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Millenials’ inten�ons to book on Airbnb 

ABSTRACT 

The sharing economy has witnessed a significant growth in recent years, enhanced by the 
development of online pla�orms. In par�cular, Airbnb has witnessed a significant worldwide 
year-on-year growth. Given the importance and popularity of Airbnb, it is crucial to examine 
which factors affect inten�ons to book on this website. This study proposes and tests a model 
based on the Theory of Reasoned Ac�on, to examine millennials’ determinants of inten�ons to 
book on Airbnb. Based on two online surveys targe�ng millennials from Germany and China, 
the results show that inten�ons to book on Airbnb is mostly influenced by subjec�ve norm, 
desire for unique accommoda�on and variety, a�tude and economic benefits. Surprisingly, 
economic benefits have the smallest effect. Perceived risk with the purchase channel was 
found to have no impact on inten�ons to book on Airbnb. Managerial implica�ons and 
theore�cal contribu�ons are provided. 

KEYWORDS: Airbnb, millennials, PLS structural equa�on modelling, sharing economy, Theory of 
Reasoned Ac�on 

1. Introduc�on 

There is no doubt that the development of informa�on and communica�on technologies (ICTs) 
has completely transformed the travel industry. In par�cular, the Internet represented a new 
communica�on method and powerful distribu�on channel (Buhalis & Law, 2008). A recent 
phenomena that ICTs have enabled, not only in the travel industry, is the so-called 
Collabora�ve Consump�on (Hamari, Sjöklint, & Ukkonen, 2016), also referred to as the sharing 
economy or peer-to-peer (P2P) services, defined as ‘the peer-to-peer-based ac�vity of 
obtaining, giving, or sharing the access to goods and services, coordinated through community-
based online services’ (Hamari et al., 2016, p. 2047). The sharing economy is affec�ng the 
global economy with increasing scale, as customers can exchange commodi�es in an organized 
way under the help of an enormous number of online pla�orms (Balck & Cracau, 2015). The 
remarkable success of the sharing economy can be evidenced, for example, by the fact that 
Uber has provided more than 5 billion rides Worldwide (Uber Newsroom, 2017), Indiegogo had 
raised over one billion dollars to fund entrepreneurial ideas (Indiegogo, 2017) and Airbnb has 
over 4 million lis�ngs worldwide (Airbnb, 2018). In fact, the sharing economy is predicted to 
grow from $14 billion in 2014 to $335 billion by 2025 (PwC, 2015). 

Sharing economy is significantly growing in the hospitality marketplace, considered ‘one of the 
hotest trends’ in this industry (Pizam, 2014, p. 118), in par�cular with P2P accommoda�on. 
Therefore, it is important to beter understand the factors that lead customers to consider this 
type of accommoda�on (Tussyadiah, 2016). In this context, Airbnb – a ‘trusted community 
marketplace for people to list, discover, and book unique accommoda�ons around the world’ 
(Airbnb, 2017a) – is a notable example of a successful sharing economy business. Indeed, 
Airbnb has hosted over 200 million guests in more than 65,000 ci�es and 191 countries 
(Airbnb, 2018) and had over 80 million bookings in 2015, represen�ng a growth rate of 100% 
(Reuters, 2015). Moreover, Airbnb has more available rooms than hotel giants like Marriot and 
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Hilton (Weed, 2015). An innova�ve business model and its unique appeal to tourists lead 
Gutentag (2015) to consider Airbnb a ‘disrup�ve innova�on’. 

Despite Airbnb’s success, it has been considered an extremely controversial business ac�vity. 
Indeed, while several studies point out the nega�ve aspects of Airbnb, others have shown its 
poten�al. Regarding the former line of thought, research has shown that Airbnb raised housing 
prices and expelled residents from tourist areas (Dogru, Mody, & Suess, 2017; Oskam & 
Boswijk, 2016). It has also affected the tradi�onal accommoda�on sector, with research 
showing that Airbnb has a nega�ve impact on local hotel room revenue (Zervas, Proserpio, & 
Byers, 2017). Several ques�ons have been raised due to regulatory issues around the world, 
and in some jurisdic�ons Airbnb is considered to be illegal (Gutentag, 2015). More recently, 
there have been several reports of neighbours’ complaints about the nuisance of living next 
door to an Airbnb host, such as noise and safety concerns (Kobie, 2016; Williams, 2016). In fact, 
there is even a website where people share their bad experiences, aler�ng others about the 
risks and dangers of using Airbnb (AirbnbHell.com). However, a different line of thought has 
shown Airbnb’s posi�ve impacts. Some authors have argued that while Airbnb may, indeed, 
take some clients away from hotels, it can actually be genera�ng new demand (Forgacs & 
Dimanche, 2016). Airbnb ac�vi�es are not as harmful as thought to the hotel industry because 
Airbnb guests are different from typical hotel guests (Coyle & Yeung, 2016; Dogru et al., 2017). 
Airbnb has also been found to have significant economic, financial and social benefits. For 
instance, a report conducted by Deloite (2017) evidences the posi�ve impacts Airbnb has on 
Australia’s Gross Domes�c Product (GDP) and employment. Airbnb also generates addi�onal 
revenues for hosts, especially in neighbourhoods not tradi�onally visited by tourists (Dogru et 
al., 2017). 

Given the importance and rise of Airbnb, along with all of the controversy surrounding it, it is 
crucial to examine which factors affect inten�ons to book an accommoda�on on this online 
marketplace community. Therefore, this study proposes an integra�ve model based on the 
Theory of Reasoned Ac�on (TRA) to examine which factors affect Chinese and Germans’ 
inten�ons to book on Airbnb. The model also includes important variables derived and 
adapted from literature: perceived risk, economic benefits and desire for unique 
accommoda�on and variety. 

This study focuses on millennials, o�en referred to as Genera�on Y or Digital Na�ves, an 
important target group for short-term rental pla�orms such as Airbnb (Euromonitor 
Interna�onal, 2016). Indeed, the sharing economy fits well with millennials’ pursuit of 
authen�city, value for money, flexibility and experiences-over-possessions. They are also the 
genera�on that most uses the Internet for travel planning (Xiang, Magnini, & Fesenmaier, 
2015). A beter understanding of millennials is paramount since they are considered to be the 
heavy travel consumers of the future (Amadeus, 2013). On the other hand, as pointed out by 
Huang and Petrick (2010), although there are several studies addressing travel behaviours of 
seniors and baby boomers, there is a lack of studies inves�ga�ng millennials. They have 
different a�tudes, values and behaviours than other groups because of technological, socio-
cultural and economic factors (Nusair, Bilgihan, & Okumus, 2013). For instance, a recent study 
stressed that millennials are more likely to prefer on-demand mobility services such as Uber to 
tradi�onal car ownership and rent accommoda�on through Airbnb, when compared to 
previous genera�ons (Garikapa�, Pendyala, Morris, Mokhtarian, & McDonald, 2016). 
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The choice of China and Germany was mo�vated by several reasons. China and Germany are 
important economies in the tourism industry. According to the World Tourism Organiza�on 
(2015), China has been the fastest growing source market. Also according to the same source, 
China has been the world’s top spender in interna�onal tourism since 2012, while Germany is 
Europe’s largest spender and third worldwide. Germany is also the European country that has 
the highest number of outbound tourists (Euromonitor Interna�onal, 2014). On the other 
hand, sharing economy research from non-western countries is needed (Cheng, 2016). 

Even though Airbnb in China has strong compe��on, it has over 80,000 lis�ngs in China so far, 
while its most direct equivalent compe�tor, Xiaozhu, has 100,000 lis�ngs (Bergman, 2017). 
Furthermore, Bergman also points out that many Chinese prefer Airbnb to its Chinese 
compe�tors because it is a more established brand and is beter equipped to protect hosts in 
case of problems or accidents. In fact, there have been more than 5.3 million guest arrivals by 
Chinese travellers at Airbnb lis�ngs all over the world (Airbnb, 2017b). 

