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ABSTRACT 

 

 

 

 

The growing popularity of sharing economy accommodation such as Airbnb 

has gained the attention of both academicians and practitioners. The house owners 

have positively embraced it since it provides them the opportunity for extra income 

at relatively low cost. Also, it has attracted many customers to book their 

accommodation with Airbnb since it gives customers more flexibility regarding the 

choice of accommodation. Although extensive research has been carried out on 

tourists’ booking intention in the context of the tourism industry, to the researcher’s 

knowledge, there is a dearth of research that has distinctively looked into what leads 

tourists to book an accommodation on Airbnb. By considering the attribution theory, 

this study aims to examine the impact of both internal (price consciousness) and 

external (reputation) causes, on consumers’ trust in Airbnb and perceived value, and 

the subsequent booking intention. More particularly, the objectives of this study are 

(i) to assess the direct relationships between ‘reputation and trust’ and between ‘price 

consciousness and perceived value’; (ii) to examine the effect of trust and perceived 

value on guests’ booking intention; (iii) to test the mediating effect of trust and 

perceived value in the relationships between attributed causes and the subsequent 

guest booking intention. A Web-based survey was designed to collect the data from 

respondents in Malaysia, which yielded 311 complete and usable responses. Data 

collected were analysed using SPSS and PLS-SEM to test the proposed study 

hypotheses. The study findings revealed that all the hypotheses were supported and 

significant. Reputation exerts a positive effect on trust in Airbnb (H1), while trust in 

Airbnb predicts guest booking intention (H2). Also, price consciousness is positively 

related to consumers’ perceived value (H3), and perceived value positively predict 

guest booking intention (H4). Reputation exerts a positive and significant effect on 

guest booking intention (H5), and price consciousness is positively related to guest 

booking intention (H6). Trust in Airbnb is also mediates the relationship between 

reputation and guest booking intention (H7). Lastly, the perceived value mediates the 

relationship between price consciousness and guest booking intention (H8). This 

study is among the pioneers to consider the attribution theory to understand the 

drivers of guest booking intention on Airbnb. Moreover, this study provides a new 

perspective on how attributed internal (price consciousness) and external (reputation) 

causes may, directly and indirectly, influence guests’ booking intention on Airbnb. 

The findings of this study provide crucial implications for home rental industry 

players and academicians. The study offers a new perspective by linking attributed 

causes to book Airbnb in Malaysia. This study would be of interest to the Airbnb, 

home rental industry players, and tourism practitioners. In addition to that, this study 

will serve as a foundation for a suitable marketing tool for the Airbnb and other 

home rental practitioners to understand better causes that may drive guests’ booking 

intention. Airbnb and home rental industry players should place more emphasis on 

value packages that are reasonably priced or considered cheap to retain and attract 

more tourists. Also, an effective reputation system should be designed to 

communicate service offerings and benefits to build consumers’ trust in Airbnb, and 

subsequently lead to guest booking intention.  
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ABSTRAK 

 

 

 

Peningkatan populariti bagi tempahan perkongsian secara ekonomi seperti 

Airbnb yang semakin meningkat telah mendapat perhatian daripada ahli akademik 

dan pengamal industri. Pemilik rumah menerima perkembangan ini secara positif 

kerana ia membuka peluang kepada mereka untuk menambah pendapatan pada kos 

yang agak rendah. Selain itu, perkara ini telah menarik banyak pelanggan untuk 

menempah tempat penginapan mereka dengan Airbnb kerana lebih banyak 

kelonggaran mengenai pilihan penginapan ditawarkan. Walaupun terdapat 

penyelidikan yang luas ke atas niat tempahan di kalangan pelancong dalam konteks 

industri pelancongan, masih terdapat kekurangan kajian yang mendalam dalam 

meneliti faktor yang menyebabkan pelancong menempah tempat penginapan dengan 

Airbnb. Dengan mengaplikasikan teori atribusi, kajian ini mengkaji kesan dalaman 

(kesedaran harga) dan luaran (reputasi), ke atas kepercayaan pengguna terhadap 

Airbnb dan nilai yang dirasakan, dan seterusnya niat untuk menempah. Dengan ini, 

kajian ini bertujuan untuk menguji kesan hubungan diantara (i) 'reputasi dan 

kepercayaan' dan 'kesedaran harga dan nilai yang dirasakan'; (ii) kepercayaan dan 

nilai yang dirasakan pada niat tempahan tetamu; (iii) pengantaraan kepercayaan dan 

nilai yang dirasakan pada penyebab yang dikaitkan dengan niat tempahan tetamu 

seterusnya. Satu tinjauan berasaskan Web telah digunakan untuk mengumpulkan 

data dari 311 responden di Malaysia, yang lengkap dan digunakan dalam kajian ini. 

