt, this study may enhance the
literature in this topic, and it will try to answer many important questions. The research questions of this
thesis will be answered by conducting an empirical study. The empirical study involves a survey based on
a combination of qualitative and quantitative methods. The qualitative method (phase 1) consists of semistructured interviews with some Airbnb users and the quantitative method (phase 2) consists of an online
questionnaire.
3.2. Qualitative study
To address the scarcity and fragmented nature of current research on sharing economy and Airbnb,
the researcher used sequential mixed-methods design to gain an in-depth understanding of the motives
and barriers for Egyptian users to use Airbnb as a platform of peer-to-peer accommodation instead of
hotels and to quantify the extent to which related attitudes or behaviours occur (Coulter et al., 2003;
McDonald, 2011).
Overall, the lack of empirical, in-depth research into the facets of Airbnb, as there are very few
studies made in Egypt, necessitates an interpretative, discovery-oriented approach to capture deep
insights into the motives and barriers for Egyptian users.
The researcher conducted semi-structured interviews with open-ended questions with some users
of Airbnb. The main objective of these interviews was to investigate the main motives of choosing Airbnb
in their trips and the main barriers that might prevent them from using it. There were different
communication means of conducting interviews such as face-to-face, mobile calls and WhatsApp.
Interviews (phase 1) were conducted with a total purposive sample of 8 users and all were digitally
recorded, upon the respondent's consent. The average time of each interview ranged from 20 – 40
minutes.
3.3. Survey instrument and sample
The primary purpose of quantitative method (Study Phase 2) was to construct and validate a survey
questionnaire reflecting the qualitative results from Study Phase 1 that could be used to explore the
motives and barriers to use Airbnb for Egyptian users. Moreover, the modified research model was
investigated with a convenience sample (i.e. 435) of the second phase of this study. An online survey was
conducted, and the sample was formed from some Facebook travelling experience groups, which
contained Egyptian members. The admins sent members invitations to answer the questionnaire. For the
Exploratory Sequential Design, according to Creswell (2014), Study Phase 2 needed to use a different
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sample, but from among the same population as Study Phase 1. The survey period started on 15th
November until 31st December 2019. A total of 435 of completed and valid responses were collected.
The questionnaire was mainly divided into three sections; the first section consisted of one
screening question, which asked the participants if they have used Airbnb before. The objective of this
question is to guarantee that the respondents are users only. The second section included demographic
questions like age, income, and education level. It also included three questions about the last trip, which
were: the main purpose of it, the type of the accommodation used and the overall level of satisfaction of
this experience. The third section of the questionnaire contained a group of questions that measure each of
the research variables based on the scales used in the literature from the previous studies. All of those
questions are 5-point Likert scale questions ranging from 1 as strongly disagree to 5 as strongly agree.
3.3.1. Variables measurement
To measure the motives and barriers of using Airbnb, 58 questions were posed to respondents.
These questions are related to 10 different motives: price, home benefits, privacy, authenticity, novelty,
ethos of sharing economy, social interactions, online reviews, social influence, and trend affinity.
Furthermore, they include questions of the three different barriers, which are perceived risk, distrust, and
insecurity. Moreover, they include questions that measure two mediators, which are overall attitude
towards Airbnb, behavioral intention towards Airbnb and actual usage as one dependent variable.
3.3.2. Measurement instrument
The literature suggested validated scales for use in this study, ensuring initial reliability and
validity of our measurement. Specifically, four items originating from Sweeney and Soutar (2001) were
adapted from Walsh et al. (2014) to measure price value. While four items from Guttentag et al. (2017)
measured authenticity, four items from Guttentag (2016) captured novelty and three items from (Stors and
Kagermeier, 2015) and Tussyadiah (2015, pp. 817-830) measured social interactions. Three items following
Guttentag (2016) measured home benefits while four items following Möhlmann (2015) and Moeller and
Wittkowski (2010) measured trend affinity.
Four items borrowed from Nysveen et al., (2005), Moore and Benbasat (1991), and Venkatesh et al.
