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The motives behind consumers’ intention to use peer-to-peer accommodation: a fsQCA 

application 

 

Abstract 

Purpose Literature on the motives influencing consumers’ intention to use peer-to-peer (P2P) 

platforms has become vast and fragmented. The purpose of this paper is to shed light on this 

research stream by applying a novel methodological approach that reveals the existence of 

alternative combinations of motives that equally boost consumers’ intention to use P2P 

accommodation.  

Design/Methodology/Approach The methodological approach builds on complexity theory 

and includes both linear and nonlinear techniques. The empirical analysis combines multiple 

regression analysis and fuzzy-set qualitative comparative analysis (fsQCA). The sample 

comprises 458 users of a leading P2P accommodation platform.  

Findings The fsQCA reveals four distinct combinations of motives. Social interaction and 

social esteem, either combined themselves or in partial combination with economic benefits, 

emerge as two important drivers of behavioral intention to use P2P accommodation. 

Sustainability appears in three of the combinations.  

Originality/value The paper contributes to the P2P accommodation literature by adopting a 

novel methodological approach that shows the complexity behind consumers’ intention to use 

P2P accommodation. Consumer motives cannot be considered as separate entities since their 

effect on consumer intention depends on the interplay among them. Therefore, the different 

combinations of motives should be managed simultaneously.  

Keywords Peer-to-peer accommodation, Complexity theory, Economic benefit, Social 

interaction, Social esteem, Sustainability 

Paper type Research Paper 
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1. Introduction 

“Systems are irreducible to elementary laws or simple processes” (Urry, 2005, p.3) 

Digitalization has contributed to the spread of peer-to-peer (P2P) sharing platforms that have 

reshaped the way people acquire and consume goods and services (Botsman and Rogers, 2010). 

As a result, a new business model emerged, the so-called “collaborative consumption” (Belk, 

2014). This model focuses on the value created by consumers when sharing goods and services 

and considers their dual role as providers and users, with transactions between peers mediated 

by a digital platform (Benoit et al., 2017; Heo, 2016). Although operating in multiple sectors, 

P2P platforms are strongly influencing the hospitality industry (Liu et al., 2019). Airbnb in 

particular is widely considered as an innovative and disruptive accommodation provider, 

strongly reshaping the equilibrium of the industry (Price and Belk, 2016). Indeed, as shown by 

a number of systematic reviews in the field (e.g., Cheng, 2016; Prayag and Ozanne, 2018; 

Sainaghi and Baggio, 2019), P2P accommodation platforms have remodeled the traditional 

balance in the industry.  

The P2P accommodation phenomenon has been studied in the literature from different 

points of view: regulations (Williams and Horodnic, 2017); price and revenues (Gričar and 

Bojnec, 2019; Guttentag and Smith, 2017; Zervas et al., 2017); economic impact on the 

traditional offer (Heo, 2016; Möhlmann, 2015); and consumer choice motives (Botsman and 

Rogers, 2010; Guttentag, 2015; Guttentag et al., 2018; Pappas, 2017; Piscicelli et al., 2015). 

Although explored from different perspectives, the P2P accommodation phenomenon requires 

further investigation, as the literature is still fragmented (Dolnicar, 2019; Sainaghi et al., 2020). 

As suggested by some of the latest works (Altinay and Taheri, 2019; Prayag and Ozanne, 2018; 

Sainaghi et al., 2020; Yan, 2020), recently academics have shown more interest in 

understanding how the multitude of motives for the use of P2P accommodation can be 

combined. 
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This study aims to shed some light on the interplay of the various motives behind the use 

of P2P accommodation. Building on complexity theory (Anderson, 1999) and adopting a novel 

methodological approach, this study contributes to the literature in a number of ways. First, the 

research applies complexity theory to the P2P accommodation phenomenon, thus providing 

unique and innovative insights (Altinay and Taheri, 2019). More specifically, this work 

illustrates the suitability of complexity theory for unveiling how distinct combinations of 

motives can equally contribute to boosting consumers’ intention to use P2P accommodation. 

Second, the study offers a solid methodological contribution by combining linear (i.e., 

regression analysis) and nonlinear techniques (i.e., contrarian case analysis and fuzzy-set 

qualitative comparative analysis), showing that a single methodology might limit the overall 

findings when it comes to complex phenomena. Finally, the study provides a sound 

understanding of the four combinations, thus enriching the literature on P2P accommodation. 

