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Abstract 

For this study, the purpose is to examine factors that affect guest’s satisfaction and their intention 

toward using peer-to-peer accommodation in Airbnb platform context. Total 203 respondents who 

once used Airbnb to book accommodation are surveyed. By using those surveyed data, guest 

satisfaction was recognized as being affected by factors of monetary benefits (intrinsic value) and 

electronic word-of-mouth. Furthermore, their intention toward using sharing accommodation 

services like Airbnb was determined by enjoyment, economic benefits, and sustainability dimension. 

In order to test the proposed structural model, Structural Equation Modeling (SEM) is applied to 

confirm that economic benefits and its relationship with guest satisfaction have a significant 

contribution to future purchase intention toward house-sharing service. Besides, electronic word-of-

mouth factor has effect on satisfaction and their relationship also contribute considerably to guest 

future intention. Morover, in this study, sustainabllity dimension caught guest’s attention when using 

peer-to-peer accomodation services, especially Airbnb.  

Keywords: Peer-to-peer accommodation, Sharing economy, Customer Satisfaction, Customer 

Behavior 
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1. Introduction 

Collaborative economy also preferred as peer-to-peer economy which is an explosive economic-

technological phenomenon and gains popularity fueled by the development in ICT (Botsman & 

Rogers, 2010). In the travel and hospitality industry, there has been a dramatic increase in the 

number of sharing economy start-ups both for-profit or non-profit structure which offer peer-to-peer 

accommodation, peer-to-peer transportation, taking Uber, Lyft, Airbnb as examples. It estimated that 

the sharing economy grows from 14 billion USD in 2014 to $335 billion by 2025, increasing by 22 

times within a decade (Vietnam News, 2018). Additionally, with the existence of commercial sharing 

services such as Airbnb, it is easier for all people to choose accomodation and reach the local 

experience when travelling. 

Airbnb is considered as a pioneer of sharing economy. It allows travellers rent private room or entire 

places for a short-term period. According to Airbnb’s latest economic data “Airbnb and APEC: 

Closing tourism gaps with healthy travel”, it has offered more than four million listings in 191 

countries around the world since 2008. It also experienced an explosive growth with a $31 billion 

valuation during its last round of funding in March 2017 (Forbes, 2018). Over a decade, Airbnb has 

gradually become a formidable competitor for all traditional accommodation choices. 

When Airbnb was in Vietnam, in 2017, Vietnamese host communities experienced an annual rate of 

181 percent with a growth in listing of 143 percent according to its economic data “Airbnb and 

APEC: Closing tourism gaps with healthy travel”. Vietnam has witnessed an increase in international 

guest arrival of 154 percent thanks to the growth in Vietnamese host community (Airbnb, 2017). 

Airbnb surveyed their guest and found that many people would cut their travel short or would not 

travel at all without Airbnb. It can be easily seen that how Airbnb support local economy. 

According to booking data from Airbnb for the first half of 2018 (Figure 1), Vietnam is known as a 

fast-growing vacation destination for both regional and global travellers, is seeing booking surges in 

the cities of Hanoi (212%) and Danang (255%). 
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Figure 1 Top 10 growing destination on Airbnb in a half of 2018 

The main purpose of this study is to examine the effect of those factors such as enjoyment, monetary 

benefits, social benefits, sustainability, accommodation amenities, locational benefits and electronic 

word-of-mouth on guest satisfaction and their intention toward using peer-to-peer accommodation in 

the case of Airbnb. Theoretically, the results of this research can suggest Vietnamese host 

community appropriate way to enhance customer satisfaction and this leads to their purchase 

intention in the future. The findings of this paper also provide some recommendations relating to 

sustainable development in sharing economy, especially in house-sharing service. 

2. Literature Review 

2.1. Sharing Economy 

Kaplan and Haenlein (2010) argued that the development of online platform has been supported by 

the development of ICT. It lead to the increase in use-generated content, sharing and collaboration. 