2. Literature review 

2.1. The sharing economy and millennials 

The sharing economy is a rapidly evolving concept (Miller, 2016). It is o�en used 
interchangeably with ‘collabora�ve consump�on’, ‘the mesh’ and ‘peer to peer services’. The 
term collabora�ve consump�on was coined by Felson and Speath (1978), and defined as 
‘events in which one or more persons consume economic goods or services in the process of 
engaging in joint ac�vi�es with one or more others’ (p. 614). Ea�ng a meal with family or 
drinking a beer with a friend was given as examples of collabora�ve consump�on by these 
authors. However, this concept has evolved and more recently, Botsman and Rogers (2011) 
reinterpreted the term, defining collabora�ve consump�on as a system of sharing, lending, 
trading and ren�ng products and services over ownership. Belk (2014) proposes another 
defini�on, which incorporates monetary exchange, indica�ng that collabora�ve consump�on 
refers to ‘people coordina�ng the acquisi�on and distribu�on of a resource for a fee or other 
compensa�on’ (p. 1597). Organiza�ons such as Airbnb and Uber posi�on themselves as part of 
the sharing economy (Oskam & Boswijk, 2016). 

The sharing economy is a cultural and economic change in consump�on habits, ‘reinven�ng 
not just what we consume but how we consume’ (Botsman, 2013). It is marked by new models 
empowered by social media and P2P pla�orms. The rise of the Internet plays a key role in this 
process because it facilitates easy crea�on of online communi�es and networks with low 
transac�on costs (Möhlmann, 2015). In �mes of financial crisis and growing scep�cism towards 
capitalist structures, many consumers are increasingly turning to alterna�ve forms of 
sustainable consump�on (Albinsson & Perera, 2012; Möhlmann, 2015; Ozanne & Ballan�ne, 
2010). Recent years have witnessed the emergence of a new culture of sharing and people 
increasingly choosing this system to access apartments, cars, bikes and other objects of daily 
life, accessible on various technology pla�orms (Botsman & Rogers, 2011; Hartl, Hofmann, & 
Kirchler, 2016). 

The economic benefits obtained from par�cipa�ng in collabora�ve consump�on are o�en 
pointed out as one of its most appealing advantages (Tussyadiah & Pesonen, 2015). The 
business model of Airbnb, for instance, combines economic benefits for both travellers and 
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residents of tourist areas (Oskam & Boswijk, 2016). Indeed, not only is Airbnb an affordable 
alterna�ve to hotels (Tussyadiah & Pesonen, 2015), the income it generates is also one of the 
reasons why people make their accommoda�ons available to tourists (Karlsson & Dolnicar, 
2016). It is also an atrac�ve alterna�ve for consumers for ecological reasons, as it atracts 
environmentally conscious consumers (Hamari et al., 2016). In the par�cular case of Airbnb, 
research shows that it is a greener way to travel, with huge savings on water, energy, chemicals 
and waste (Airbnb, 2014). Furthermore, P2P accommoda�on offers travellers a more authen�c 
and local experience (Euromonitor Interna�onal, 2016), since they have the opportunity to 
develop rela�ons with the local community (Botsman & Rogers, 2011) 

Research has shown that the sharing economy appeals to younger demographics (Tussyadiah & 
Pesonen, 2015). Indeed, private rental pla�orms cater for their demands, such as value for 
money, a fully digital booking system, a more authen�c offering of accommoda�on and 
preference for experiences over possessions (Euromonitor Interna�onal, 2016). Therefore, 
millennials are an important target group for short-term rental pla�orms such as Airbnb 
(Euromonitor Interna�onal, 2016), due to its size and significant purchasing power (Parment, 
2013). Following Bolton et al. (2013), this study considers millennials as all people born 
between 1981 and 1999. They represent over 25% of the global popula�on (Euromonitor 
Interna�onal, 2016). Millennials are technologically savvy, immersed in online behaviours and 
heavy users of social networking sites (Bilgihan, Peng, & Kandampulli, 2014). 

2.2. The Theory of Reasoned Ac�on 

The TRA posits that behavioural inten�ons are the main predictors of actual behaviour 
(Fishbein & Ajzen, 1975). On the other hand, a person’s behavioural inten�on is a func�on of 
a�tude towards the behaviour, defined as the individual’s posi�ve or nega�ve evalua�on of 
performing the behaviour, and of subjec�ve norm, described as the person’s percep�ons of the 
social pressures to perform the behaviour (Fishbein & Ajzen, 1975). 

Previous literature grounded on the TRA examines the acceptance of new technologies (which 
is the case of Airbnb) based on inten�ons and a�tudes towards that technology among users 
that have never tried the ‘new technology’ and among people that do not intend to try the 
‘new technology’. For instance, Bigné, Sanz, Ruiz, and Aldás (2010), examined why people did 
not purchase airline �ckets online and the sample consisted of 309 non-purchasing Internet 
users. Respondents were asked to rate their feelings regarding inten�ons to book airline �ckets 
online, a�tude, perceived risk and trust. In a different study (Morosan & Jeong, 2008), 
students were asked to visit a hotel website and simulate reserving a hotel room online. Then 
they were asked to fill out a ques�onnaire that also measured their a�tude towards that 
website and inten�ons to book on it (along with other variables such as perceived playfulness, 
perceived usefulness and perceived ease of use). Similarly, in Sparks, Perkins, and Buckley’s 
(2013) study, par�cipants were asked to review a simulated web page of a resort, and to 
respond to a set of ques�ons regarding their a�tudes towards the resort and inten�ons to 
book on the webpage. Another more recent study (Alcántara-Pilar, Armenski, Blanco-
Encomienda, & Del Barrio-García, 2017) also asked par�cipants to browse through a website as 
if they were genuinely intended to undertake a trip, and therefore process all of the 
informa�on on the website and were asked ques�ons regarding their perceived risk, and their 
a�tude towards the site. 
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In the context of online travel purchases, studies have consistently found that a�tude towards 
online shopping is a determinant of inten�on to purchase travel online (Amaro & Duarte, 2015; 
Bigné et al., 2010; Lee, Qu, & Kim, 2007). With regard to collabora�ve consump�on, Hamari et 
al. (2016) provided evidence that a�tude towards collabora�ve consump�on posi�vely 
influenced behavioural inten�on to par�cipate in collabora�ve consump�on. Based on this 
informa�on, the following hypothesis is proposed: 

H1: Millennials’ a�tude towards Airbnb posi�vely influences inten�ons to book on Airbnb 

Regarding subjec�ve norm, research to date has produced conflic�ng results. Bigné et al. 
(2010) and Lee et al. (2007) found that subjec�ve norm had an impact on travellers’ inten�on 
to purchase online. Yet, San Mar�n and Herrero (2012), whose study contained similar 
hypotheses, found the opposite. Surprisingly, research addressing P2P accommoda�on does 
not consider the influence of others when empirically assessing the determinants of 
collabora�ve consump�on services. However, one of the most pervasive factors that influence 
an individual’s behaviour is the influence of others (Burnkrant & Cousineau, 1975), and 
therefore it is crucial to examine the influence of others on inten�ons to use Airbnb. 

According to Kim and Jang (2014), millennials ‘want to display their consump�on behaviours to 
their reference group to signal that they belong’ (p. 40) and are very sensi�ve to peer reference 
groups. In this sense, social influences regarding the use of sharing accommoda�on could 
trigger millennials inten�ons to book on Airbnb. Based on the TRA that predicts that subjec�ve 
norm has an influence on inten�ons, the following hypothesis is formulated: 

H2: Subjec�ve norm posi�vely influences Millennials’ inten�ons to book on Airbnb 

2.3. Perceived risk 

Shopping online is perceived to involve more risk compared to alterna�ves modes of shopping 
(Kim, Kim, & Leong, 2005; Vijayasarathy, 2004; Zhou, Dai, & Zhang, 2007). Nunkoo and 
Ramkissoon (2013) defined perceived risk with online travel shopping as ‘travellers’ beliefs 
about the poten�al uncertain nega�ve outcomes from an online transac�on’ (p. 512). 