Data dianalisis dengan menggunakan SPSS dan PLS-SEM untuk menguji 8 hipotesis 

kajian yang dicadangkan. Hasil kajian menunjukkan bahawa semua hipotesis 

disokong dan signifikan; iaitu, reputasi memberikan kesan positif terhadap 

kepercayaan terhadap Airbnb (H1); kepercayaan terhadap Airbnb meramalkan niat 

tempahan tetamu (H2); kesedaran harga berkait secara positif dengan nilai yang 

dirasakan pengguna (H3); nilai yang dirasakan secara positif meramalkan niat 

tempahan tetamu (H4); reputasi memberi kesan positif dan signifikan terhadap niat 

tempahan tetamu (H5); kesedaran harga secara positif berkaitan dengan niat 

tempahan tetamu (H6); kepercayaan terhadap Airbnb juga menjadi pengantara 

hubungan antara reputasi dan niat tempahan tetamu (H7); dan, akhirnya, nilai yang 

dirasakan juga menjadi pengantara hubungan antara kesedaran harga dan niat 

tempahan tetamu (H8). Kajian ini adalah antara kajian rintis yang mengaplikasikan 

teori atribusi untuk memahami pendorong niat tempahan tetamu di Airbnb. Kajian 

ini menyediakan perspektif baru dalam menghubungkan faktor yang dikaitkan 

dengan niat untuk menempah Airbnb di Malaysia. Kajian ini dapat menarik minat 

Airbnb, pengamal industri, penyewa rumah dan pengamal pelancongan. Selain itu, 

kajian ini akan menjadi panduan dalam pemasaran untuk Airbnb dan pengamal sewa 

rumah yang lain untuk lebih memahami faktor yang boleh mempengaruhi niat 

tempahan tetamu. Pengamal industri Airbnb dan pengamal sewa rumah harus 

memberikan penekanan yang lebih kepada pakej nilai yang berpatutan atau dianggap 

murah untuk mengekalkan dan menarik lebih ramai pelancong. Selain itu juga, 

sistem reputasi yang efektif perlu ditambahbaik bagi membolehkan komunikasi yang 

lebih lancar dalam tawaran dan faedah perkhidmatan untuk membina kepercayaan 

pengguna dalam Airbnb, dan seterusnya mendorong kepada peningkatan tempahan 

tetamu.          
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CHAPTER 1 

INTRODUCTION 

1.1       Background of the Study 

In the last decade, the hospitality industry has experienced robust growth in 

terms of expansion and development, contributing approximately 10.2 % to the 

world GDP according to the world travel and tourism council (WTTC) 2017 annual 

report. In the year 2018, Malaysia and its capital city Kuala Lumpur was ranked third 

most visited country and city, respectively in the Asian region based on travelling 

booking portal (Agoda) 2018 report. Malaysia was recorded to have received 25.8 

million tourists with 84.1 billion in receipts (Tourism Malaysia, 2018), contributing 

approximately 6.5 % into GPD of Malaysia (department of statistics Malaysia, 

2018). Apparently, this shows the importance of the tourism industry to the economy 

of Malaysia in terms of GDP contribution.  

Sharing economy accommodation platforms such as Airbnb have revitalised 

the hotel industry (Guttentag and Smith, 2017; King and Koh, 2017), with a market 

share of 5,542 registered home-sharing accommodations in Malaysia and Brickfields 

in Kuala Lumpur being ranked third in the world as a top growth neighbourhood 

(Ng, 2016). The penetration of Airbnb can be seen as a step towards massification 

and transformation of the online accommodation that may have resulted in stiff 

competition in the tourism industry. Therefore, service providers today are perturbed 

with getting a new customer, especially in the presence of challenges of the dynamic 
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market of today. The importance and impacts of Airbnb in the tourism industry 

cannot be ignored. It has been asserted by previous studies on how Airbnb has 

revolutionised the tourism industry in reshaping the business ecosystem (Guttentag 

and Smith, 2017). For example, it is often noted that the birth of Airbnb has created 

new business opportunities for incumbent businesses (Koh and King, 2017) and also 

posed stiff competition in the market (Fernández et al., 2016). Given such critical 

impacts, it is crucial to understand the underlying factors that cause customers to 

book accommodation on Airbnb in Malaysia. 