Sharing economy was defined as Peer-to-peer economy in accordance with Botsman and Roger 

(2010), collaborative economy, or the mesh according to Gansky (2010). According to Belk’s well-

known research in 2007, the author specified sharing economy as "the act and process of distributing 

what is ours to others for the use and/or the act and process of receiving or taking something from 

others for our use”. While Hamari et all. (2015) argued that collaborative consumption was 

recognized as “a peer- to-peer-based activity of obtaining, giving, or sharing the access to goods and 
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services, coordinated through community-based online services”. Additionally, in Felson and 

Spaeth’s study, authors pointed that collaborative consumption were these “events in which one or 

more persons consume economic goods or services in the process of engaging in joint activities with 

one or more others”. 

Follow Botsman and Roger’s research, authors specify what collaborative consumption is and 

categorize it into three types: “product service systems”, “redistribution markets”, “collaborative 

lifestyles”. In “product service system”, consumers were required to make a payment when using 

services, taking car sharing service as an example. While redistribution markets offer a wide range of 

products via Internet (i.e, Amazon), people in collaborative lifestyle will share common things such 

as skills, time or money, to name just a few.  

In the Bardihi and Eckhart’s research in 2012, collaborative consumption or sharing was defined as 

“access-based consumption”. Bardihi and Eckhart took car sharing service as an example, they found 

that consumers tend to pay for the experience of temporarily accessing goods rather than buying or 

owning them.  

2.2. Peer-to-peer accommodation 

Peer-to-peer accommodation is not a trend anymore, it has grown at an explosive rate and getting 

million users. According to Tussyadiah’s research in 2005, author defined peer-to-peer 

accommodation services as innovative business models which provide for all people a new way 

when travelling. Buczynski in 2013 researched and founded that P2P lodging service can be 

considered as “shared resources are typically experienced during a direct encounter between peer 

providers and peer consumers”.  

Regarding to Arun Sundarajan’s research in 2014, he argued that peer-to-peer accommodation is 

known as one kind of P2P business. Arun Sundarajan categorized P2P business into three types: 

“platform” known as peer-to-peer marketplaces where consumers exchange goods and services 

together, “entrepreneurs” in marketplaces where individual or small businesses supply goods and 

services, “consumers” are people who have demand on goods and services. Taking Airbnb as a 

primary example in P2P accommodation services, it has been a leading platform which provides 

entire rooms or living space within short term period. 

In Airbnb website, Airbnb introduced itself as a “trusted community marketplace for people to list, 

discover, and book unique accommodation around the world” (Airbnb, 2013b). Since Airbnb entered 
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into market in 2008, it offered over 17 million guests house-sharing services (2015).  It is known as 

the most successful lodging platform in peer-to-peer marketplaces or businesses. Airbnb also proved 

its position in this marketplace. In “Airbnb and the unstoppable rise of the share economy” (Forbes, 

2013), Tomio Geron showed that nearly 14% Airbnb guests tend not to pay a visit the city again 

without Airbnb.  

2.3. Factors of satisfaction and intention in peer-to-peer accommodation 

It is definitely essential for service providers to access a deep understanding of satisfaction or 

customer satisfaction.  According to Formell (1992) and Gundersen (1996), they defined customer 

satisfaction as an evaluative judment of P2P lodging service. The term customer satisfaction was also 

considered as an emotional response to the experience of goods and services in accordance with 

Oliver (1981). In other word, Oh and his co-authors in 1996 defined customer satisfaction as a 

complex human process including cognitive and affective processes. This process involved the way 

customers compare their expectation to perceived performance and then make an evaluation 

(Gronroos, 1983). Regarding to Tussydiah’s research in 2016, author realized that the way 

consumers purchase goods or services leads to their satisfaction for a diversity of desires. 

Additionally, consumers usually feel satisfied when they take part in collaborative consumption such 

as renting or lending. Customer satisfaction plays an integral part in measuring quality of products or 

services or making these become more competitive. It leads to a success of one company (Hennig-

Thurau and Klee,1997). In other word, Formell (1992) stated that “higher customer satisfaction can 

lead to higher market share and profit by gaining superior competitive advantages”. In order to 

understand various dimensions that leads to satisfaction in sharing economy, there are many well-

researched studies which explored self-determination theory. This theory recommended that those 

customer behaviours can be measured by external or internal motivations. Besides, implementing 

social exchange theory (Emerson, 1976) can clearly explain the factor of satisfaction when 

consumers participate in collaborative consumption. 