By shaping different combinations, economic benefits, social interaction and social esteem 

attributes prompt consumers to use P2P accommodation. Interestingly, sustainability plays a 

secondary role, leading to consumer intention only when combined with other motives. 

From a managerial point of view, the findings have clear implications for practice. The 

findings will guide both P2P accommodation providers and P2P platforms in defining strategies 

to customize and promote their offer, thus paving the way for the positioning of new P2P-based 

business models.  

 

2. Theoretical background 

The collaborative consumption literature (Belk, 2014) investigates “the peer-to-peer based 

activity of obtaining, giving, or sharing the access to goods and services, coordinated through 

community-based online services” (Hamari et al., 2016, p.1). Originally prompted by the 

“natural behavioural instinct of sharing and exchanging” (Botsman and Rogers, 2010, p.213), 
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the motivations to engage in collaborative consumption practices are manifold, economic 

benefits, social interaction, social esteem and sustainability being those most investigated in the 

literature.  

 

2.1. Economic benefits 

P2P sharing platforms have played a strategic role in supporting the exchange of resources 

among consumers (Belk, 2010). When studying consumers’ motivations to use these platforms, 

economic gains play a key role (Hamari et al., 2016; Liang et al., 2018; Möhlmann, 2015; 

Tussyadiah, 2016). As noted by Pellegrini and De Canio (2019), the economic value of a 

transaction in the sharing economy is twofold, since the consumer may act as provider or user 

of the resource. Economic savings are therefore one of the key motives of engaging in P2P 

exchanges (Albinsson and Perera, 2018). In the P2P accommodation domain, P2P 

accommodation platforms offer a value proposition to both parties (i.e., host and guest). Guests 

are offered a value-added accommodation experience, and value-for-money is seen as one of 

the key benefits of this form of accommodation (Dolnicar, 2019). Guttentag and Smith (2017) 

found that Airbnb prices are preferred over prices of three different hotel categories (i.e., hostel, 

budget hotel and midrange hotel). Indeed, P2P accommodation platforms offer a democratic 

economic access to accommodation at high-quality levels (Ju et al., 2019; Lutz and Newlands, 

2018).  

 

2.2. Social interaction 

Consumer participation in the sharing economy is encouraged by the opportunity to socially 

interact and share (Arnould and Rose, 2016; Belk, 2010; Heo, 2016). According to the social 

exchange theory (Cropanzano et al., 2017), people exchange social and material resources as a 

form of social interaction. The social benefits of P2P exchanges are particularly salient in the 
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P2P accommodation domain (Ert et al., 2016; Nieto-Garcia et al., 2019; Tussyadiah, 2016). 

P2P platforms facilitate social interaction by the sharing of common spaces (e.g., the house or 

bedroom) between providers and users (Pellegrini and De Canio, 2019), becoming “site[s] of 

social intensification” (Kennedy, 2016, p.1). Thus, social interaction and exchange are 

becoming key instruments to living a seamless experience with the support of hosts, locals and 

citizens of the surrounding areas (Belarmino et al., 2019; Birinci et al., 2018; Lutz and 

Newlands, 2018; Pellegrini and De Canio, 2019). Accordingly, P2P accommodation facilitates 

customer interaction with locals, supporting social bonds, unlike standard hotels (Buhalis et al., 

2019). 

 

2.3. Social esteem  

Since Maslow’s hierarchy of human needs (1958), the concept of social esteem has played a 

relevant role in the literature as a determinant of consumer behavior. The emergence of online 

communities has expanded the boundaries of the group to which a person belongs, making 

social esteem increasingly relevant (Luca, 2016). Similarly, in the P2P marketplace, the online 

social esteem of the peer is a key driver for the sharing activity (Hamari et al., 2016; Mauri et 

al., 2018). Online reputation in the form of ratings may act as a lever of social esteem (Chen 

and Chang, 2018). In P2P accommodation platforms, both hosts and guests undertake a review 

process to evaluate their reciprocal experience. Online reputation thus facilitates the 

relationship between parties (Abrate and Viglia, 2019; Ert et al., 2016; Mauri et al., 2018), and 

may lead to social esteem gains.  