Customer booking intention remains an imperative phenomenon in the 

service industry as pointed out by D’Alessandro et at., (2015) that service providers 

are faced with financial ramifications due to different reasons such as customer 

switching and lack of customers booking intention that may lead to actual purchasing 

or booking behaviour. Purchasing intention phenomenon has gained more insights 

from researchers from different disciplines and backgrounds such as Airline industry 

(Suki and Suki, 2017), hotel industry (Leong et al., 2017), Telecommunication 

industry (Venkatesh et al., 2012). Trying to understand how consumers purchase and 

which factors influencing consumer purchasing or booking decisions has been one of 

the main questions among marketing and hospitality researchers and the 

practitioners. The main priority of any businesses is to ensure that their products or 

services are being purchased. It is crucial for the service provider to understand 

consumer purchasing intentions that might predict the actual behaviour (Agag and 

El-Masry, 2016). Data regarding consumer intention to purchase a product or service 

can be very beneficial for the service providers in their marketing strategy efforts and 

also influence their revenue (Offsey, 2018). This holds a particular true for consumer 

purchasing intention in the tourism industry where increasing growths of purchasing 

or booking intention is the new trend (Bhatiasevi and Yoopetch, 2015). 

Owing to the fierce competition in the tourism market, accommodation 

services are faced with challenges in finding new customers and retaining their loyal 

customers in order to stay relevant in the market. Previous researchers have argued 



3 

that consumers’ behavioural intentions such as switching intention, lack of booking 

or actual purchase may have a negative implication on businesses such as cost of 

acquiring a new customer which is detrimental to the service provider (Bansal and 

Taylor, 1999; Hsieh et al., 2012; Keaveney, 1995). It is not only losing customers are 

unfavourable to the service provider as its pressure them to formulate strategies in 

order to retain their existing customers Quoquab et al., (2018), but also lack of 

booking towards service provider is harmful to the business.  It is imperative for 

service providers to develop a realistic strategy in enhancing customer booking 

intention and building their customer loyalty as accommodation service providers’ 

revenue and profit are most likely tied to customers' patronage.  

Managing booking intention or actionable behaviour remains a crucial 

element of sustainability for the service provider (Sambandam and Lord, 1995). 

From customer’s perspective, booking accommodation from a specific service 

provider is a rational decision when service received is up to their expectation and it 

satisfied their needs among many other factors that can motivate a customer to book 

an accommodation with a particular service provider. Given this notion, it is crucial 

to identify and understand what triggers and drives customers’ intentions to book 

accommodation with a service provider in order for them to stay relevant and 

competitive in the market. 

  A growing number of researchers have investigated booking intention in the 

context of Malaysia such as Ting et al., (2016), examined consumer purchase 

intentions toward counterfeit luxury goods, Leong et al., (2017) assessed perceived 

EWOM on booking intention in the hotel industry, Chin et al., (2018) investigated 

brand image on purchase intention of Grab service, and San-Martin et al., (2020) 

investigated the influences of tourism values and barrier on booking intention. 

However, to the researcher’s knowledge, there is a dearth of research that has 

distinctively looked into fundamental factors that cause customers to book 

accommodation from Airbnb in Malaysia.    Specifically, looking into how 

customers attributed causes to an event that occurs or make sense of their intentions 
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that may lead to actual behaviour.  This is important because understanding how 

customer assigned causes to their actual behaviour that may be influenced by their 

emotions and cognitive in reasoning and internalisation of the internal and external 

factors is crucial. Moreover, studies on human psychology and behaviour in 

investigating booking intention in the context of Airbnb in Malaysia is scarce. 

Therefore, this study seeks to fill the gap by investigating the predictors of booking 

intention on Airbnb in Malaysia and also illuminating the influences of both internal 

and external causes on the customer cognitive and the subsequent behavioural action 

based on attribution theory by (Heider, 1958). 