According to Copeland’s research in 1923, author defined purchase intention as the way people 

consume repeatedly a particular products or services for a period. Besides, Solderlund and Ohman 

(2003) researched and found that purchase intention can be considered as a basic unit “emerge when 

individuals appoint in future-oriented cognitive activities such as mental simulation, planning, 

imagination, and thoughts”. With future researches, it is proposed that “Purchase intention is defined 

as the customer’s decision to engage in future activities with the retailer or supplier” (Hume, Mort 
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and Winzar, 2007). One of the most primary examples is paying for the same or familiar products or 

services again and again.  

H1: There is a positive relationship between Satisfaction (SA) and Future Intention (FI) when guests 

use Airbnb platform. 

According to Csikszentmihalyi (1975), enjoyment was defined as “an awareness of holistic 

sensation when people totally involved in a certain activity”. With further researches, Ryan and Deci 

in their research in 2000 pointed that enjoyment factor is an instrinsic motivation. Instrinsic 

motivation includes “explotary, playful, and curiosity-driven behavior even without reinforcement or 

reward” (White, 1959). Enjoyment was also well known as an interior motivation that is really useful 

for peer-to-peer economy participation (Bellotti at all, 2015). In the scale of this study, enjoyment is 

considered as an intrinsic drive as enjoyable, exciting, interesting, fun and pleasant.  

H2.1: There is a positive relationship between Enjoyment (EN) and Satisfaction (SA) when guests 

use Airbnb platform. 

H2.2: There is a positive relationship between Enjoyment (EN) and Future Intention (FI) when 

guests use Airbnb platform. 

If enjoyment factor can be seen as intrinsic motivation, social benefits is an extrinsic one which 

drives customer to use commercial sharing service, especially P2P accommodation service in 

accordance with Ryan and Deci research in 2000. Additionally, Botsman and Rogers (2010) stated 

that sharing economy or P2P economy can make consumer satisfy their social needs including sense 

of belonging or sense of community. Besides, they argued that today’s society, millennials who 

regularly use Facebook look for same minded people through online and offline communities. It is 

easy for them to participate or practice collaborative consumption. Albinsson and Perera (2012) 

considered sense of community as a principal driver which leads to the participation in peer-to-peer 

activities. They stated that people take advantage of community to share knowledge and goods for 

practical and intellectual reason. With further researches, social benefits were explained as the 

feeling of belonging to a community such as meeting a new friend or creating a friendship or 

relationship through social interaction or communication (Mohlmann, 2015). 
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H3.1: There is a positive relationship between Social benefits (SB) and Satisfaction (SA) when guests 

use Airbnb platform. 

H3.2: There is a positive relationship between Social benefits (SB) and Future Intention (FI) when 

guests use Airbnb platform. 

It was said that economic benefits can be seen as extrinsic motivation like social benefits. However, 

economic incentives always influence both positively and negatively on collaborative consumption 

behavior.  In the research of Hars and Ou (2001), they figured out that those potential future rewards 

like economic incentives can be a strong extrinsic motivation. Additionally, Moeller and Wittkowski 

in their research, they argued that choosing sharing option is considered as cheaper than non-sharing 

one. In accordance with Lamberton and Rose’s research in 2012, they found economic benefits as a 

key motivation when consumers decide whether choose sharing commercial services or not. Besides, 

Bardhi and Eckhardt (2012) stated that the main reason for practicing collaborative consumption in 

many cases is cost benefits. In other words, Luchs et al (2011) and John (2013) agreed that sharing is 

the way to saving economic resources. With further researches, in 2015 Belloti also defined cost 

benefits as a determinant of peer-to-peer economy. To sum up, economic benefits dimension could 

be deliberated as monetary motivation to satisfy customer and encourage them to choose sharing 

economy option again. 

H4.1: There is a positive relationship between Economic benefits (EB) and Satisfaction (SA) when 

guests use Airbnb platform. 

H4.2: There is a positive relationship between Economic benefits (EB) and Future Intention (FI) 

when guests use Airbnb platform. 