 

2.4. Sustainability 

The emergence of environmentally conscious consumer groups reflects how consumers are 

acting to preserve the environment (Albinsson and Perera, 2018). In line with this, P2P 
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platforms allow an efficient use of resources (goods and services) with a relative reduction in 

waste (Egea and Frutos, 2013). The literature is rich in studies finding collaborative 

consumption as being partly driven by the desire to protect the environment (e.g., Hamari et al., 

2016; Piscicelli et al., 2015). Consumers consider consumption-by-sharing to be a way of 

preserving society (Lamberton and Rose, 2012), using their resources efficiently (Tussyadiah, 

2016) and redistributing surplus with other “electronically connected users” (Albinsson and 

Perera, 2018, p.46). P2P sharing platforms provide a sustainable and environmentally friendly 

consumption option in the marketplace (Hamari et al., 2016; Lutz and Newlands, 2018). 

Although the sustainability roots of collaborative practices are well established, recent studies 

call for more research on this topic (Prayag and Ozanne, 2018). The large scale of some P2P 

platforms (e.g., Airbnb and Uber) is upsetting the sustainability ideology on which collaborative 

consumption is grounded (Martin, 2016). Recent studies in the P2P accommodation context 

suggest that sustainable consumption behaviors result in improved objective sales performance 

(e.g., Wang et al., 2019). Accordingly, the environmental sustainability perception of P2P 

accommodation is still a topic for debate and further research exploring this claim is required 

(Dolnicar, 2019).  

 

3. Complexity theory and proposed tenets 

3.1. The complexity of consumer motives in the P2P domain 

The literature has extensively investigated motives behind consumers’ intention to use P2P 

accommodation. Table I shows the presence of contrary findings. In this regard, applying 

complexity theory to the P2P phenomenon can “provide significant information concerning the 

way that behavioural patterns are formulated and expressed leading to a better understanding 

of the changing dynamics of tourism” (Pappas, 2017, p.2304). Due to its explanatory power 

with respect to complex phenomena, this theory has been applied to different topics in the 
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marketing and tourism domain (e.g., Hsiao et al. 2015; Woodside, 2014). Specifically, Olya 

and Altinay (2016) have applied this theory to the understanding of patterns that influence 

travelers’ purchasing intentions and word-of-mouth. Yadav et al. (2019) also adopted this 

theory to study the combined effect of a number of factors (i.e., biospheric value, green trust, 

willingness to pay premium, attitude, subjective norms, and perceived behavioral control) on 

green hotel intentions. Pappas (2017) analyzed a combination of attributes influencing P2P 

accommodation purchasing intention. In a subsequent study, the author (Pappas, 2019) 

combined perceived risks, marketing and advertising, social aspects, and price and quality with 

demographics (i.e., age and income) to derive an overall perception of tourists using P2P 

accommodation. Olya et al. (2018) analyzed the combination of host attributes and the levels 

of perceived charm, convenience, and service features to predict P2P accommodation adoption 

by disabled tourists. All these studies show that consumers’ motives are not unique and usually 

require to be managed jointly. Nevertheless, the application of complexity theory in the tourism 

and hospitality sector, with a specific focus on P2P accommodation, is still limited and it would 

be useful to explain the recent changes witnessed by the sector (Pappas, 2019). 

[Table I to be inserted here] 

 

3.2. Complexity theory 

The modern complexity theory evolves from the former theory of chaos, with the idea that 

systems with complex characteristics can be predicted by multi-element patterns (Anderson, 

1999). Indeed, this theory considers complex phenomena (i.e., not determined by uncertainty 

and nonlinearity, and accordingly impossible to explain) as the result of alternative 

combinations of attributes that lead to the same outcome, i.e., the complex phenomenon (Urry, 

2005). Accordingly, when considering a complex phenomenon, the application of linear 

analysis does not lead to the identification of the antecedents of the phenomenon. The linear 



9 
 

analysis identifies the main positive or negative effect of the X  Y relation, which does not 

always lead to a clear understanding of the phenomenon. Conversely, with the application of 

nonlinear analyses, it is possible to identify multiple combinations of attributes that explain the 

complex phenomenon under investigation. Within the same context there might be cases in 

which X relates to Y positively, other cases in which X relates to Y negatively and cases in 

which X does not relate to Y at all (Woodside, 2014). Accordingly, the application of 

complexity theory can “uncover how combinations of causal attributes can lead to the same 

outcome (equifinality)” (Gligor et al., 2019, p.64). This paper builds upon existing literature 

and explores the complexity behind alternative combinations of motives that equally lead to 

increased intention to use P2P accommodation.  