Studies have evidenced that perceived risk is nega�vely related to online travel purchases 
(Amaro & Duarte, 2015; Jensen, 2012) and nega�vely influences a�tudes towards online travel 
purchasing (Nunkoo & Ramkissoon, 2013). Surprisingly, in the context of P2P accommoda�on, 
the role of perceived risk has been overlooked at. Travellers may have safety concerns about 
staying with a stranger (Gutentag, 2015) or might have general concerns associated with 
privacy and payment issues online, par�cularly on a P2P accommoda�on website such as 
Airbnb. Therefore, the following research hypothesis is proposed: 

H3: Millennials’ perceived risk nega�vely influences inten�ons to book on Airbnb 

2.4. Economic benefits 

Research has shown that one of the main reasons why travellers purchase hotel rooms online 
is for financial reasons (Amaro & Duarte, 2015; Kim, Kim, & Han, 2007). The same seems to 
apply for P2P accommoda�on. Indeed, the economic benefits obtained from par�cipa�ng in 
collabora�ve consump�on are o�en pointed out as one of its most appealing advantages 
(Oskam & Boswijk, 2016; Tussyadiah & Pesonen, 2015; Varma, Jukic, Pestek, Shultz, & Nestorov, 
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2016). Studies have evidenced that Airbnb users are mo�vated by lower prices (Gutentag, 
2015; Tussyadiah, 2015; Tussyadiah & Pesonen, 2015). 

Möhlmann (2015) tested a framework on the determinants of choosing a sharing op�on. Her 
research findings show that ‘users pay aten�on to the fact that collabora�ve consump�on 
helps them to save money’ (p. 200), highligh�ng that it is an effec�ve op�on to nonsharing 
alterna�ves. This is even more important for younger people who are becoming more used to 
having access to more things than they could ever own (Ski�, 2013). Therefore, 

H4: Airbnb’s Economic Benefits posi�vely influences Millennials’ inten�on to book on Airbnb 

2.5. Unique accommoda�on and variety 

Airbnb promotes a wide range of atypical places to stay in its marke�ng communica�ons, such 
as treehouses, a seashell house on a Mexican island, and castles, twee�ng ‘out of the box’ 
lis�ngs to atract consumers. Research has found that certain types of personali�es respond to 
this uniqueness appeal (Liu & Ma�la, 2017). A Euromonitor Interna�onal (2016) report 
highlights that travellers’ want authen�city and that ‘cookie-cuter’ accommoda�on is less 
popular. 

In the context of consumer goods, Gao and Simonson (2016) found that increasing assortment 
size had a more posi�ve influence on consumers’ purchase likelihood when their ini�al 
decision emphasis was on ‘whether to buy’ rather than on ‘which op�on to choose.’ Airbnb 
also offers a great variety of accommoda�on choices. There is something for everyone, from a 
night on a couch for US$15 to a night in a mansion for $8000 (Phocuswright, 2016). Therefore, 
it is per�nent to posit that Airbnb’s unique accommoda�on and variety may be an important 
factor influencing millennials’ inten�on to book an accommoda�on on Airbnb. Thus: 

H5: Airbnb’s Unique Accommoda�on and Variety posi�vely influences Millennials’ inten�on to 
book on Airbnb 

The conceptual model, with the proposed hypotheses, is depicted in Figure 1. 

Figure 1. The conceptual model. 
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3. Methodology 

3.1. Sample and data collec�on 

As men�oned previously, the ques�onnaire was aimed at millennials. Data were collected 
online using SurveyMonkey (www.surveymonkey.com). Emails with the link to the online 
ques�onnaire were sent to colleagues, friends and personal contacts in Germany and China. 
The ques�onnaire was originally designed in English, but was carefully translated to both 
German and Chinese. A pre-test was conducted, and some adjustments were made before 
sending the ques�onnaire. Before answering the ques�onnaire, par�cipants were asked to visit 
the Airbnb website and imagine they were going to book accommoda�on for their next 
holiday. A similar procedure has also been used by other researchers (eg Alcántara-Pilar et al., 
2017; Tussyadiah, 2016; Yang & Ahn, 2016). As an incen�ve, those who completed the survey 
received travel credit worth 18 Euros for their next booking on Airbnb. A total of 202 responses 
from millennials was obtained, 104 from the Chinese and 98 from the German. The few 
responses from non-millennials (seven) were eliminated from the analysis. 

3.2. Measures 

The ques�onnaire contained different scales to measure the variables, which were adapted 
from the work of several authors (see Table 1). All items were measured using a five-point 
Likert scale where 1 indicated ‘Strongly disagree’ and 5 indicated ‘Strongly agree’. 

Table 1. Measurement items. 

Construct Items Source 
Inten�ons to 
book on 
Airbnb 

INT1 On my next trip, I would use Airbnb for booking accommoda�on. Nunkoo and Ramkissoon 
(2013) 

 

INT2 I would use Airbnb for booking accommoda�ons in the future. 
INT 3 I could see myself par�cipa�ng in the Airbnb community (as a host or guest) 
in the future. 

A�tude 
towards 
Airbnb 

ATT1 Using Airbnb to book unique accommoda�ons from local hosts is a good 
idea. 

Nunkoo and Ramkissoon 
(2013) 

Hamari et al. (2016) 
ATT2 Sharing resources like accommoda�ons, knowledge and experiences within 
the Airbnb community makes sense. 
ATT3 Ren�ng unique accommoda�ons from local hosts on Airbnb is a beter mode 
of consump�on than tradi�onal channels (eg hotels). 

Subjec�ve 
norm 

SN1 People who are important for me would say that I should use Airbnb. Adapted from Ajzen 
(2002) SN2 People whose opinions I value would prefer me to use Airbnb. 

Perceived 
risk 

RSK1 Booking accommoda�ons from local hosts on Airbnb is risky. Nunkoo and Ramkissoon 
(2013) RSK2Sending personal informa�on on Airbnb is risky. 

RSK3 Making payments online on Airbnb is risky. 

Economic 
benefits 

EC1 I could save money when I book accommoda�ons from local hosts on Airbnb. Adapted from Amaro 
and Duarte (2015) EC2 Airbnb allows me to book travel accommoda�ons at cheaper prices than 

other travel accommoda�on websites. 
Desire for 
unique 
accommodat
ion and 
variety 

UAV1 The unique accommoda�ons offered by local hosts on Airbnb interests me. Adapted from Amaro 
and Duarte (2015) 
Adapted from Noble, 
Griffith, and Adjei (2006) 
 

UAV2 Browsing unique accommoda�ons offered by local hosts on Airbnb excites 
me. 
UAV3 There are many different varie�es and styles of unique accommoda�ons on 
Airbnb. 
UAV4 Airbnb allows me to book accommoda�ons that are NOT available on other 
travel websites. 

3.3. Data analysis 

The hypotheses were tested using Par�al Least Squares (PLS), with the Smart PLS v.3.2. 
so�ware (Ringle, Wende, & Becker, 2015). PLS is a variance-based structural equa�on 
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modelling technique that is widely applied in social sciences (Henseler, Hubona, & Ray, 2016) 
and is a feasible alterna�ve technique to covariance-based structural equa�on modelling. PLS 
was chosen for several reasons. First of all, PLS-SEM can be u�lized with much smaller sample 
sizes (Hair, Sarstedt, Hopkins, & Kuppelwieser, 2014). On the other hand, it has less restric�ve 
assump�ons about the data (Hair, Ringle, & Sarstedt, 2011). For instance, constructs with fewer 
items can be used. Since several constructs in the model only have two items, this 
characteris�c seemed relevant. Furthermore, PLS does not impose any condi�on about the 
data distribu�on. 