 

 

 

 

1.2       Airbnb as the research context 

 

 

Sharing economy as a new business model that presented the opportunity for 

an individual in exchanging of goods for monetary benefits (Tussyadiah and 

Pesonen, 2015). Predominantly, Airbnb is an example of sharing economy or may be 

referred to as access economy (Tan et al., 2017), co-utility (Bonazzi and Grèzes, 

2018), collaborative economy (Ioannides et al., 2018), Peer to peer platform (Prayag 

and Ozanne, 2018), Platform business (Akbar and Tracogna, 2018), that have 

penetrated the hospitality industry since its inception. Airbnb was founded in 2008 as 

an online platform that connects people looking for accommodations with 

individuals who have an extra room, empty house or under-utilised space in their 

house. 

 

 

Airbnb online platform is very similar to other hotel online platforms in terms 

of the room booking process. For example, a typical customer’s hotel search 

comprises a search for a location, followed by the duration of stays, price range and 

amenities of particular accommodation service. It is analogous to that of Airbnb 
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booking process which encompasses searching for accommodation in a specific 

location, type of rooms, duration, price range, and amenities. Then, the customer will 

likely decide on whether to proceed to the payment section in order to confirm the 

booking. However, Airbnb customer may inquire more information about the 

location, local lifestyle, tourist spots and attractions in the location from the host 

before proceeding to payment. The inclusion of the host in the booking process may 

influence the customer decision of each booking due to the availability of direct 

access to communication between the customer and the host. Hence, the first 

impression of the host is highly paramount in customer decisions. Also, Airbnb’s 

host may decide to rent the space based on the specific preference of the customer. 

Besides, security concerns have been raised regarding Airbnb accommodation as its 

business models lie in accommodating a stranger into houses of the host (Roelofsen 

and Minca, 2018).  

Among many other reasons is the fact that Airbnb has little or no control over 

individual hosts (Liang et al., 2018). Although, many house owners have embraced 

this concept due to the fact that it enables them to earn extra income at relatively low 

cost. Also attracts many customers since the price is considered fair and give 

customer new choices on accommodation, things to do, and help them build unique 

friendships with locals. However, its entry in the market has reinvigorated mostly 

tourism industry, and it is imperative to understand the factors that may propagate 

customer booking intention in the Airbnb platform.  

In 2017, Airbnb has over 4 million listings in 81,000 cities across 191 

countries (Airbnb.com), which is comparable to total listings of accommodations of 

top 5 giant hotel chains comprises of Marriott group, Hilton, IHG, Wyndham 

worldwide and Accor hotels with over 4million listings in total based on 

CBINSIGHTS research report 2017 (see Figure 1.1). Currently, the number has been 

increasing with over 7 million listings in 100,000 cities across 191 countries 

(Airbnb.com). This depicted the degree of penetration of Airbnb in the market and its 
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impact and predomination on the incumbent businesses as it is unquestionable. As 

such, it is understandable that customers will likely book accommodation from a 

better alternative in the market.  

 

                                                 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1.1 Top 5 hotel chains vs. Airbnb By number of listings/rooms (k) in 2017 

Source: CBINSIGHTS (2017) 

 

 

  In Asia continent, Airbnb listing in Malaysia was rated one of the highest 

with yearly growth of 137% in 2017 – a total of 31900 listings (The star online, 

2018). This number has increased to 53,000 listings approximately in 2019 (Inn, 

2019). This shows the magnitude effect and the impact of Airbnb on the Malaysian 

tourism industry. Given the fact that no specific law has been passed neither to 

legalise nor to regulate the home-sharing industry such as Airbnb (Kaur, 2018).  This 

has enhanced more adoption of the Airbnb platform by many house owners. 

Apparently, house owners take the initiative of converting their houses to Airbnb 

service in order to take advantage of the porous regulations that allow 

accommodation service to operate without a proper legal channel. As a result, the 
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local governments of individual states of Malaysia deal with the regulation of Airbnb 

independently. As such, there is a tendency for more consumers to choose Airbnb 

service as an alternative to hotel service.  