The term sustainability is interpreted in various manner (cf. Hoffman and Bazerman 2007), and has 

often concentrated on environmental apprehension. Sheth et al 2011 refers sustainability as a 

business goal requires actions that make a positive impact environmentally, socially and 

economically. “In the other word, Mohlmann detects environmental impact as one component in his 

framework released in 2015. He illustrated that logically sustainable consumption is a key driver to 

share. Moreover, the using of material required will be reduced, keeping a way from wasting, and 

overproduction is avoided. (Mont, 2004). On the authority of Luchs et al., (2011) he defined 

sustainable in term of collaborative consumption as “optimizes the environmental, social, and 

economic consequences of consumption in order to meet the needs of both current and future 
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generation”. Overall, the term sustainability is implemented in this survey could be explicated as 

consciousness in environmental problem such as to save energy or to cut consumption on water, even 

to reduce using of raw material. In particular, Hamari et al. (2013) conceptualize eco- logical 

sustainable consumption as a key determinant of the intention to share. Indeed, sharing solutions are 

generally considered to have a positive environmental impact com- pared with non-sharing solutions 

because the pooling of material goods leads to the increased intensity in the usage of one single 

product entity.  

H5.1: There is a positive relationship between Sustainability (SU) and Satisfaction (SA) when guests 

use Airbnb platform. 

H5.2: There is a positive relationship between Sustainability (SU) and Future Intention (FI) when 

guests use Airbnb platform. 

Amenities or utility was researched and pointed out that consumers tend to maximize utility when 

participating massive consumption (Rapoport and Chammah, 1970). Besides, amenities are 

considered as an essential contribution to guest satisfaction with sharing house services such as 

appliances, interior furniture, to name just a few (Mohlmann, 2015). According to the findings of 

research, Belloti et al. (2015) and Mohlmann (2015) suggested that feature such as utility has an 

effect on guest satisfaction when comsuming collaboratively. Besides, collaborative consumers tend 

to maximize the utility when using sharing accommodation platform. Overall, customer experience 

toward peer-to-peer accommodation platform can be driven from amenities.  

H6.1: There is a positive relationship between Amenities (AM) and Satisfaction (SA) when guests use 

Airbnb platform. 

H6.2: There is a positive relationship between Amenities (AM) and Future Intention (FI) when 

guests use Airbnb platform. 

According to preceding study, Tussyadiah and co-author Zach (2015) stated that travellers usually 

consider some aspects like how far from host home to public areas (bus station, national park, to 

name just a few), local attraction (restaurant, coffee shop, etc). The term locational benefits was 

defined by Tussyadiah and Zach (2015) as a primary determinant for customer decision making. 

Besides, in accordance with quality of service, advantage from position should be highly considered. 

With the scale of this research, locational benefits can be measured by whether the P2P 

accommodation closes to restaurant, local attractions or public station or not. 
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H7.1: There is a positive relationship between Locational benefits (LB) and Satisfaction (SA) when 

guests use Airbnb platform. 

H7.2: There is a positive relationship between Locational benefits (LB) and Future Intention (FI) 

when guests use Airbnb platform. 

According to Hennig-Thurau et al (2004) referred eWOM as any words or expressions regarding to 

goods, services or company which are either positive or negative via the Internet. Continually, 

Litvin, Goldsmith, and Pan (2008) defined eWOM  as an electronic world where “all informal 

communications directed at consumers through Internet-based technology related to the usage or 

characteristics of particular goods and services, or their sellers”. The eWOM plays an integral part in 

social network site (SNS), especially in the context of collaborative consumption. It means that in 

this context, it is fairly difficult to evaluate the quality of product or services before consumption and 

consumers usually seek for references through electronic word-of-mouth (Liang et al, 2017). In 

2006, Gruen, Osmonbekov, and Czaplewski figured out the positive relationship between eWOM, 

customer satisfaction and their behavioral intention. In this study, later definition was adopted which 

referred eWOM as all informal discussion or communication by Airbnb guest via the Internet related 

to their experience toward Airbnb accommodation. 

H8.1: There is a positive relationship between eWOM (EW) and Satisfaction (SA) when guests use 

Airbnb platform. 

H8.2: There is a positive relationship between eWOM (EW) and Future Intention (FI) when guests 

use Airbnb platform. 