To avoid possible bias from na�onal culture, since it has been found to influence tourist 
behaviour (Pizam & Jeong, 1996), a mul�group analysis was conducted in Smart PLS to see if 
there were significant differences between the German and Chinese. No significant differences 
were found regarding the predictors of inten�ons to book on Airbnb between the two cultures. 

4. Results 

4.1. Demographic profile of respondents 

A demographic profile of survey par�cipants is summarized in Table 2. The demographic profile 
of the sample is very similar in both countries. For example, the age group with the most 
significant number of responses in both countries was the 18–25-year-old group, with more 
than 50% of the total of responses. In both countries, more than 65% of the respondents have 
at least a bachelor’s degree. Regarding the number of interna�onal trips in the past 12 months, 
the German millennials seem to travel more o�en, as 50% took more than 4 trips, while in 
China the percentage drops to only 17%. Interes�ngly, the percentage of Airbnb users in both 
countries is similar (20.2% in China and 17.3% in Germany). However, a high percentage of 
Chinese respondents (40.4%) had never heard of Airbnb, while only 18.4% of German 
respondents had never heard of it. 

Table 2. Characteris�cs of respondents. 

 

The means and standard devia�ons of the items used to measure the variables are reported in 
Table 3. 
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Table 3. Means and standard devia�ons of the items. 

 

4.2. Model assessment 

The evalua�on of a research model using PLS analysis consists of two dis�nct steps. The first 
step includes the assessment of the measurement (outer) model and deals with evalua�ng the 
characteris�cs of the constructs and measurement items that represent them. The second step 
involves the assessment of the structural (inner) model and the evalua�on of the rela�onships 
between the constructs as specified by the research model. The model assessment was 
conducted following the recommenda�ons described by Hair et al. (2011), Hair, Sarstedt, 
Ringle, and Mena (2012) and Henseler, Ringle, and Sinkovics (2009). 

4.2.1. Outer (Measurement) model 

The results show that the measurement model meets all common requirements. First of all, in 
terms of the reliability of the indicators, loadings should be at least 0.60 and ideally higher than 
0.7 (Chin, 1998; Henseler et al., 2009). As shown in Table 4, all indicator loadings are higher 
than 0.7. Moreover, all indicator loadings are significant at the 0.001 level, as shown by the t-
values obtained through bootstrapping. 

Convergent validity was also confirmed by the average variance extracted (AVE) of each 
construct which is all above the recommended value of 0.5 (Bagozzi & Yi, 1988; Fornell & 
Larcker, 1981). 

Internal consistency reliability was also confirmed since all Cronbach’s alpha values are higher 
than 0.7 (Hair, Black, Babin, & Anderson, 2010), demonstra�ng that each construct’s indicators 
have the same meaning. Furthermore, the composite reliabili�es, that many researchers 
consider more suitable for PLS-SEM than Cronbach’s alpha (eg Garson, 2012; Hair et al., 2011; 
Henseler et al., 2009), range from 0.91 to 0.95, which exceed the recommended threshold 
value of 0.70 (Bagozzi & Yi, 1988; Nunnally, 1978). 
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Table 4. Reliability measures and convergent validity. 

 

Divergent validity was also checked for using three different measures: the Fornell–Larcker 
criterion and the cross-loadings (Henseler et al., 2009) and by a new criterion proposed more 
recently by Henseler, Ringle, and Sarstedt (2015), the Heterotraitmonotrait Ra�o of 
correla�ons (HTMT). Table 5 shows the results for the Fornell–Larcker criterion. The square 
root of each construct’s AVE is larger than its correla�ons with any other construct, which 
supports discriminant validity. 

Table 5. Discriminant validity – Fornell–Larcker. 

Using the cross-loadings criteria (matrix available upon request), all indicators loaded on their 
respec�ve construct more highly than on any other, revealing that the constructs are dis�nct. 
On the other hand, all HTMT values are lower than 0.9 (Henseler et al., 2015), ranging from 
0.21 to 0.81. In conclusion, the three criteria support discriminant validity. 

4.2.2. Inner (Structural model) 

One of the most important steps of assessing the inner model is calcula�ng the path 
coefficients and significance levels, since this allows researchers to confirm or not the proposed 
hypotheses. The path coefficients and significance levels for the proposed model in this current 
study are illustrated in Figure 2. 

H1 predicted that a�tude towards Airbnb would posi�vely influence inten�ons to book on 
Airbnb. Consistent with inten�on-based models, a�tude was found to be significantly 
associated with inten�ons to purchase travel online (β = 0.21, p < .05). The small effect, 
however, was surprising since a significant number of studies focusing on online travel 
purchase inten�ons have found that a�tude was the strongest predictor of inten�ons to 
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purchase online (eg Bhatacherjee, 2000; George, 2004; Pavlou & Fygenson, 2006). H2 which 
proposed that subjec�ve norm posi�vely influences inten�ons to book accommoda�on on 
Airbnb was accepted (β = 0.29, p < .001). 

Figure 2. PLS analysis results.  

 

*Significant at the 0.1 level; **Significant at the 0.05 level; ***Significant at the 0.001 level; ns – non significant. 

Surprisingly, H3 predic�ng the perceived risk would nega�vely influence inten�ons to book on 
Airbnb was rejected (β = 0.00, p = .81). H4 was supported, which means that economic benefits 
influence inten�ons to purchase on Airbnb (β = 0.17, p < .1). Finally, H5 which predicted that 
millennials desire for unique accommoda�on and variety would have a posi�ve impact on 
inten�ons to book on Airbnb was accepted (β = 0.28, p < .001). 

A mul�group analysis in Smart PLS was conducted to assess if there were significant differences 
regarding the predictors of inten�ons to book on Airbnb between the two na�onali�es, gender 
and educa�on. No significant differences were found. 

Since PLS path modelling does not provide any global goodness-of-fit criterion (Hair et al., 
2012; Henseler et al., 2009; Henseler, Ringle, & Sarstedt, 2012), it is important to use other 
criteria to assess the inner model, such as the explained variance (R2) and the predic�ve 
relevance (Q2). 

The R2 value of the main dependent construct in the proposed model, ie inten�ons to book on 
Airbnb, is 0.57. In the consumer behaviour discipline, several researchers consider that R2 
values of 0.25 are considered high (Hair, Ringle, Hult, & Sarstedt, 2013; Henseler et al., 2012). 
Thus, a value of 0.55 indicates that the theore�cal model explains a substan�al amount of 
variance of inten�ons to book on Airbnb. The Q2 value of the endogenous constructs in the 
proposed model – Inten�ons to Book on Airbnb – was 0.41, larger than zero, which indicates 
that the model has predic�ve relevance. 
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5. Conclusions and implica�ons 

This study presented and tested an integra�ve model to examine which factors influence 
millennials inten�ons to book on Airbnb, grounded on the TRA and on prior empirical research 
addressing P2P accommoda�on. 

The findings reveal that one of the most important determinants of inten�ons to book on 
Airbnb is the subjec�ve norm. This finding is important to the literature addressing the 
determinants of P2P accommoda�on, since the influence of others has been overlooked. 
Karahanna, Straub, and Chervany (1999) point out that subjec�ve norm has been revealed to 
be more important in the early stages of a par�cular system usage. Since Airbnb is rela�vely 
recent, this may explain the significant impact of subjec�ve norm. Another explana�on is that 
millennials are more suscep�ble to social influences (Kim & Jang, 2014). Given the importance 
of the influence of others, P2P accommoda�on providers need to develop strategies that 
enhance e-wom and recommenda�ons to friends. Currently, Airbnb is already engaging in 
these types of strategies, as it offers 70 euros in travel credit for each friend recommended – 
both receive 35 Euros. 

The second most important predictor of inten�ons to book on Airbnb is unique 
accommoda�on and variety. Airbnb offers a beter array of types of accommoda�ons which 
include castles, luxury tree houses, houseboats and private islands. In order for Airbnb (or 
other P2P accommoda�on services) to atract more visitors, communica�on strategies should 
focus on highligh�ng its unique and exclusive accommoda�ons and variety. It should be noted 
that, to the best of the authors’ knowledge, no other study had considered the unique 
accommoda�on and variety as a driver of inten�ons to use P2P accommoda�on. 