Economically, Airbnb accommodations have contributed substantially to 

Malaysian businesses and communities. Ranging from its economical contribution of 

3 billion and the creation of extra income for the hosts (house owner). A recent study 

conducted by Airbnb on 2000 Malaysian guests and hosts indicated that 50% of the 

house owners or hosts managed to settle their housing mortgage, while 40% of hosts 

were able to earn extra income as a function of their participation on Airbnb 

(Mahalingam and Inn, 2019). The evidence presented so far has demonstrated the 

growth and pervasiveness of Airbnb in the hospitality industry. Although Airbnb has 

received attention among academicians and practitioners, little has been known on 

the issue pertaining to guest booking intention, specifically consumers’ value 

perception and trust in Airbnb that may influence their attributed causes. Hence, it is 

imperative to investigate the underlying factors to drive guests’ booking intention in 

the context of Airbnb in Malaysia. 

  Table 1.1   Tourist Arrivals and receipt to Malaysia (2014 – 2018) 

YEAR ARRIVAL RECEIPT (RM) 

2018 25.83 Million 84.1 Billion 

2017 25.95 Million 82.1 Billion 

2016 26.76 Million 82.1 Billion 

2015 25.72 Million 69.1 Billion 

2014 27.44 Million 72.0  Billion 

Source: Tourism Malaysia, (2018) 
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According to Tourism Malaysia, the number of tourists arriving in the 

country has been fluctuating since the year 2014 to the year 2018, while the 

contribution in terms of tourist receipt increased, even though there was no 

significant increment in the receipt in 2016 to 2017 (See Table 1.1). This shows a 

decrement in tourist arrivals to the country, which may be caused by different factors 

but it seems like contribution in terms of tourist receipt is improving. This posed a 

strict competitive environment for the home-sharing platforms in the country due to 

the decrement in the number of tourists that may be translated into a lower 

occupancy rate for the service provider. More accommodation services have to fight 

and compete against each other in an almost saturated market.  

 

 

According to Morgan Stanley research report, 42 % of the current guest of 

Airbnb accommodation are consumers who have chosen Airbnb service as a 

replacement of hotel in 2015 and predicted an increasing spiral of 47% in 2016. This 

has demonstrated the growth and pervasiveness of Airbnb in the hospitality industry, 

which may have led to increasing guest booking intention.  The extensive literature 

review on Airbnb accommodation has revealed very little on the issue of guest 

booking intention, specifically in the Malaysia context. Hence, it is imperative to 

investigate the underlying reasons for booking phenomenon in Malaysian Airbnb.  

 

 

 

 

1.3       Problem Statement 

 

 

The growing popularity of sharing economy accommodation such as Airbnb 

has gained the attention of the scholars (Gutierrez et al., 2017; Heo et al., 2019). 

Airbnb is an online platform that connects people who are looking to exchange their 

underutilised assets for a monetary benefit (Tussyadiah and Pesonen, 2015). The 

increasing growth of online booking has emerged as a new trend in the tourism 

industry (Bhatiasevi and Yoopetch, 2015). As asserted by Casaló et al. (2015), that 
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more studies should extend the booking intention phenomenon into different research 

contexts, i.e. different industries, culture and locations. In the context of the tourism 

industry, booking is crucial to the service provider as it is translated into the revenue 

and profitability of a firm. It is understandable that the majority of service providers 

such as platform accommodation service relies on online booking in order to survive 

and remain competitive (Bhatiasevi and Yoopetch, 2015). Especially in the case of 

Airbnb accommodation where consumers cannot access their service without prior 

booking online.  It is imperative to inform the understanding of factors that deduced 

customer booking intention. That is, examining and understanding how to maximize 

consumers’ intention to book Airbnb as it is critical to the success of service 

providers and the overall Malaysia tourism sector in terms of its direct contribution 

of RM3billion into the Malaysian economy (The star online, 2019).  The problem is 

that when accommodation service losses their room occupancy as a function of lack 

of booking or actual purchase from the customers, it has both financial and non-

financial implication on the businesses (Abdullah and Hamdan, 2012; Al Saleem and 

Al-Juboori, 2013). Hence, it is important to understand what causes a consumer to 

book accommodation on Airbnb in Malaysia in the first place in order to retain 

existing consumers and attract potential consumers to book accommodation on 

Airbnb.   

Sharing economy as a new business model that presented the opportunity for 

individuals in exchanging of their underutilized asset for extra income (Cheng and 

Jin, 2019; Moreno-Izquierdo et al. 2019). Traditionally, people travelling to a 

destination for holiday, conference or business would likely to stay in a hotel. 