 

3.3 Tenets 

In line with complexity theory, which assumes that complex systems operate with nonlinear 

dynamics (Pappas, 2019), we operationalize possible alternative attributes that can lead equally 

to the adoption of P2P accommodation (equifinality). Specifically, our study aims to analyze 

the complex combination of economic benefits, social interaction, social esteem and 

sustainability motives, which jointly influence consumer intention to use P2P accommodation 

(Figure 1). The binary state combinations (presence or absence) of each of the four motives are 

examined. Building upon complexity theory, the following tenets are proposed:  

 

T1. A single attribute (i.e., economic benefits, social interaction, social esteem, 

sustainability) can contribute positively or negatively to consumer intention to use P2P 

accommodation depending on the presence or absence of alternative attributes.  
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T2. The intention to use P2P accommodation can stem from a single attribute only with 

the absence of the remaining attributes. 

 

T3. Alternative configurations of attributes can lead equally to the intention to use P2P 

accommodation (i.e., equifinality principle). 

[Figure 1 to be inserted here] 

 

4. Methods 

This study adopts a novel methodological design in order to investigate the proposed tenets. 

First, an exploratory regression analysis is performed to have a preliminary understanding of 

the main motives behind consumers’ choices. Second, nonlinear analyses (contrarian case 

analysis and fuzzy-set comparative qualitative analysis (fsQCA)) uncover the different 

combinations leading to consumer intention to use P2P accommodation (Woodside, 2016, 

p.366). The configurational comparative methodology allows the capture of alternative 

combinations of causally relevant attributes able to generate a specific outcome (Ragin, 2008). 

Following previous studies, this study adopts a multistep approach (Ordanini et al., 2014; Russo 

et al., 2016).  

 

4.1 Exploratory regression analysis 

First, an exploratory regression analysis assesses the explanatory power of the individual 

motives on the intention to use P2P accommodation, considered as the dependent variable. The 

four main motives that emerge from the literature review were included in the analysis as 

independent variables while controlling for a number of additional factors (i.e., service quality 

and sociodemographic variables). Equation 1 shows the analytical form of the regression: 

INT = α + β1*EC + β2*SOC + β3*EST + β4*SUS + β5*SQ + β6*AGE + β7*SEX + e          (1) 
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where EC stands for economic benefits, SOC represents social interaction, EST stands for social 

esteem, SUS is sustainability. The control variables included in the regression analysis are 

service quality (SQ), age (AGE) and sex (SEX). 

 

4.2. Contrarian case analysis 

“Contrarian cases” are individuals (e.g., respondents, firms or nations) having an antecedent 

condition with a negative (positive) association with an outcome condition, while the majority 

of other cases show a positive (negative) antecedent–outcome main-effect relationship (Hsiao 

et al., 2015, p.610). Previous studies have proved that, in complex systems, the unique use of 

symmetric analyses fails to recognize contrarian cases, which leads to severe contribution 

limitations (Hsiao et al., 2015). As suggested by recent studies (Dolnicar, 2019; Prayag and 

Ozanne, 2018), the literature addressing consumers’ motivations to use P2P accommodation 

presents contrary findings that require further research. Therefore, this study applies contrarian 

case analysis in order to examine the presence of contrarian cases in the relationship between 

the different motives and intention to use P2P accommodation 

 

4.3. fsQCA procedure 

For the fuzzy-set qualitative comparative analysis (fsQCA) we first define the property space, 

which delineates all the possible combinations of attributes that can generate a specific 

outcome. The property space consists of the binary possible combinations (presence/absence) 

of the predictors of the outcome (25=32). Following the standard procedure suggested by 

Ordanini et al. (2014), we calibrate the 1–7 point Likert scales with a conventional fuzzy-set 

calibration approach. As the literature offers no indication for any possible crossover point, 

membership is calibrated with a conventional set-membership calibration procedure for 

configuration analysis, as follows: full membership was fixed at the value of 6, non-
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membership at 2 and the indifference point at 4 (Ordanini et al., 2014; Russo and Confente, 

2019). The truth table is then refined on the basis of frequency and consistency criteria (Russo 

et al., 2016). As the data set consists of more than 50 responses, the fuzzy-set analysis was set 

on a minimum of at least four best-fit cases. The “quasi-sufficiency” threshold value of 0.8 was 

considered as the minimum value for the consistency of our QCA analysis (Ragin, 2008). 