A�tude towards online shopping also affects inten�ons to book on Airbnb. Therefore, 
marke�ng strategies should focus on crea�ng a favourable a�tude towards Airbnb. For 
instance, Airbnb could donate part of its commission to charity or invest in more sustainable 
prac�ces and publicize these ini�a�ves to create favourable a�tudes towards their company. 

Although economic benefits have an effect on inten�ons to book on Airbnb, it is the least 
important determinant. This was surprising since earlier studies (eg Tussyadiah, 2016; Varma et 
al., 2016) have found economic benefits to be one of the main mo�va�ons to book on Airbnb. 
A study conducted by Busbud (2015) actually found that in many ci�es worldwide, Airbnb was 
more expensive than hotels. Future research should be conducted to examine if economic 
benefits are losing importance for P2P accommoda�on. 

Regarding the insignificant impact of perceived risk, this may be due to millennials’ 
characteris�cs. Indeed, they perceive lower risks than older genera�ons when purchasing 
online (Althaus, 2016). Earlier studies had already pointed out that trust and security in 
computer systems were increasing (Bogdanovych, Berger, Simoff, & Sierra, 2006). At a �me 
when Internet use and online travel shopping are more prevalent, perceived risk seems to play 
a small role, especially for the millennials who are used to technology as an integral part of 
their lives. 

One of the limita�ons of this study was that a convenience sample was used to collect the 
data. Another limita�on is that some of the respondents had already used Airbnb while others 
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had never even heard of it. Future research could analyse Airbnb users and Airbnb nonusers 
separately to examine if the results hold. The economic prize offered for people to fill out the 
ques�onnaire could also be seen as a limita�on since it may have led some respondents to fill 
out the ques�onnaire just for the reward. Moreover, since the prize was a discount voucher on 
Airbnb, respondents may have been more likely to respond affirma�vely when answering the 
ques�on ‘On my next trip, I would use Airbnb for booking accommoda�on’. Due to these 
limita�ons, generaliza�ons should be made with cau�on. Future research could examine to 
what extent discount vouchers or other incen�ves influence traveller’s choice of booking 
channel. 

The current study also did not consider other mo�va�ons that may lead people to use Airbnb. 
For instance, a recent study (Tussyadiah, 2016) found that enjoyment (measured with items 
such as ‘Staying at a P2P accommoda�on is pleasant’ and ‘Staying at a P2P accommoda�on is 
exci�ng’) affected future inten�ons to use P2P accommoda�on. Other studies have highlighted 
that P2P accommoda�on users are looking for a more unique experience and want to create 
social interac�ons, with their hosts and local community, referred to as social benefits 
(Gutentag, 2015; Tussyadiah & Pesonen, 2015). However, it should be noted that the role of 
social benefits in P2P accommoda�on is unclear. Indeed, Tussyadiah (2016) actually found that 
the social benefits of P2P accommoda�on were actually nega�vely affec�ng future inten�ons 
to use P2P accommoda�on. This could mean a shi� in the factors influencing P2P 
accommoda�on users: what may have started in a niche group interested in social interac�ons 
might now have spread to the masses, more interested in cost reduc�on. 

The study only considered the millennials, an important group since research has evidenced 
that younger demographics are more prone to the sharing economy (Tussyadiah & Pesonen, 
2015). Although Tussyadiah (2015) did not find significant differences in terms of age between 
users and nonusers of P2P accommoda�on rentals, it would be interes�ng to conduct further 
research regarding demographic variables, such as age, of P2P accommoda�on users. For 
instance, research could inves�gate if the mo�va�ons to use this type of accommoda�on differ 
among different age groups or educa�on levels. 

This study provides a valuable contribu�on to understanding millennials travellers’ online travel 
purchasing behaviour, in the par�cular case of Airbnb, providing useful insights for researchers 
and managers engaged in the management of P2P accommoda�on services. It also contributes 
to the tourism literature, for considering Unique Accommoda�on and Variety as a factor 
influencing P2P accommoda�on. 

Disclosure statement 

No poten�al conflict of interest was reported by the authors. 

Funding 

This research was supported by the Spanish Minister of Economy and Compe��veness through 
a research grant (ECO2014- 53837-R). 

 

 



 

Suzanne Amaro, Luisa Andreu & Shenhua Huang (2019) Millenials’ inten�ons to book on 
Airbnb, Current Issues in Tourism, 22:18, 2284-2298, DOI: 10.1080/13683500.2018.1448368   

 
References 

Airbnb. (2014). New study reveals a greener way to travel: Airbnb community shows 
environmental benefits of home sharing. Retrieved from 
htps://www.airbnb.com/press/news/new-study-reveals-a-greener-way-to-travel-airbnb-
community-shows-environmental-benefits-of-home-sharing    

Airbnb. (2017a). About us. Retrieved from htps://www.airbnb.com/about/about-us?locale=en    

Airbnb. (2017b). Airbnb announces new plans to serve Chinese travelers. Retrieved from 
htps://press.atairbnb.com/airbnb-announces-new-plans-to-serve-chinese-travelers/    

Airbnb. (2018). Fast facts. Retrieved from htps://press.atairbnb.com/fast-facts/    

Ajzen, I. (2002). Construc�ng a TpB ques�onnaire: Conceptual and methodological 
considera�ons (Working Paper). Amherst: University of Massachusets. Retrieved from 
htp://socgeo.ruhos�ng.nl/html/files/spatbeh/tpb.measurement.pdf      

Albinsson, P. A., & Perera, B. Y. (2012). Alterna�ve marketplaces in the 21st century: Building 
community through sharing events. Journal of Consumer Behaviour, 11(4), 303–315. 
doi:10.1002/cb.1389.    

Alcántara-Pilar, J. M., Armenski, T., Blanco-Encomienda, F. J., & Del Barrio-García, S. (2017). 
Effects of cultural difference on users’ online experience with a des�na�on website: A 
structural equa�on modelling approach. Journal of Des�na�on Marke�ng & Management. doi: 
10.1016/j.jdmm.2017.06.002      

Althaus, D. (2016). Differences of millennials and non-millennials privacy and security 
percep�ons and their influence on online shopping behavior. Paper presented at the 7th IBA 
Bachelor Thesis Conference, Enschede, The Netherlands. Retrieved from 
htp://essay.utwente.nl/70108/   

Amadeus. (2013). Trending with NextGen travelers: Understanding the NextGen consumer-
traveler. Retrieved from 
htp://sete.gr/_fileuploads/entries/Online20library/EN/130924_Amadeus_Trending20with20n
extgen20travelers.pdf    

Amaro, S., & Duarte, P. (2015). An integra�ve model of consumers’ inten�ons to purchase 
travel online. Tourism Management, 46, 64–79. doi: 10.1016/j.tourman.2014.06.006    

Bagozzi, R. P., & Yi, Y. (1988). On the evalua�on of structural equa�on models. Journal of the 
Academy of Marke�ng Science, 16(1), 74–94.    