However, it is no longer the case with the pervasiveness of Airbnb accommodation 

service in the hospitality industry (Ferreri and Sanyal, 2018). Airbnb was recorded to 

have received approximately 3.25 million guests in Malaysia between mid- 2018 to 

mid-2019, with a 73% increase in revenue and contributing RM3billion into the 

Malaysia economy (The Star Online, 2019). This depicted it influences and 

enormous contribution to the Malaysian tourism industry. Airbnb is considered to be 

one of the major players in the Malaysian tourism industry. For example, according 

to the president of Malaysia Budget Hotel Association (MyBHA), Airbnb is one of 
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the major factors that significantly affect budget hotels in Malaysia, resulted in 

(20%) declined in business since 2016 and approximately ten budget hotels have 

forced to close down their operation while many budget hotels have resolved to 

employees layoff in order to reduce their cost (Kaur, 2018). Not only that, it was also 

indicated that the majority (64.8%) of customer would consider Airbnb as a 

substitute for hotel service (Guttentag and Smith 2017).  

 

 

More recently, Head of Malaysia Budget Hotel Association (MyBHA), Kuala 

Lumpur chapter, have stated that budget hotel revenue has suffered from 15% to 

20% decline and approximately 500 budget hotels specifically in Kuala Lumpur have 

experienced substantial losses in the past two years (Ida, 2019). Even more alarming, 

many budget hotel owners have resorted to selling off of their hotels as a result of 

losing customers to other accommodation services such as Airbnb. Clearly, the 

increasing popularity of Airbnb that may have been translated into exponential 

growth in terms of consumer booking intentions is becoming an important topic in 

Malaysia tourism industry. As evidence suggested above, there is an increasing 

concern of the pattern of growth of Airbnb. Hence, it is imperative to understand 

what drives consumers to book accommodation on Airbnb as this will benefit not 

only the platform accommodation managers but also the other accommodation 

service players in the Malaysian tourism industry.  

 

 

Previous researchers have studied issues related to Airbnb from different 

standpoints, ranging from its effect on incumbent business (Bie et al., 2018; Blal et 

al., 2018; Boros et al., 2018; Guttentag and Smith, 2017; Ginindza and Tichaawa, 

2017; Ioannides et al., 2018; Koh and King, 2017; Zervas et al., 2017), its effect on 

the community (Horn and Merante, 2017; Smith et., 2017; Wegmann and Jiao, 2017), 

host's influence (Abrate and Viglia, 2017; Cho et al., 2017; Fagerstrøm et al., 2017), 

and regulations (Ferreri and Sanyal, 2018; Hong and Lee, 2018; Laurell and 

Sandström, 2017; Martin et al., 2017; McKee, 2017). Additionally, there is a 

growing number of studies on Airbnb in the context of Malaysia such as Ali, (2018) 

investigated consumer behavioural intention towards Airbnb, Razli et al., (2017; 
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2018) examined consumer perceived value and motivations toward Airbnb 

accommodation. However, to the researcher’s knowledge, there is a paucity of 

evidence on what drives customer booking intention on Airbnb in Malaysia. Thus, it 

seems imperative to determine the factors that cause customers to book 

accommodation on Airbnb in Malaysia.  

The researcher has made an effort to carry out a preliminary exploratory 

investigation with three home-sharing industry experts in Malaysia as listed below to 

formulate the preliminary research problem. These interviews assisted the researcher 

to understand the relevant aspects of the problem pertaining to Airbnb in Malaysia.   

(i) Industry expert one: Mr Ezer Ratchaga (Airbnb Superhost)

(ii) Industry expert two: Miss Viene Ong (Airbnb Superhost)

(iii) Industry expert three: Miss Debra (Airbnb Superhost)

Based on the discussion, all of them felt that a study on booking phenomenon 

specifically from Airbnb in Malaysia is highly paramount and unavoidable. 

Considering the above evidence that depicted the opportunities and growing 

concerns of Airbnb in Malaysia tourism industry and its implication on businesses. 

This study sets to fill the void by examining the effect of both internal and external 

attributions on customer cognitive and its subsequent behavioural intention in order 

to better understand this phenomenon.  