 

4.4. Research setting and data collection  

The empirical setting for the study is the P2P accommodation sector – specifically, Airbnb, the 

leading P2P platform. With over seven million global listings across more than 200 countries 

(Airbnb, 2020), Airbnb offers a suitable research setting. The unprecedented growth of users 

and the global presence of the platform has transformed Airbnb, which is having a significant 

effect on the performance of traditional players operating in the travel marketplace (Zervas et 

al., 2017).  

The participants of the study are users of Airbnb in Italy. The Italian Airbnb community 

is amongst the largest Airbnb communities worldwide (Airbnb, 2016); therefore, this empirical 

setting seems adequate for the purpose of this study. The structured questionnaire was 

distributed by Qualtrics via email. The email did not contain any specific reference to the 

subject of the study in order to reduce self-selection bias (Mody et al., 2017). To participate, 

the respondents must have used Airbnb in the previous six months, with a minimum of 1–2 

experiences per year. As Table II shows, the sample (n=458) is mainly composed of men 

(57.4%) aged 38 years old on average (min. 18, max. 72 years). Younger users (18–35 years 

old) make up 46.50% of the sample. In terms of platform usage, only 26.35% of respondents 

use Airbnb for stays of less than two nights; on average, people spend 4 nights per stay.  

[Table II to be inserted here] 

 



13 
 

4.5. Measures 

The first section of the questionnaire contains measurement items adapted from extant literature 

on collaborative consumption, as illustrated in Table III. The intention to use Airbnb is 

measured using three items from Hamari et al. (2016). Measures of social interaction are 

adapted from Tussyadiah (2016). Sustainability and economic benefits are measured following 

the work of Hamari et al. (2016) and Tussyadiah (2016), respectively. Social esteem items are 

adapted from Hamari et al. (2016). Finally, the service quality scale comes from Möhlmann 

(2015). Items were measured using a 7-point Likert scale anchored by “strongly disagree – 1” 

and “strongly agree – 7”. We used double translation, English–Italian and Italian–English, to 

reduce translation errors. The second section of the questionnaire measures the 

sociodemographic characteristics of respondents. The structured questionnaire was pretested 

on a small sample of 50 panelists to verify the comprehensiveness of the questionnaire and the 

time required to fill it in.  

The values for the Cronbach’s alphas, ranging from .82 to .86, confirm satisfactory 

reliability for all scales. The average variance extracted (AVE) and the composite reliability 

(CR) indicators are both higher than the thresholds cited in the relevant literature (AVE > 0.5 

and CR>0.7), supporting the convergent validity of the constructs (see Table III). 

[Table III to be inserted here] 

 

5. Results 

5.1. Exploratory regression analysis 

The exploratory regression analysis shows preliminary evidence on how each motive explains 

the dependent variable. Table IV presents the results of the analysis. The table shows that 

economic benefits and social interaction have a positive impact on the intention to use Airbnb 

(p< .01). Social esteem also has a positive effect on the dependent variable (p< .05). 
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Interestingly, sustainability does not contribute to explaining the intention to use Airbnb (p> 

.05). The nonsignificant impact of sustainability is contrary to previous studies considering 

sustainable consumption as one of the main pillars for the spread of sharing platforms (e.g., 

Lutz and Newlands, 2018). This result adds evidence to the complex nature of the topic and 

stresses the need for further analyses. 

[Table IV to be inserted here] 

 

5.2. Contrarian case analysis 

In light of the regression results, we apply the contrarian case analysis to examine the presence 

of contrarian cases in the relationship between sustainability and intention to use P2P 

accommodation. Following the procedure proposed by Woodside (2014), we transform the 

sustainability construct, which in our analysis is the antecedent condition (A), and the intention 

to use Airbnb, which in our analysis is the outcome condition (O), into quintiles. Results of the 

contingency table performed using the software SPSS (Figure 2) show that although in 58.2% 

of cases the relationship between X Y is symmetric, 10.5% are negative contrarian cases and 

2.8% are positive contrarian cases. Therefore, in the latter instance, higher levels of 

sustainability lead to lower levels of intention to use Airbnb, which supports T1. Results 

highlight that the combination of positive contrarian cases, negative contrarian cases and main 

effect cases explain the nonsignificant effect in the regression analysis. 

[Figure 2 to be inserted here] 

 

5.3. fsQCA and configurational comparative analysis 

Applying the fsQCA to our data, four highly informative possible configurations (Table V) with 

a consistency coefficient close to 0.99 were identified. These configurations jointly explain 

84% of consumer intention to use Airbnb. Table V summarizes the fsQCA results, indicating 
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with the black circle (●) the presence of the condition, and with the crossed circle (ɵ) its 

absence. A blank cell was used to indicate the do not care condition, (i.e., “the specific condition 

is not considered in a solution” – Russo and Confente, 2019, p.135).  