Based on those theories from literature review, the proposed conceptual framework of this study is 

designated as following: 
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Figure 2 Adopted from research of L.P. Tussyadiah (2016) 

3. Methodology 

3.1. Research Method 

In this research, quantitative approach was applied to point out which factors have significant 

contribution to guest satisfaction and their intention toward using peer-to-peer accommodation. As a 

result, the study results would be more scientific and objective that provides the researchers powerful 

and reliable evidences for the completion of research objectives (Cooper & Schindler, 2006). 

Questionnaire was mainly used to collect primary data through online and offline survey.  

3.2. Questionnaire Design 

In order to design the research questionnaire, it is necessary to base on the measurement items which 

are included in those factors: Enjoyment, Social Benefits, Economic Benefits, Sustainability, 

Amenities, Locational Benefits, eWOM, and two dependent variables: Satisfaction, Future Intention 

as mentioned above in the literature review. Each item was rated on a 5-point Likert scale (from 1 = 

strongly disagree to 5 = strongly agree).  
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Measurement items of Enjoyment, Sustainability, Amenities, Locational Benefits, Satisfaction and 

Future Intention were adopted from Tussyadiah, L.P (2016). Social Benefits, Economic Benefits 

were referred from Tussyadiah, L. P., & Pesonen, J. (2016). Lastly the sustainability’s two 

measurement items were adopted from Moeller and Wittkowski, (2010); Lamberton and Rose, 

(2012). 

In addition, to enrich the data quality, some further information regarding demographics (age, 

gender, education level and annual incomes), the frequency of travelling was also included in the 

questionnaire. 

3.3. Sampling Method and Sample Size 

In this study, convenience sampling method has been applied. Due to lack of time and man power, 

this method was the most applicable type. It based on the ease to approach the respondents at places 

or by means of survey distribution. Moreover, the population in this study was relatively in a wide 

range, so convenience sampling was the most appropriate and accessible technique to catch the target 

respondents.  

Sample of this research was chosen from people who once used Airbnb comes from different cities 

or countries. They may live in Vietnam or other countries and have experience on finding a 

homestay or apartment for travelling. The sample size was 203. Conventionally, the acceptable 

number of sample size follows the scale: 50 as very poor; 100 as poor; 200 as fair; 300 as good 

(Comery & Lee, 1992). Therefore, it is supposed to be the adequate number of respondents for this 

study for generating a good and reliable results. 

3.4. Data Collection 

In this research, survey was the instrument to collect data. There were two main ways to distribute 

the surveys: via online survey and paper survey. Firstly, all people, at least once, have used Airbnb to 

book accommodation and experience with Airbnb property. The data were collected from several 

public areas located in Ho Chi Minh City, current company. 
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4. Results 

4.1. Demographics Characteristics of Respondents 

4.1.1. Response Rate 

In this study, total 211 respondents are randomly surveyed via online and paper questionnaires. 

However, 8 out of 211 answers were removed before conducting data analysis. It helps to ensure the 

reliability of the results. Those invalid respondents due to these following reasons: misunderstand the 

questionnaires or provide non-qualified answer when completing the survey. Therefore, there are 203 

valid answers accounted for around 96% of the total collected data as described in Table 1. 

Table 1 Response Rate 

 Frequency Percentage 

Invalid 8 0.0379 

Valid 203 0.962 

 

4.1.2. Response Profiles 

It is really essential to know demographic profiles of respondents to enhance the data quality 

According to Figure 3, the difference in quantity of between female and male is not really significant 

with 52.7%, 47.3% respectively.  
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Figure 3 Gender profile of respondent 

Besides, Table 2 shows the summary of demographics including age groups, employment status, and 

income levels. Witness Table 2, it is understandable that people from 18 to 34 years old usually use 

Airbnb to book accommodation with 42.4% (18-24 years old), 36.9% (25-34 years old). Besides that, 

their professions are mainly students and professional workers, over 90%.  In term of personal 

income, Airbnb guest earning monthly income from 3 to 15 million ranked as highest proportion 

with 47.3 %. According to Tussyadiah (2016), economic benefits dimension was considered as one 

of factors which drives guest satisfaction toward using peer-to-peer accommodation. Thus, it is 

necessary to figure out the impact of monthly income on customer satisfaction as well as their 

intention. However, over 15% travellers earning 25-50 million VND still consider sharing-house 

options via Airbnb. It can be explained by economic benefit. 
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Table 2 Summary of Respondent Profile  