Balck, B., & Cracau, D. (2015). Empirical analysis of customer mo�ves in the shareconomy: A 
cross-sectoral comparison (Working Paper No. 2/2015). Germany: University of Magdeburg, 
Faculty of Economics and Management. Retrieved from 
htp://www.fww.ovgu.de/fww_media/femm/femm_2015/2015_02.pdf    

Belk, R. (2014). You are what you can access: Sharing and collabora�ve consump�on online. 
Journal of Business Research, 67(8), 1595–1600. doi: 10.1016/j.jbusres.2013.10.001    

https://www.airbnb.com/press/news/new-study-reveals-a-greener-way-to-travel-airbnb-community-shows-environmental-benefits-of-home-sharing
https://www.airbnb.com/press/news/new-study-reveals-a-greener-way-to-travel-airbnb-community-shows-environmental-benefits-of-home-sharing
https://www.airbnb.com/about/about-us?locale=en
https://press.atairbnb.com/airbnb-announces-new-plans-to-serve-chinese-travelers/
https://press.atairbnb.com/fast-facts/
http://socgeo.ruhosting.nl/html/files/spatbeh/tpb.measurement.pdf
http://sete.gr/_fileuploads/entries/Online20library/EN/130924_Amadeus_Trending20with20nextgen20travelers.pdf
http://sete.gr/_fileuploads/entries/Online20library/EN/130924_Amadeus_Trending20with20nextgen20travelers.pdf
http://www.fww.ovgu.de/fww_media/femm/femm_2015/2015_02.pdf


 

Suzanne Amaro, Luisa Andreu & Shenhua Huang (2019) Millenials’ inten�ons to book on 
Airbnb, Current Issues in Tourism, 22:18, 2284-2298, DOI: 10.1080/13683500.2018.1448368   

 
Bergman, J. (2017). Why Airbnb is well placed to crack the China market. Retrieved from: 
htps://www.theguardian.com/travel/2017/mar/31/why-airbnb-well-placed-to-crack-china-
holiday-rentalmarket-aibiying    

Bhatacherjee, A. (2000). Acceptance of e-commerce services: The case of electronic 
brokerages. IEEE Transac�ons on Systems, Man and Cyberne�cs, Part A: Systems and Humans, 
30(4), 411–420.    

Bigné, E., Sanz, S., Ruiz, C., & Aldás, J. (2010). Why some internet users don’t Buy Air �ckets 
online. In U. Gretzel, R. Law, & M. Fuchs (Eds.), Informa�on and communica�on technologies in 
tourism 2010 (pp. 209–221). Vienna: Springer.    

Bilgihan, A., Peng, C., & Kandampulli, J. (2014). Genera�on Y’s dining informa�on seeking and 
sharing behavior on social networking sites: An exploratory study. Interna�onal Journal of 
Contemporary Hospitality Management, 26(3), 349–366.    

Bogdanovych, A., Berger, H., Simoff, S., & Sierra, C. (2006). Travel agents vs. online booking: 
Tackling the shortcomings of nowadays online tourism portals. In M. Hitz, M. Sigala, & J. 
Murphy (Eds.), Informa�on and communica�on technologies in tourism 2006 (pp. 418–428). 
Vienna: Springer.    

Bolton, R. N., Parasuraman, A., Hoefnagels, A., Migchels, N., Kabadayi, S., Gruber, T., … Solnet, 
D. (2013). Understanding genera�on Y and their use of social media: A review and research 
agenda. Journal of Service Management, 24(3), 245–267. doi: 10.1108/09564231311326987    

Botsman, R. (2013). The sharing economy lacks a shared defini�on. Retrieved from 
htps://www.fastcompany.com/3022028/the-sharing-economy-lacks-a-shared-defini�on#4    

Botsman, R., & Rogers, R. (2011). What’s mine is yours: How collabora�ve consump�on is 
changing the Way We live. New York, NY: Harper Collins Business.   

Buhalis, D., & Law, R. (2008). Progress in informa�on technology and tourism management: 20 
years on and 10 years a�er the internet – The state of eTourism research. Tourism 
Management, 29(4), 609–623. doi: 10.1016/j.tourman.2008.01.005    

Burnkrant, R. E., & Cousineau, A. (1975). Informa�onal and norma�ve social influence in buyer 
behavior. Journal of Consumer Research, 2, 206–215. doi: 10.2307/2489056    

Busbud. (2015). Comparing Airbnb rates and hotel rates around the globe. Retrieved from 
htps://www.busbud.com/blog/airbnb-vs-hotel-rates/    

Cheng, M. (2016). Sharing economy: A review and agenda for future research. Interna�onal 
Journal of Hospitality Management, 57, 60–70. doi: 10.1016/j.ijhm.2016.06.003    

Chin, W. W. (1998). Commentary: Issues and opinion on structural equa�on modeling. MIS 
Quarterly, 22(1), vii–xvi.    

Coyle, D., & Yeung, T. (2016). Understanding Airbnb in fourteen European ci�es. Retrieved from 
htp://www.lcii.eu/wp-content/uploads/2017/03/Yeung-Understanding-AirBnB-in-Fourteen-
European-Ci�es-v4.1-1.pdf    

https://www.theguardian.com/travel/2017/mar/31/why-airbnb-well-placed-to-crack-china-holiday-rentalmarket-aibiying
https://www.theguardian.com/travel/2017/mar/31/why-airbnb-well-placed-to-crack-china-holiday-rentalmarket-aibiying
https://www.fastcompany.com/3022028/the-sharing-economy-lacks-a-shared-definition#4
https://www.busbud.com/blog/airbnb-vs-hotel-rates/
http://www.lcii.eu/wp-content/uploads/2017/03/Yeung-Understanding-AirBnB-in-Fourteen-European-Cities-v4.1-1.pdf
http://www.lcii.eu/wp-content/uploads/2017/03/Yeung-Understanding-AirBnB-in-Fourteen-European-Cities-v4.1-1.pdf


 

Suzanne Amaro, Luisa Andreu & Shenhua Huang (2019) Millenials’ inten�ons to book on 
Airbnb, Current Issues in Tourism, 22:18, 2284-2298, DOI: 10.1080/13683500.2018.1448368   

 
Deloite. (2017). Economic effects of Airbnb in Australia. Retrieved from 
htps://www2.deloite.com/au/en/pages/economics/ar�cles/economic-effects-airbnb-in-
australia.html    

Dogru, T., Mody, M., & Suess, C. (2017). Comparing apples and oranges? Examining the impacts 
of Airbnb on hotel performance in Boston. Retrieved from 
htp://www.bu.edu/bhr/2017/06/07/airbnb-in-boston    

Euromonitor Interna�onal. (2014). Consumer lifestyles in Germany. Retrieved from 
htp://www.euromonitor.com/consumer-lifestyles-in-germany/report    

Euromonitor Interna�onal. (2016). The sharing economy in lodging. Passport.   

Felson, M., & Speath, J. (1978). Community structure and collabora�ve consump�on: A rou�ne 
ac�vity approach. American Behavioral Scien�st, 21, 614–624.    

Fishbein, M., & Ajzen, I. (1975). Belief, a�tude, inten�on and behaviour: An introduc�on to 
theory and research. Reading, MA: Addison-Wesley.   

Forgacs, G., & Dimanche, F. (2016). Revenue challenges for hotels in the sharing economy: 
Facing the Airbnb menace. Journal of Revenue and Pricing Management, 15(6), 509–515. doi: 
10.1057/s41272-016-0071-z    

Fornell, C., & Larcker, D. F. (1981). Evalua�ng structural equa�on models with unobservable 
variables and measurement error. Journal of Marke�ng Research, 18(1), 39–50.    

Gao, L., & Simonson, I. (2016). The posi�ve effect of assortment size on purchase likelihood: 
The modera�ng influence of decision order. Journal of Consumer Psychology, 26(4), 542–549. 
doi: 10.1016/j.jcps.2015.12.002    

Garikapa�, V. M., Pendyala, R. M., Morris, E. A., Mokhtarian, P. L., & McDonald, N. (2016). 
Ac�vity paterns, �me use, and travel of millennials: A genera�on in transi�on? Transport 
Reviews, 36(5), 558–584. doi: 10.1080/01441647.2016.1197337  

Garson, D. G. (2012). Par�al least squares: Regression and path modeling. Asheboro, NC: 
Sta�s�cal Associates Publishers Blue Book Series.   

George, J. F. (2004). The theory of planned behavior and Internet purchasing. Internet 
Research, 14(3), 198–212. doi: 10.1108/10662240410542634    

Gutentag, D. (2015). Airbnb: Disrup�ve innova�on and the rise of an informal tourism 
accommoda�on sector. Current Issues in Tourism, 18(12), 1192–1217. doi: 
10.1080/13683500.2013.827159     

Hair, J. F., Black, W. C., Babin, H. J., & Anderson, R. E. (2010. Mul�variate data analysis (7th ed.). 
Englewood Cliffs, NJ: Pren�ce Hall.   