First, scholars have investigated the relationship between reputation and trust 

from different sectors such as Awqaf institution (Shukor et al., 2019), Nishat Linen 

brand in Pakistan (Gul, 2014), business to business (B2B) sector (Lee and Lee, 

2019), However, there is no detailed investigation in the context of Airbnb. Hence, 

this research is expected to address this gap.  Second, past studies have examined the 

direct link between trust and consumer booking intention from hotel industry (Li et 

al., 2017; Wang et al., 2015), but not in the context of Airbnb.  Thus, this study set 
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out with the aim of filling the gap by examining the relationship between trust in 

Airbnb and guest booking intention. 

Third, to the researcher’s knowledge, there is no study on the relationship 

between price consciousness and perceived value except for Correia and Kozak, 

(2016) that conceptualised and tested the relationship between price consciousness 

and consumer perceived value of counterfeits product in the street markets of 

Portugal and Turkey. Hence, this study is among the pioneer to investigate the direct 

link between price consciousness and perceived value and also the first in the context 

of Airbnb. Fourth, Chen and Chang, (2018) have examined the direct relationship 

between perceived value and consumer purchase intention in Airbnb, specifically 

targeting only the Chinese speakers in Taiwan. Thus, the current study set to 

investigate this link in the context of Airbnb in Malaysia.  

Fifth, the previous study has tested the direct relationship between corporate 

reputation and consumer purchase intention of Panettone in the city of Padua, 

Northern Italy (Gatti et al., 2012). Thus, this study seeks to fill the gap by examining 

the direct relationship between reputation and guest booking intention in Airbnb. 

Sixth, Scholars have investigated the direct relationship between price consciousness 

and consumer purchase intention. For example, Jin and Suh, (2005) investigated the 

relationship between price consciousness and consumer purchase intention in Korean 

discount store. Similarly, Thanasuta, (2015) tested the direct link between price 

consciousness and consumer purchase intention in private label brand products in 

Thailand. Lindblom et al., 2018, examined the relationship between price 

consciousness and consumer collaborative consumption intentions in the context of 

Finland. However, this study set to be among the first to specifically examine the 

direct relationship between price consciousness and guest booking intention in 

Airbnb. Lastly, there is no detailed investigation of the mediating effect of trust in 

Airbnb in the relationship between reputation and guest booking intention.  Also, 

there is a dearth of study on the mediating effect of perceived value in the 
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relationship between price consciousness and guest booking intention, specifically in 

the home-sharing sector.  

 

 

This study applied the attribution model in investigating guest booking 

intention on Airbnb in Malaysia. Attribution theory is discussed in details in Chapter 

2. Heider, (1958), established attribution theory to investigate how individuals make 

sense of events and its connection to their thinking and behaviour. In platform 

accommodation business, price is one of the most determining factors in the decision 

process for the customer. This study posits price consciousness as an internal cause 

that may affect consumer cognitive (perceived value) and subsequently leads to 

booking intention.  

 

 

For example, a price-conscious individual will most likely find a value in 

accommodation that is priced reasonable or considered to be low price i.e. receiving 

more benefits in exchange for paying a lower price and may eventually lead to 

intention to book an accommodation on Airbnb. On the other hand, a reputable 

service provider tends to have more positive influences on consumer decision. 

Airbnb accommodation is considered to be a prominent example with a good 

reputation among sharing economy accommodation. This may have a positive effect 

on potential customer seeking accommodation to rent and eventually lead to 

intention to book an accommodation of Airbnb.  Also, the mediating effect of trust in 

Airbnb and perceived value on the relationship between exogenous variables (price 

consciousness and reputation) and the dependent construct booking intention will 

contribute significantly to the literature.  

 

 

This research is expected to address the gaps by examining the effect of both 

internal and external attributions on customer cognitive and its subsequent 

behavioural intention in order to better understand this phenomenon. More 

importantly, how consumers’ attributed internal cause (price consciousness) may 
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affect their cognitive i.e. perceived value and subsequently induced booking 

intention as a behavioural action. Also, how Airbnb reputation as an external 

attribution may influence their trust in Airbnb and subsequently booking intention. 