[Table V to be inserted here] 

 

Results of the fsQCA procedure show that alternative combinations of motives similarly 

lead to high consumer intention to use Airbnb accommodation. Configuration 1 is the 

combination of attributes with the lowest coverage. It shows a group of consumers accessing 

Airbnb only because of service quality (raw coverage is 0.14 compared with the 0.71 of the 

other configurations). The remaining motives are not relevant for these users. Therefore, this 

result supports T2. Configurations 2, 3 and 4 represent the combinations of attributes with the 

highest coverage and leading to high levels of intention to use Airbnb. The three configurations 

support T3. Indeed, a complex phenomenon, such as P2P accommodation usage, is moved by 

a combination of motives that jointly influence consumers’ intention. Social interaction and 

social esteem, either combined themselves or in partial combination with economic benefits, 

emerge as two important drivers of behavioral intention to use P2P accommodation. 

Sustainability appears in three of the combinations, and it plays a complementary role, leading 

to consumer intention only when combined with other motives. It is important to note that 

service quality does not allow discriminating among the alternative combinations since it 

appears across all four as a necessary condition.  

 

6. Discussion and Conclusions 

6.1. Conclusions 

The spread of P2P sharing platforms is making the collaborative consumption phenomenon 

much more complex than in the past, opening it up to new theoretical, empirical and 
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methodological debate. The global dimension of some P2P platforms has greatly shaped the 

nature of P2P exchanges, which often differs from the collaborative consumption original 

stands (Reinhold and Dolnicar, 2018). While the P2P business model is transforming 

transactions across a number of industries, the hospitality sector is clearly one of the most 

affected (Benítez-Aurioles, 2019; Liu et al., 2019). Previous studies analyzing the P2P 

accommodation literature showed that the success factors for the diffusion of this business 

model lie in the lower pricing, in the provision of a unique experience and in reputation 

mechanics typical of the online communities (Birinci et al., 2018; Prayag and Ozanne, 2018); 

nevertheless the literature is still fragmented (Sainaghi et al., 2020). Therefore,  a solid 

understanding of the possible alternative motives moving consumers to increasingly choose 

these platforms is still needed (Guttentag et al., 2018; Tussyadiah and Pesonen, 2018). Multiple 

and varied users  participate in P2P exchanges, each driven by different motivations (Pesonen 

and Tussyadiah, 2017). While existing studies investigate isolated drivers and test their 

individual impact on customer intention, the main contribution of this study is the identification 

of alternative combinations of drivers that equally lead to customer intention. Therefore, the 

study provides an innovative perspective to the understanding of P2P accommodation usage, 

showing that alternative combinations of motives move consumers to adopt this form of 

consumption. Overall, the results of the novel methodological approach show that a single 

methodology might limit the overall findings when it comes to complex phenomena. Three out 

of four motive combinations show that consumers’ intention is determined by the co-existence 

of at least four motives, which underlie the complexity of the phenomenon. These findings 

confirm the view of Pappas (2019) on the complexity emerging in the tourism sector and 

particularly in P2P accommodation platforms. 

 

6.2. Theoretical implications 
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The study contributes to the literature by drawing on a novel methodological approach in social 

science and tourism perspectives. Embracing the complexity turn (Urry, 2005), this paper 

contributes to the academic debate on the interplay of motives affecting customer intention. By 

doing this, our findings extend previous studies such as Pesonen and Tussyadiah (2017), who 

identify clusters of users moved by different motives. The present study shows that motives 

behind the use of P2P accommodation are mixed in a more complex way, contributing to the 

understanding of the whole picture of the complex P2P accommodation phenomenon (Sainaghi 

and Baggio, 2019). 