(2012) gauged social influence. Three items adapted from Tussyadiah’s (2015) were used to measure ethos
of sharing economy. Moreover, three measures used for online reviews which were adapted from Chen
and Chang (2018).
Moreover, privacy was measured by three questions adapted from (Zhang et al., 2019). Four items
based on Featherman and Pavlou (2003) measured perceived risk. While insecurity was measured using a
scale from Yang, Jun, and Peterson (2004), two items measuring distrust were adapted from Tussyadiah
and Pesonen (2016a). Three items adapted from Francis et al. (2004) and Li et al. (2018b) measured
behavioral intentions. Overall attitude was measured using the scale from MacKenzie, Lutz, and Belch
(1986). In addition, actual usage was measured using four questions adapted from Al-Qeisi and Hegazy
(2015). All questions were backtranslated into Arabic before distributing among users.
3.3.4. Data analysis
Using content analysis, the data obtained from the eight interviewees were analyzed to extract the
word frequency table, word cloud and tree mapping using Nvivo program for qualitative analysis. Before
empirically testing the proposed framework in Study Phase 2, the researcher conducted Exploratory
Factor Analysis (EFA) by using Statistical Package for the Social Sciences (SPSS25) on a small sample (30
users) in order to measure the validity and reliability of the used measures before distributing the main
sample. The following results were concluded as:
Cronbach’s alpha values were employed as the assessment of the scales’ reliability. Reliability
coefficients ranged from 0.7 to 0.9, which is acceptable. When it comes to measuring validity, it was found
that in most variables KMO > 0.5, Loading factor > 0.5, AVE > 0.5 and Bartlett's Test of Sphericity sig. <
0.05.
Those results mean that the model variables have a high degree of reliability and validity.
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Findings/Results
4.1. Results of study phase 1 (qualitative phase)
Motives
1st question: What motivates you to use Airbnb rather than hotels?
Theme one: price and home benefits are the two main aspects that the majority of interviewees
agreed upon.
Cheaper prices of accommodations on Airbnb are an advantage that attracts individuals to use the
application for reservation. Hotel prices are more expensive than that of Airbnb. Likewise, home benefits
are one of the motives that influence users. To feel like home, to have kitchen and feel free to cook,
especially on long trips, are considered as an advantage as not all hotels have this advantage. Therefore, it
will be very expensive to order a meal every day. For example, one of the interviewees said: “The first
thing that motivates me is that I can choose a good place for a reasonable price (the most important reason)”.
Another interviewee said: “Since I travel a lot and I almost stay for long periods, I prefer to use Airbnb because of
its reasonable price, which is lower than hotels and the kitchen! I prefer to cook my own food, especially when I stay
for long periods and it gave me more privacy”.
On the other hand, some mentioned that social influence, like recommending the application by
their friends and family members, and privacy as important aspects. For instance, one of the interviewees
quoted: “At first, it was because my friends advised me but after trying it, my first experience turned out to be
positive. So, I decided to use it again”.
Figure 4.1 illustrates the different motives for people to use Airbnb application when traveling. On
the one hand, it could be noticed that the major motives are price and home benefits, while privacy and
social influence are mentioned by some of them as motives as well.

Figure 4-1: Motives behind using Airbnb
Barriers:
2nd question: “What did you dislike about Airbnb?”
The minority dislikes the host they meet; they may be unfriendly and difficult to deal with. Few
said that there should be voice-calls to communicate more with the host. Others say that the location of
the house is not precise until you pay but this issue is for the security of the host. Moreover, some say that
it is difficult to change the date of reservation or cancel it. Otherwise, the rest of the interviewees
completely agree that Airbnb is perfect.
For example, one of the interviewees said:
“Communication. I think there should be more tools of communication between users and hosts like voice calls
which make communication easier”.
While another said:
“Until now, nothing is negative with the service”.
