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ABSTRACT

Thisresearchiswrittenfortravellodgingonlinemarketplaces(likeAirbnbandHomeAway)and
academicsine-commerceandtravelindustries.Lodgingofferedthroughonlinemarketplacesisrapidly
growinginpopularityamongtravelers,yetthebeliefsabouttheseservicesandthemotivationsforusing
themarenotwellunderstood.Thisstudyexploredkeyfactorsassociatedwithlodgingmarketplace
transactions,aswellastravelermotivations.Morespecifically,theresearchfocusedonanswering
thefollowingquestions:Whatbeliefsimpactconsumers’intentiontoreservelodgingthroughonline
lodgingmarketplacessuchasAirbnb?andHowdoesthemotivationtotravelforpleasuremoderate
theimpactofonlinelodgingmarketplacebeliefsonintention?Itappearsthatmotivationfortravel
isakeyfactorintheacceptanceanduseofonlinelodgingmarketplaces.Also,thefourfactorsof
noveltyseeking—alleviationfromboredom,changefromroutine,surprise,andthrill—extendthe
applicabilityofTPBtothesharingeconomy.Implicationsfortourismarediscussed.
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INTROdUCTION

Withtheadventofinternet-enabledreservationsystems,reputationsystems,andtransactionsystems,
firmsarefindingwaystotapintounusedresources.Thesetechnologieshelpbothbusinessesand
consumersto“share”theirunusedor idleresourcesbyprovidingthoseresourcesforsaleonthe
openmarket.Whilethereservationandtransactionsystemsenablemoretraditionalfirmstosucceed
online,thereputationsystemsinonlinemarketplacesenabletrust-buildingamongbuyersandsellers
suchthatpartiesunknowntoeachothermaytransactwithconfidence(Pavlou&Gefen,2004)and
mitigatetheuncertaintywiththetransaction(Pavlou,Liang,&Xue,2007).Commonlyreferredtoas
thesharingeconomy,theseonlinecommunity-basedservicesthriveonpeer-to-peer-basedsharingof
untappedresources.Suchserviceshaveimpactedvariousindustries,includinglodging.Thesenew
servicesareviewedasalternativestothetraditionallodgingoptionsprovidedbyhotels.
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Throughglobalonlinelodgingmarketplaces,companiessuchasAirbnbandHomeAwayhave
become increasingly popular. These companies can be considered part of the sharing economy
becauseco-creationofvalueiscentraltotheiroperationwhereconsumersandprovidersmayengage
insimilaractivities(Vargo&Lusch,2004)andwherepeopleplayvariousrolesincludingthoseof
producer,distributor,marketer,anduseroftheproduct(Pitt,Watson,Berthon,Wynn,&Zinkhan,
2006). Instead of booking accommodations through company websites or through real estate
companies(forvacationrentals),consumersreservetheirroomsthroughanonlinemarketplacethat
liststhousandsoflodgings.Thesesameonlinemarketplacesallowpropertyownerstolistandrent
theirownhouses,apartments,condominiums,roomsorotheraccommodationfacilities.Becauseof
thenewcontextprovidedbytheonlinelodgingmarketplace,beliefsaboutthemarketplaceandits
participantsmayelicitdifferentimpactsthanwithtraditionallodgingproviders.Theseunknowns
leadtothefirstresearchquestion.Whatbeliefsimpacttravelers’intentiontoreservelodgingthrough
onlinelodgingmarketplacessuchasAirbnb?

Whilecognitivebeliefsareknowntoimpactattitudesandintentions(Guttentag,Smith,Potwarka
&Havitz,2018;So,Oh&Min,2018),thereisevidencethataffectiveexperiencessuchastrustalso
impacttheseprocesses(Phua,2019).Thisisparticularlyevidentwhentravelersvacationforleisure.
Travelersactivelyseekaffectiveandemotionalexperiences,evenifthoseexperiencesdifferinkind.
Furthermore,thereisevidencethatnoveltyseekingmotivationsinteractwithdecisionmakingin
complexways(Guttentagetal.,2018).Suchinteractioneffectsbetweennoveltyseekingmotivations
andmarketplacebeliefsmayproveusefulwhendeveloping,supporting,orusinglodgingmarketplaces.
Thisleadstothesecondresearchquestion.Howdoesthenoveltyseekingmotivationtotravelfor
pleasuremoderatetheimpactofonlinelodgingmarketplacebeliefsonintention?

Thisstudyattemptstoanswertheseresearchquestionsandprovidefurtherunderstandingof
consumers’ intentions topurchase lodgingthroughonlinemarketplaces.For thepurposesof this
study,thecontextwasfurthernarrowedtofocusonlodginginthesharingeconomywithAirbnb.

LITERATURE REVIEw

TheTheoryofPlannedBehavior(TPB)showspromiseinexplainingintentiontoadoptsharing-
economybusinessservices(Ajzen,1991).TPBpositsthatactionsarebasedonintentionsandintentions
arebasedonattitudes,socialnorms,andperceivedbehavioralcontrol.Beliefsaboutthecontextof
theactionimpactattitudes,socialnorms,andperceivedbehavioralcontrol.TPBiswidelystudied
andfoundvalidinmarketing,management,informationsystems,andhospitalitymanagement.A
recentstudyfoundthatattitudesandintentionstowardonlinelodgingmarketplaceswerepositively
impactedbybeliefsinpricevalue,enjoyment,distrust,andsocialinfluence(Soetal.,2018).Given
thiscontext,TPBwasusedasaguidingtheoryforthisstudy.

Online Travel Purchases
Theadventandsubsequentgrowthoftheinternethasresultedintravelcompaniessuchaslodging
companies,airlines,andcruiselines,limitingdependenceontravelintermediariessuchastravelagents
(Amaro&Duarte,2015).Additionally,consumersdonotneedtheseintermediariestolearnaboutor
buytheseproductsandservices.Afternotingthedisjointedandoftencontradictoryliteratureinonline
travel,AmaroandDuarte(2013)reviewed54researcharticlesregardingvariablesrelatedtoonline
travelpurchase.Theyfoundthatgapsexistedintheliterature,specificallywithonlinetravelpurchase
motivationsconcernedwithspecificproductcategories.Inaddition,theypositedthatthereisaneed
forclarity,perhapsthroughcarefullydefiningtheconstructsofstudies(Amaro&Duarte,2013).

Followingtheirownadvice,AmaroandDuarte(2015)proposedanintegrativemodelforassessing
thedeterminantsofintentionstopurchasetravelonline.Theirmodelincorporatedconstructsofwell-
researchedtheoriesofconsumerbehavior,includingtheTPB,technologyacceptancemodel,and
innovationdiffusionstheory.Theseincludedattitude,communicability(subjectivenorm),perceived
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