Complexity theory has emerged as an innovative theory in the sharing economy realm 

(Altinay and Taheri, 2019). Extending recent works that apply the complexity theory to 

increasingly complex tourism phenomena (e.g., Olya and Altinay, 2016; Olya et al., 2018; 

Pappas, 2017; 2019; Yadav et al., 2019), the present study shows that linear analyses might be 

suboptimal when explaining consumers’ intention to use P2P accommodation. Results suggest 

the existence of asymmetrical relationships among key drivers of consumers’ intention to use 

P2P accommodation. Social interaction and social esteem, either combined themselves or in 

partial combination with economic benefits, seem to be the main drivers of consumer intention 

to use P2P platforms, with a greater relevance of the former, confirming the mainstream in the 

literature (Sainaghi et al., 2020). The salience of social esteem is particularly interesting since 

most of the studies on P2P transactions have generally overlooked this dimension. Building on 

the findings of Amaro et al. (2019) and So et al. (2018), our study provides further support for 

social esteem as a key driver of consumers’ intention to use P2P accommodation. Operating on 

P2P platforms entails an opportunity to gain social recognition (e.g., via positive ratings) and 

foster the sense of membership in online communities. This result is in line with recent findings 

that highlight the importance of self-identity in the P2P domain (Pera et al., 2016). 
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Another contribution of the research lies in the investigation of the sustainability 

motivation (Prayag and Ozanne, 2018). Although sustainability does not result as a relevant 

motive in the regression analysis, by using contrarian case analysis this study reveals that 

sustainability motives partially explain consumers’ intention to use P2P accommodation. As 

confirmed by the fsQCA results, this motive is effectively present across three alternative 

combinations out of four, representing a secondary motive that, when combined with either 

economic benefits or social interaction gains, boosts consumers’ intention to use P2P 

accommodation. While numerous studies have neglected the sustainability motive, this study 

uncovers its presence providing additional support to the findings by Tussyadiah (2016) and 

Guttentag et al. (2018). Our findings suggest that consumers remain unaware of the detrimental 

effects of this form of consumption (Nieuwland and van Melik, 2018) and may overestimate its 

sustainability benefits. 

 

6.3. Managerial implications 

From a managerial viewpoint, the results are a first attempt to explain how Airbnb reached, 

equally, more than seven million users globally, with different and in some cases contrary 

motivations. Despite the fast growth of P2P accommodation, this study poses some interesting 

food for thought for operators in the sector. The study suggests that P2P platform providers 

should pay great attention to the sense of membership and belonging since it improves the 

personal social esteem of users. Specific actions aligned to this recommendation may include 

the promotion of high-rated service providers (e.g., featuring hosts in specific destinations). In 

light of the salience of social interaction, service providers could develop further their 

interactive tools (e.g., a social chat area) in order to encourage contact between users and service 

providers. The benefits for the platform would be twofold: first, increased traffic and value for 
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the service provider; second, a new source of suggestions to improve the service quality 

(Dolnicar, 2018). 

Another specific measure could be the introduction of an additional badge that serves as 

a signal of the social proneness of hosts, allowing those who are passionate about social 

interaction with guests to highlight this trait. Similarly relevant is the concept of sustainability 

behind the usage of P2P services, which encourages platform and service providers to develop 

and promote sustainable solutions. Specifically, a wide-reaching publicity campaign could 

contribute to the sustainability ethos of Airbnb. In this regard, Airbnb declarations regarding 

the waste reduction of up to 7,300 tons led to an increased use of the platform (Airbnb, 2016). 

As found by Palgan et al. (2017), despite the strong investment of the company to improve its 

sustainable image, sustainability is not yet a strong motivational factor among all users. This 

result confirms the Hamari et al. (2016) findings that only those who pay attention to ecology 

choose P2P platforms for sustainability reasons. Finally, the findings also offer some guidelines 

for traditional hotel managers. Given the emergence of unique motives behind the use of P2P 

accommodation, they should reshape the value proposition of their offers. In order to compete 

with P2P platforms, they must position their offerings as alternatives to P2P accommodation in 

the eyes of the consumer. For instance, in terms of the “social interaction” dimension, they 

could promote direct contact with local people, showing traditions, culture and tastes of the 

destination area. Providing an authentic experience is one of the main advantages of P2P 

accommodation (Birinci et al., 2018).  

 

6.4. Limitations and future research 

This study is not without limitations. First, this work is based on a cross-sectional empirical 

analysis in one single country; therefore, the results should be interpreted with caution. 

Extending the analysis to other countries with different cultural values could enrich this study. 
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For instance, social esteem might be even more salient in countries with strong collectivistic 

values. Similarly, the accommodation sector is unique in that guests’ experiences often entail 

interaction with the host. Other P2P services like car/bike sharing or pet sharing might differ in 

terms of the key drivers. Therefore, further research across P2P marketplaces would be 

beneficial. Second, the empirical analysis uses psychometric constructs to measure both 

motives and behavioral intentions. Accordingly, it would be worthwhile investigating actual 

economic gains and consumer behavior in future studies. For instance, further research could 

use an experimental setting to investigate objective measures such as the cost trade-off between 

renting a P2P room and a hotel room. Finally, it would be useful to combine both settings (i.e., 

P2P accommodation setting and traditional accommodation) into a single fsQCA study. 