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4.2. Results of study phase 2 (quantitative phase)
Although the researcher investigated the validity and reliability in the pilot study phase, the
researcher conducted validity and reliability tests for the main sample to confirm that the variables are
both valid and reliable. The tests were conducted using SPSS25. The results of EFA show that loading
factor for all the variables was greater than 0.5. AVE % is greater than 70% for all the variables and KMO
exceeds 50% for all the variables and finally Bartlett’s test resulted in p-value < 0.05 for all the variables,
which is significant. Similarly, Cronbach’s alpha for all of the variables exceeded 70%. Bagozzi and
Kimmel (1995) suggest Cronbach’s alpha values should be greater than 0.7. Each of the constructs’
Cronbach’s Alpha score was acceptable based on the greater than 0.7 cut-off established by Nunnally
(1978). Additionally, Bagozzi and Kimmel (1995) state that levels above 0.6 are acceptable and show
acceptable composite reliability but they suggest 0.7 as a better cutoff level.
Table 4.1 contains all direct effects, its standardized estimate, and the decision at 5% level. It shows
the effect of each motive and barrier on the overall attitude towards Airbnb, the effect of the overall
attitude towards Airbnb on the behavioral intention and the effect of behavioral intentions on actual
usage. It was found that price, privacy, and online reviews have a significant and positive effect on overall
attitude towards Airbnb, which means thatH1.1, H1.7 and H1.8 are acceptable. Contrary to the prediction
in hypothesis H1.2, which assumes that home benefits positively affect overall attitude towards Airbnb, it
was concluded that home benefits have a negative and a significant effect on the overall attitude towards
Airbnb. Therefore, this hypothesis is rejected. Moreover, the remaining motives including authenticity,
novelty, ethos of sharing economy and social interactions don’t have a significant effect on overall attitude
towards Airbnb. As such, the hypotheses H1.3, H1.4, H1.5 and H1.6 are rejected.
The subjective norms, which include trend affinity and social influence, were tested too to
investigate their effect on both overall attitude towards Airbnb and behavioral intention to use it. It was
found that only social influence has a significant and positive effect on behavioral intention to use Airbnb,
which means H5.2 is acceptable and H5.1, H4.1 and H4.2 are rejected. Furthermore, three barriers were
investigated to test their effect on the overall attitude towards Airbnb and it was concluded that both
perceived risk and distrust have negative and significant effect on the overall attitude towards Airbnb,
which means accepting hypotheses H2.1 and H2.2 and rejecting H2.3. In addition to those relations,
hypothesis 3 and hypothesis 6 were tested. It was found that there is a positive and significant effect on
the overall attitude towards Airbnb regarding behavioral intention and the effect of behavioral intention
concerning actual usage, which supports both hypotheses. Figure 4.1 shows all the direct relations.
Table 4.1 Direct effects and its standardized estimate and the decision at 5% level
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*** p<0.001, ** p<0.01, solid line = significant path, dotted line = non-significant path
Figure 4.2 Results of the Inner Model
In order to decide whether to accept or reject the research model according to Amos, the following
tests were conducted and table 4.2 below indicates the results of these tests. Generally, it is an acceptable
model.
Table 4.2

Discussion and conclusion
Conclusion
From the statistical analysis in the previous section, the results are as follows:
H1: Motives that positively affect the individual’s overall attitude towards Airbnb.
Price, privacy, and online reviews had a positive effect on the overall attitude towards Airbnb. This
result is consistent with Gong and Zheng (2018), Rimer (2017), Mayseri et al. (2017) and Tussyadiah and
Pesonen (2016). While the results found that home benefits affect the overall attitude of the users towards
Airbnb negatively, this result is inconsistent with the results of So et al. (2018), Guttentag (2015), Nowak et
al. (2015) and (Quinby and Gasdia, 2014). Regarding other motives such as authenticity, novelty and social
interactions, the results revealed that these motives don’t have any significant effect on the overall attitude
of the users, which is consistent with the results of studies made by So et al. (2018) and Gong and Zheng
(2018). On the other hand, it is inconsistent with other studies conducted by Guttentag (2015, 2016) and
Lamb (2011), which found that these motives were significant and important factors when it comes to
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choosing Airbnb. Furthermore, ethos of sharing economy was found to be insignificant in deciding to use
Airbnb. These results are in line with studies of Guttentag (2016) and Tussyadiah (2015).