Hair, J. F., Ringle, C. M., Hult, G. T. M., & Sarstedt, M. (2013). A primer on par�al least squares 
structural equa�on modeling (PLS-SEM). Thousand Oaks, CA: SAGE.   

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. The Journal of 
Marke�ng Theory and Prac�ce, 19(2), 139–152. doi: 10.2753/MTP1069-6679190202   

https://www2.deloitte.com/au/en/pages/economics/articles/economic-effects-airbnb-in-australia.html
https://www2.deloitte.com/au/en/pages/economics/articles/economic-effects-airbnb-in-australia.html
http://www.bu.edu/bhr/2017/06/07/airbnb-in-boston
http://www.euromonitor.com/consumer-lifestyles-in-germany/report


 

Suzanne Amaro, Luisa Andreu & Shenhua Huang (2019) Millenials’ inten�ons to book on 
Airbnb, Current Issues in Tourism, 22:18, 2284-2298, DOI: 10.1080/13683500.2018.1448368   

 
Hair, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Par�al least Squares Structural 
Equa�on Modeling (PLS-SEM). European Business Review, 26(2), 106–121. doi: 10.1108/EBR-
10-2013-0128    

Hair, J. F., Sarstedt, M., Ringle, C. M., & Mena, J. A. (2012). An assessment of the use of par�al 
least squares structural equa�on modeling in marke�ng research. Journal of the Academy of 
Marke�ng Science, 40(3), 414–433. doi: 10.1007/s11747-011-0261-6    

Hamari, J., Sjöklint, M., & Ukkonen, A. (2016). The sharing economy: Why people par�cipate in 
collabora�ve consump�on. Journal of The Associa�on for Informa�on Science and Technology, 
67(9), 2047–2059. doi: 10.2139/ssrn.2271971    

Hartl, B., Hofmann, E., & Kirchler, E. (2016). Do we need rules for “what's mine is yours”? 
Governance in collabora�ve consump�on communi�es. Journal of Business Research, 69(8), 
2756–2763.    

Henseler, J., Hubona, G., & Ray, P. A. (2016). Using PLS path modeling in new technology 
research: Updated guidelines. Industrial Management & Data Systems, 116(1), 2–20. doi: 
10.1108/imds-09-2015-0382    

Henseler, J., Ringle, C. M., & Sarstedt, M. (2012). Using par�al least squares path modeling in 
interna�onal adver�sing research: Basic concepts and recent issues. In S. Okazaki (Ed.), 
Handbook of research in interna�onal adver�sing (pp. 252–276). Cheltenham: Edward Elgar 
Publishing.   

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing discriminant 
validity in variance-based structural equa�on modeling. Journal of the Academy of Marke�ng 
Science, 43(1), 115–135. doi:10.1007/s11747-014-0403-8.    

Henseler, J., Ringle, C. M., & Sinkovics, R. R. (2009). The use of par�al least squares path 
modeling in interna�onal marke�ng. Advances in Interna�onal Marke�ng, 20(1), 277–319. doi: 
10.1108/S1474-7979(2009)0000020014    

Huang, Y. C., & Petrick, J. F. (2010). Genera�on Y’s travel behaviours: A comparison with baby 
boomers and genera�on X. In P. Benckendorff, G. Moscardo, & D. Pendergast (Eds.), Tourism 
and genera�on Y (pp. 27–37). London: CAB Interna�onal.   

Indiegogo. (2017). Indiegogo is a launchpad for entrepreneurial ideas. Retrieved from 
htps://entrepreneur.indiegogo.com/how-it-works/   

Jensen, J. M. (2012). Shopping orienta�on and online travel shopping: The role of travel 
experience. Interna�onal Journal of Tourism Research, 14(1), 56–70. doi: 10.1002/jtr.835    

Karahanna, E., Straub, D. W., & Chervany, N. L. (1999). Informa�on technology adop�on across 
�me: A cross-sec�onal comparison of preadop�on and post-adop�on beliefs. MIS Quarterly, 
23(2), 183–213.    

Karlsson, L., & Dolnicar, S. (2016). Someone’s been sleeping in my bed. Annals of Tourism 
Research, 58, 159–162. doi: 10.1016/j.annals.2016.02.006    



 

Suzanne Amaro, Luisa Andreu & Shenhua Huang (2019) Millenials’ inten�ons to book on 
Airbnb, Current Issues in Tourism, 22:18, 2284-2298, DOI: 10.1080/13683500.2018.1448368   

 
Kim, D., & Jang, S. (2014). Mo�va�onal drivers for status consump�on: A study of genera�on Y 
consumers. Interna�onal Journal of Hospitality Management, 38, 39–47. doi: 
10.1016/j.ijhm.2013.12.003    

Kim, D. J., Kim, W. G., & Han, J. S. (2007). A perceptual mapping of online travel agencies and 
preference atributes. Tourism Management, 28(2), 591–603. doi: 
10.1016/j.tourman.2006.04.022    

Kim, L. H., Kim, D. J., & Leong, J. K. (2005). The effect of perceived risk on purchase inten�on in 
purchasing airline �ckets online. Journal of Hospitality & Leisure Marke�ng, 13(2), 33–53. doi: 
10.1300/J150v13n02_04  ,  

Kobie, N. (2016). What it's really like living next door to an Airbnb. Wired. Retrieved from 
htp://www.wired.co.uk/ar�cle/living-next-to-airbnb-sharing-economy-problems   

Lee, H. Y., Qu, H., & Kim, Y. S. (2007). A study of the impact of personal innova�veness on 
online travel shopping behavior – A case study of Korean travelers. Tourism Management, 
28(3), 886–897. doi: 10.1016/j.tourman.2006.04.013    

Liu, S. Q., & Ma�la, A. S. (2017). Airbnb: Online targeted adver�sing, sense of power, and 
consumer decisions. Interna�onal Journal of Hospitality Management, 60, 33–41. doi: 
10.1016/j.ijhm.2016.09.012    

Miller, S. R. (2016). First principles for Regula�ng the Sharing Economy. Harvard Journal on 
Legisla�on, 53, 149–200.    

Möhlmann, M. (2015). Collabora�ve consump�on: Determinants of sa�sfac�on and the 
likelihood of using a sharing economy op�on again. Journal of Consumer Behaviour, 14(3), 
193–207. doi: 10.1002/cb.1512    

Morosan, C., & Jeong, M. (2008). Users’ percep�ons of two types of hotel reserva�on Web 
sites. Interna�onal Journal of Hospitality Management, 27(2), 284–292. doi: 
10.1016/j.ijhm.2007.07.023    

Noble, S. M., Griffith, D. A., & Adjei, M. T. (2006). Drivers of local merchant loyalty: 
Understanding the influence of gender and shopping mo�ves. Journal of Retailing, 82(3), 177–
188. doi: 10.1016/j.jretai.2006.05.002    

Nunkoo, R., & Ramkissoon, H. (2013). Travelers’ E-purchase intent of tourism products and 
services. Journal of Hospitality Marke�ng & Management, 22, 505–529.  ,  

Nunnally, J. C. (1978). Psychometric theory. New York: McGraw Hill.   

Nusair, K. K., Bilgihan, A., & Okumus, F. (2013). The role of online social network travel websites 
in crea�ng social interac�on for Gen Y travelers. Interna�onal Journal of Tourism Research, 
15(5), 458–472. doi: 10.1002/jtr.1889    

Oskam, J., & Boswijk, A. (2016). Airbnb: The future of networked hospitality businesses. Journal 
of Tourism Futures, 2(1), 22–42.    