Adopting a linear/nonlinear approach to compare these settings will enrich our understanding 

of the similarities and differences between these two accommodation options.  
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Figure 1. Multidimensional motives behind consumers’ intention to use P2P accommodation. 
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Figure 2. Contrarian cases between intention to use Airbnb and sustainability. 
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2017 
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2019 
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Table I. Qualitative and quantitative studies measuring motives to use P2P accommodation 
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  n=458 

Gender  Male 57.4% 

 Female 42.6% 

Age < 25    9.8% 

 25-35 36.7% 

 36-45 30.4% 

 46-55 16.3% 

 > 55   6.8% 

Income <15.000€ 15.9% 

 15.000-30.000€ 45.7% 

 30.001-45.000€ 18.3% 

 45.001-60.000€ 13.8% 

 >60.000€   6.3% 

Education 

Level 

Primary school   5.7% 

Secondary school 43.0% 

University level 45.2% 

Postgraduate   6.1% 

Table II. Sociodemographic characteristics of the sample 
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 Measures Cronbach’s 

alpha (ɑ) 

Average 

variance 

extracted 

(AVE) 

Composite 

reliability 

(CR) 

Economic Benefits (EB)  0.857 0.571 0.857 

I can save money using Airbnb    

Airbnb helps in lowering my travel costs    

Airbnb makes travel more affordable    

Social Interaction (SOC)  0.846 0.563 0.837 

The use of Airbnb gives me insider tips on local 

attractions  

   

Staying at Airbnb accommodation gives me more 

meaningful interaction with locals 

   

The use of Airbnb allows me to get to know people from 

the local neighborhoods 

   

Airbnb usage helps me connect with locals    

Social Esteem (EST)  0.829 0.546 0.828 

Using Airbnb improves my image within the community    

I gain recognition from using Airbnb    

I earn respect from others by sharing my Airbnb 

experiences with other people  

People using Airbnb have more prestige than those who 

do not 

   

Sustainability (SUS)  0.869 0.623 0.868 

Airbnb is environmentally friendly    

Airbnb helps reduce the negative impact of travel on the 

environment 

   

Airbnb is efficient in terms of using energy    

Service Quality (SQ)  0.863 0.650 0.848 

The last Airbnb I slept at / stayed at had good amenities    

The last Airbnb I slept at / stayed at had good features    

The last Airbnb I slept at / stayed at was of high quality    

Intention to use Airbnb (INT) 0.834 0.535 0.837 

I expect to use often Airbnb in the future    
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I think I will recommend Airbnb to my friends in the 

future 

   

I think I will use Airbnb more in the future    

Table III. Measures and construct reliability 

Model Unstandardized 

coefficients 

Standardized  

coefficients 

  

 B S.E.  t VIF 

Constant .134 .208  0.643  

Economic Benefits .324 .042  .303*** 7.773 2.060 

Social Interaction .283 .048  .277*** 5.883 3.005 

Social Esteem  .086 .040  .095** 2.154 2.664 

Sustainability .026 .035  .031   .735 2.349 

Service Quality .266 .040  .250*** 6.640 1.925 

Age -.001 .002 -.008 - .278 1.029 

Gender  .047 .049  .026    .956 1.031 

R square 

Adjusted R square 

Std. error of the 

estimate 

.668 

 .663 

 

 .507 

    

Durbin-Watson 1.986    

Notes: **p<.05, ***p<.01; the dependent variable is ‘intention to use Airbnb’ 

Table IV. Exploratory regression analysis 
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Configurations 1 2 3 4 

Economic Benefits  ● ●  
Social Interaction ɵ  ● ● 
Social Esteem ɵ ●  ● 
Sustainability ɵ ● ● ● 
Service Quality ● ● ● ● 
Raw Coverage 0.149 0.765 0.710 0.712 

Unique Coverage 0.031 0.061 0.020 0.020 

Consistency 0.984 0.992 0.996 0.996 

Solution Coverage 0.841    

Solution Consistency 0.989    

 

Table V. Configurations of attributes leading to high intention to use Airbnb 

 