Characteristics Details Frequency Percentage 

Age Under 18 years old 7 3.4 

18-24 years old  86 42.4 

25-34 years old 75 36.9 

35-44 years old 22 10.8 

45-54 years old 7 3.4 

55-64 years old 6 3 

Employment 

Status 

Student 80 39.4 

Working professional 110 54.2 

Retired 4 2 

Self-employed 9 4.4 

Income Under 3 million VND 29 14.3 

 From 3 to 8 million VND 52 25.6 

 From 8 to 15 million VND 44 21.7 

 From 15 to 25 million VND 37 18.2 

 From 25 to 50 million VND 31 15.3 

 Above 50 million VND 10 4.9 

Figure 4 shows how often survey participant go on an excursion to figure out their travelling habits. 

It can be seen that the majority of the respondents travel from three to fourth times per year with 

43%. Besides, 19% respondents make a trip once two months. Additionally, today’s society most 

people usually travel for leisure purpose.  
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Figure 4 Travel Frequency of Respondents 

4.2. Reliability Test and Exploratory Factor Analysis 

Initially, in order to test the reliability of both dependent and independent variables, Cronbach’s 

Alpha value was used to measure the level of reliability for each factor. After Reliability Test, total 

two items: SB5 and LB1 were removed to ensure the values of Cronbach’s Alpha greater than 0.6. In 

table 3, Cronbach’s Alpha value of all dimensions are greater than 0.6 and all item-total correlations 

of items are also greater than 0.3. Regarding to Nunnally (1978), value of 0.6 is the satisfactory level 

for undergraduate thesis. Therefore, the factors are all acceptable. 

First Exploratory Factor Analysis (EFA) was conducted with Pricipal Component and Varimax 

Rotation. After running the first EFA for each dependent and independent variable, it was 

compulsory to eliminate two items including SU4, SU1, respectively because SU4 had cross factor 

loading and SU1’s one was lower than 0.5. Additionally, second EFA with Principal Axis Factoring 

and Promax Rotation was applied to generate Pattern Matrix for step Confirmatory Factor Analysis. 

In this step, total 2 items including SU6, FI1 were isolated because those values of factor loading 

were considerably low (< 0.4). Table 1 shows all the summaries for those mentioned above. 
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Table 3 Summary of Independent and Dependent Variables with the Results of Reliability Test and EFA 

Given Names 
Number of Items 

Cronbach’s 

Alpha 

Before After  

Enjoyment (EN) 5 5 0.786 

Social Benefits (SB) 5 4 0.750 

Economic Benefits (EB) 3 3 0.652 

Sustainability (SU) 6 3 0.899 

Amenities (AM)  4 4 0.883 

Locational Benefits (LB) 4 3 0.624 

Electronic Word-of-Mouth (EW) 4 4 0.834 

Satisfaction (SA) 4 4 0.767 

Future Intention (FI) 3 2 0.800 

 

4.3. Confirmatory Factor Analysis 

After running CFA twice, the results confirm that the model fits well to the collected data, which was 

determined by Chi-square = 349.867, df = 181, Chi-square/df = 1.933 (<3), CFI = 0.886 (0.9), GFI 

= 0.868 (>0.8), TLI = 0.854 (0.9), and RMSEA = 0.068 (<0.08) (Hair J. , Black, Babin, & 

Anderson, 2010); (Hair A. , 1998)  

Then, the composite reliability and average variance extracted (AVE) for each retained construct 

were examined to reassess. It also generated appropriate results with all composite reliability 

coefficients greater than 0.7 and AVEs, and AVE themselves greater than 0.5 shown in table 4. 
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Table 4 Results of Average Variance Extracted (AVE) and Composite Reliability Coefficients 

 

4.4. Testing the research model via Structural Equation Modelling (SEM) 

Figure 5 shows results of SEM with Chi-square = 319.873, df = 153, Chi-square/df = 2.091 (<3), 

GFI = 0.867 (>0.8); TLI = 0.849 (0.9), CFI = 0.879 (0.9), RMSEA = 0.073 (<0.08) (Hair J. , 

Black, Babin, & Anderson, 2010); (Hair A., 1998). 