H2: Barriers negatively affecting the individuals’ overall attitude towards Airbnb.
The results found that perceived risk and distrust have a negative and a significant effect on the
overall attitude towards Airbnb. These are the only two barriers that turned out to be significant. This
result is consistent with the findings of So et al. (2018), Tussyadiah and Pesonen (2016) and (Sthapit and
Bjork, 2019). In addition, insecurity turned out to be insignificant as a barrier that discourages using
Airbnb and it has no effect on deciding to use Airbnb. This result is inconsistent with the findings of So et
al. (2018) and Lyu et al. (2019).
H3: Overall attitude towards Airbnb affects the behavioral intention to use Airbnb. This hypothesis is
accepted.
H4: Subjective norms positively affect overall attitude towards Airbnb. This hypothesis is rejected.
H5: Subjective norms positively affect overall attitude towards Airbnb.
It was concluded that social influence only positively affects behavioural intentions to use Airbnb.
On the one hand, this result is consistent with results of So et al. (2018) and Mao and Lyu (2017). On the
other hand, trend affinity was found to be insignificant, which is inconsistent with the results of those two
past studies.
H6: Behavioral intentions to use Airbnb affect actual usage of Airbnb. This hypothesis has been
accepted.
Theoretical and practical implications
This study contributes theoretically to the current literature by providing meaningful insights into
the main motives of choosing Airbnb as accommodation instead of traditional accommodations like
hotels. Moreover, it helps in understanding more about the barriers of not using Airbnb. From the
qualitative phase, a new motive has been found. This motive is privacy, which affects the overall attitude
towards Airbnb and, in return, affects the decision to use Airbnb. In past literature, no one studied the
effect of this variable as one of the motives that encourage users to use Airbnb. In reality, it turned out to
be an important motive. This finding contributes in a theoretically meaningful way to the current
literature because it turned out to have a significant effect on the overall attitude towards Airbnb after
testing it in the quantitative phase.
Some of the practical implications include some specific aspects of this study results. For example,
the significant effect of price suggests that, in the peer-to-peer accommodation sector, developing a value
for money product is of great significance. Furthermore, the significant effect of online reviews shows the
importance of word of mouth and how powerful it is in encouraging or discouraging potential customers.
Factors arising from the social environment, such as social influence, could also affect consumers'
intentions to adopt Airbnb. Finally, perceived risk and distrust were found to be the only two barriers that
significantly influence consumers' overall attitude. This finding highlights a need for individual hosts of
peer-to-peer accommodation as well as platform companies, such as Airbnb, to establish trust with
consumers through not only better quality assurance or satisfaction guarantee mechanisms, but also
through a consistent provision of superior accommodation experiences that exceed expectations. As in the
traditional lodging industry, trust-based consumer relations in addition to delightful accommodation
experiences beyond expectations are likely to generate positive referrals and word-of-mouth
communications. This study may serve as a practical reference for practitioners as well as researchers
when developing programs and strategies to manage Airbnb consumers' needs and decision process.
Limitations and future research
While evaluating the significant findings of this study, a number of limitations should be
acknowledged. First, this study based mainly on a sample collected via online platforms through
Facebook travelling groups that have only Egyptian users, which means that the findings cannot be
generalized on all travellers. Future research could sample users from different countries and cultures to
determine whether the model is equally valid and useful in other research settings. In addition, the
sample that was used to make interviews was small, it consisted of 8 users only as it was very difficult to
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reach more users for interviews and a purposive sampling technique was used. This information cannot
be generalized and that is why further studies need to increase the sample size in the qualitative phase.
Moreover, the motives beyond using Airbnb are somewhat similar to those of using Bed & Breakfast,
Couchsurfing, and hostels. As such, it will be useful to compare the motives of Airbnb users with the
motives of users of other three accommodations.
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