 

Suzanne Amaro, Luisa Andreu & Shenhua Huang (2019) Millenials’ inten�ons to book on 
Airbnb, Current Issues in Tourism, 22:18, 2284-2298, DOI: 10.1080/13683500.2018.1448368   

 
Ozanne, L. K., & Ballan�ne, P. W. (2010). Sharing as a form of an�-consump�on? An 
examina�on of toy library users. Journal of Consumer Behaviour, 9(6), 485–498.    

Parment, A. (2013). Genera�on Y vs. Baby Boomers: Shopping behavior, buyer involvement and 
implica�ons for retailing . Journal of Retailing and Consumer Services, 20(2), 189–199.    

Pavlou, P. A., & Fygenson, M. (2006). Understanding and predic�ng electronic commerce 
adop�on: An extension of the theory of planned behavior. MIS Quarterly, 30(1), 115–143.    

Phocuswright. (2016). Airbnb accommodates broad spectrum of travel spenders. Retrieved 
from htp://www.phocuswright.com/Travel-Research/Research-Updates/2016/Airbnb-
Accommodates-Broad-Spectrum-of-Travel-Spenders    

Pizam, A. (2014). Peer-to-peer travel: Blessing or blight? Interna�onal Journal of Hospitality 
Management, 38, 118–119. doi: 10.1016/j.ijhm.2014.02.013    

Pizam, A., & Jeong, G.-H. (1996). Cross-cultural tourist behavior. Tourism Management, 17(4), 
277–286.    

PwC. (2015). The sharing economy. Retrieved from 
htps://www.pwc.com/us/en/technology/publica�ons/assets/pwc-consumer-intelligence-
series-the-sharing-economy.pdf    

Reuters. (2015). Exclusive: Airbnb to double bookings to 80 million this year - investors. 
Retrieved from htp://www.reuters.com/ar�cle/us-airbnb-growth-
idUSKCN0RS2QK20150928?feedType=RSS&feedName=technologyNews    

Ringle, C. M., Wende, S., & Becker, J.-M. (2015). Smart PLS 3. Retrieved from 
htp://www.smartpls.com    

San Mar�n, H., & Herrero, A. (2012). Influence of the user’s psychological factors on the online 
purchase inten�on in rural tourism: Integra�ng innova�veness to the UTAUT framework. 
Tourism Management, 33(2), 341–350. doi: 10.1016/j.tourman.2011.04.003    

Ski�. (2013). What the sharing economy means to the future of travel (Ski� Report). Retrieved 
from htp://ski�.com/wp-content/uploads/2014/07/ski�-what-the-sharing-economy-means-
to-the-future-of-travel.pdf     

Sparks, B. A., Perkins, H. E., & Buckley, R. (2013). Online travel reviews as persuasive 
communica�on: The effects of content type, source, and cer�fica�on logos on consumer 
behavior. Tourism Management, 39, 1–9.    

Tussyadiah, I. P. (2015). An exploratory on drivers and deterrents of collabora�ve consump�on 
in travel. In I. Tussyadiah, & A. Inversini (Eds.), Informa�on & communica�on technologies in 
tourism 2015 (pp. 817–830). Switzerland: Springer Interna�onal.   

Tussyadiah, I. P. (2016). Factors of sa�sfac�on and inten�on to use peer-to-peer 
accommoda�on. Interna�onal Journal of Hospitality Management, 55, 70–80. doi: 
10.1016/j.ijhm.2016.03.005    

http://www.phocuswright.com/Travel-Research/Research-Updates/2016/Airbnb-Accommodates-Broad-Spectrum-of-Travel-Spenders
http://www.phocuswright.com/Travel-Research/Research-Updates/2016/Airbnb-Accommodates-Broad-Spectrum-of-Travel-Spenders
https://www.pwc.com/us/en/technology/publications/assets/pwc-consumer-intelligence-series-the-sharing-economy.pdf
https://www.pwc.com/us/en/technology/publications/assets/pwc-consumer-intelligence-series-the-sharing-economy.pdf
http://www.reuters.com/article/us-airbnb-growth-idUSKCN0RS2QK20150928?feedType=RSS&feedName=technologyNews
http://www.reuters.com/article/us-airbnb-growth-idUSKCN0RS2QK20150928?feedType=RSS&feedName=technologyNews
http://www.smartpls.com/
http://skift.com/wp-content/uploads/2014/07/skift-what-the-sharing-economy-means-to-the-future-of-travel.pdf
http://skift.com/wp-content/uploads/2014/07/skift-what-the-sharing-economy-means-to-the-future-of-travel.pdf


 

Suzanne Amaro, Luisa Andreu & Shenhua Huang (2019) Millenials’ inten�ons to book on 
Airbnb, Current Issues in Tourism, 22:18, 2284-2298, DOI: 10.1080/13683500.2018.1448368   

 
Tussyadiah, I. P., & Pesonen, J. (2015). Impacts of peer-to-peer accommoda�on use on travel 
paterns. Journal of Travel Research, 1–19. doi: 10.1177/0047287515608505    

Uber Newsroom. (2017). 5 Billion trips. Retrieved from htps://newsroom.uber.com/5billion/    

Varma, A., Jukic, N., Pestek, A., Shultz, C. J., & Nestorov, S. (2016). Airbnb: Exci�ng innova�on 
or passing fad? Tourism Management Perspec�ves, 20, 228–237. doi: 
10.1016/j.tmp.2016.09.002    

Vijayasarathy, L. R. (2004). Predic�ng consumer inten�ons to use on-line shopping: The case for 
an augmented technology acceptance model. Informa�on & Management, 41(6), 747–762. 
doi: 10.1016/j.im.2003.08.011    

Weed, J. (2015). Airbnb grows to a million rooms, and hotel rivals are quiet, for now. Retrieved 
from htp://www.ny�mes.com/2015/05/12/business/airbnb-grows-to-a-million-rooms-and-
hotel-rivals-are-quiet-for-now.html     

Williams, L. (2016). When Airbnb rentals turn into nuisance neighbours. The Guardian. 
Retrieved from htps://www.theguardian.com/technology/2016/sep/17/airbnb-nuisance-
neighbours-tribunal-ruling    

World Tourism Organiza�on. (2015). UNWTO tourism highlights. Retrieved from htp://www.e-
unwto.org/doi/pdf/10.18111/9789284416899    

Xiang, Z., Magnini, V. P., & Fesenmaier, D. R. (2015). Informa�on technology and consumer 
behavior in travel and tourism: Insights from travel planning using the internet. Journal of 
Retailing and Consumer Services, 22, 244–249. doi: 10.1016/j.jretconser.2014.08.005    

Yang, S., & Ahn, S. (2016). Impact of mo�va�on in the sharing economy and perceived security 
in a�tude and loyalty toward Airbnb. Advanced Science and Technology Leters, 129, 180–184. 
doi: 10.14257/astl.2016.129.36    

Zervas, G., Proserpio, D., & Byers, J. (2017). The rise of the sharing economy: Es�ma�ng the 
impact of Airbnb on the hotel industry. Journal of Marke�ng Research, 54(5), 687–705.    

Zhou, L., Dai, L., & Zhang, D. (2007). Online shopping acceptance model – A cri�cal survey of 
consumer factors in online shopping. Journal of Electronic Commerce Research, 8(1), 41–62.   

https://newsroom.uber.com/5billion/
http://www.nytimes.com/2015/05/12/business/airbnb-grows-to-a-million-rooms-and-hotel-rivals-are-quiet-for-now.html
http://www.nytimes.com/2015/05/12/business/airbnb-grows-to-a-million-rooms-and-hotel-rivals-are-quiet-for-now.html
https://www.theguardian.com/technology/2016/sep/17/airbnb-nuisance-neighbours-tribunal-ruling
https://www.theguardian.com/technology/2016/sep/17/airbnb-nuisance-neighbours-tribunal-ruling
http://www.e-unwto.org/doi/pdf/10.18111/9789284416899
http://www.e-unwto.org/doi/pdf/10.18111/9789284416899