In addition, the squared multiple correlation coefficient (R2) for the dependent variable, Purchase 

Intention (INT), is 0.429. It is estimated that this model can explain 42.9% of its variance. 

  

Latent constructs N 
Composite 

Reliability 

Average Variance 

Extracted 

Enjoyment (EN) 203 0.757 0.609 

Social Benefits (SB) 203 0.714 0.556 

Economic Benefits (EB) 203 0.713 0.532 

Sustainability (SU) 203 0.805 0.582 

Locational Benefits (LB) 203 0.814 0.613 

Electronic Word-of-Mouth (EW) 203 0.786 0.558 

Satisfaction (SA) 203 0.757 0..510 

Future Intention (FI) 203 0.844 0.713 
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Figure 5: Results of Structural Model (standardized estimates) 

Note: Values in parentheses indicate Critical Ratio values (unstandardized), 

*** p-value < 0.001, ** p-value < 0.05 

5. Discussion and Implications 

The study’s goal is to examine the effect of those factors such as enjoyment, monetary benefits, 

social benefits, sustainability, accommodation amenities, locational benefits and electronic word-of-

mouth on guest satisfaction and their intention toward using peer-to-peer accommodation in the case 

of Airbnb. Theoretically, the results of this research can suggest Vietnamese host community 

appropriate way to enhance customer satisfaction and this leads to their purchase intention in the 

future. The findings of this paper also provide some recommendations relating to sustainable 

development in sharing economy, especially in house-sharing service. 

Firstly, it can be said that guest satisfaction directly contributes to their purchase intention in the 

future (H1: β = 0.545, p < 0.05). Therefore, the Hypothesis 1 is supported. Practically speaking, if 

guest stratified with their experience house-sharing services, they tend to choose it again in the future 

if any. 

Secondly, the relationship between Enjoyment and Future Intention is significant with β = -0.38, p < 

0.05. It means that people who really enjoy with Airbnb accommodation tend not to choose Airbnb 

again.  It can be said that intrinsic value does not encourage to make purchase decision.  

Electronic Word-

of-Mouth (EW) 

Sustainability (SU) 

Economic Benefits 

(EB) 

Enjoyment (EN) 

Satisfaction (SA) 

Future Intention 

(FI) 

0.417*** 

0.28*** 

0.178** 

0.295** 

-0.38** 

0.545** 
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Thirdly, we find out that Economic Benefits can drive guest satisfied and this leads to customer 

purchase intention. In particular, Economic benefits or monetary benefits can significantly impact the 

guest satisfaction (β = 0.28, p < 0.001). And this considerably contribute to their future intention 

toward using peer-to-peer accommodation (β = 0.295, p < 0.001). Practically speaking, given that 

consumers experienced Airbnb property/accommodation with low cost and high quality can drive 

them more satisfied. Eventually, this will highly encourage them to re-purchase for this service. 

Therefore, Hypothesis 4.1 and Hypothesis 4.2 are supported. 

Last but not least, there are significant relationship between Sustainability and Future Intention 

which was determined by β = 0.178, p < 0.05. It shows that our today’s society initially care about 

sustainable development relating to environment perception. Therefore, Hypothesis 5.2 are 

supported. 

Lastly, the factor of eWOM also impact the guest satisfaction (H8.1: β = 0.417, p < 0.001). Airbnb 

guests tend to be more satisfied if they heard/saw reviews/discussion from former customers. This 

leads to their satisfaction toward experiencing house-sharing services. 

According to these results, there is no doubt that this study can point out some interesting findings 

yet being overlooked in prior research. These results confirm that there is an economic benefit, 

eWOM, which drive to customer satisfaction. Besides, Enjoyment, Sustainability, Economic 

Benefits also considerably contributes to the consumer decision making process to purchase services 

By filling this gap, our study provides contribution to the house-sharing market literature on 

sustainability effect. In particular, these research findings can contribute to Vietnamese host 

community in terms of how to enhance guest satisfaction through their services. 
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