Past studies have employed attribution model to test different phenomenon in 

different research context such as  Chakraborty, (2019), purchase behaviour of 

electronic products in India, Tsao et al., (2015), booking intention in the Taiwanese 

hotel industry, Chen et al., (2018), consumer intention to revisit in the context of 

American hotel,  Jackson, (2019), tourism experiences, Behzadi et al., (2019), Users' 

search behaviour. So far, however, there has been little discussion about customer 

booking intention, specifically in the context of Airbnb in Malaysia. The next section 

will address the study research questions and also the main objectives.    

1.4  Research Questions 

Considering the background of the study and problem statement mentioned 

above, there is a need to identify what causes customer booking intention in Airbnb, 

specifically in Malaysia. Thus, the main research questions to be asked in this study 

are: 

     RQ1) Is there any relationship between reputation and consumer trust in 

Airbnb?

RQ2) Is there any relationship between trust in Airbnb and guest booking 

intention? 

RQ3) Is there any relationship between price consciousness and consumer 

perceived value?  

 RQ4) Is there any relationship between perceived value and guest booking 

intention? 
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   RQ5) Is there any relationship between reputation and guest booking 

intention? 

RQ6) Is there any relationship between price consciousness and guest 

booking intention? 

RQ7)  Does trust in Airbnb mediates the relationship between reputation and 

guest booking intention? 

RQ8) Does perceived value mediates the relationship between price 

consciousness and guest booking intention 

1.5       Research Objectives 

RO1) To examine the relationship between reputation and consumer trust in 

Airbnb. 

RO2) To examine the relationship between trust in Airbnb and guest booking 

intention. 

RO3) To examine the relationship between price consciousness and consumer 

perceived value. 

RO4) To examine the relationship between the perceived value and guest 

booking intention. 

RO5) To examine the relationship between reputation and guest booking 

intention. 

RO6) To examine the relationship between the price consciousness and guest 

booking intention. 

RO7) To examine the mediating effect of trust in Airbnb in the relationship 

between reputation and guest booking intention. 

RO8) To examine the mediating effect of perceived value in the relationship 

between price consciousness and guest booking intention.     
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Next, Table 1.2 shows the alignment between the study’s research questions, 

research objectives stated above are in line with formulated hypotheses and the 

research gaps. As a result of exhaustive literature review, the research gaps in the 

literature were identified and were discussed in details in Chapter 2. For instance, the 

effect of reputation on trust has been conceptualised in other sectors such as Awqaf 

institution and clothing sector but not in the home-sharing sector. The current 

research set to fulfil this gap by proposing the following research question (RQ1) and 

research objective (RO1) (See Table 1.2), and consequently hypothesised the H1 i.e. 

Reputation has a positive relationship with consumer trust in Airbnb. Also, there is 

no detailed investigation of the effect of trust on guest booking intention in the 

context of the home-sharing sector. Therefore, RQ2 and RO2 were posited and 

hypothesised H2: Trust in Airbnb has a positive relationship with guest booking 

intention. 

Table 1.2 Alignment table between the research gap, question and objective, and 

hypothesis 

Research Gap R.Q R.O Hypotheses 

The effect of 

reputation on 

customer trust has 

been investigated 

in Awqaf 

institution and 

clothing sector but 

not in the home-

sharing sector. 

RQ1. Is there any 

relationship 

between reputation 

and customer trust 

in Airbnb? 

RO1. To examine 

the relationship 

between reputation 

and trust in 

Airbnb. 

H1: Reputation 

has a positive 

relationship with 

consumer trust in 

Airbnb. 

The effect of trust 

on guest booking 

intention has been 

examined in the 

context of the 

hotel sector but no 

detailed 

investigation on 

this link in the 

context of home-

sharing sector. 

RQ2. Is there any 

relationship 

between trust in 

Airbnb and guest 

booking intention? 

RO2. To examine 

the relationship 

between trust in 

Airbnb and guest 

booking intention. 

H2: Trust in 

Airbnb has a 

positive 

relationship with 

guest booking 

intention. 
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The effect of price 

consciousness on 

customer 

perceived value 

has been tested in 

the context of the 

counterfeit product 

but not in other 

contexts such as 

home-sharing 

sector. 

RQ3. Is there any 

relationship 

between price 

consciousness and 

customer 

perceived value?  

RO3. To examine 

the relationship 

between price 

consciousness and 

customer 

perceived value. 

H3: Price 

consciousness has 

a positive effect on 

customer 

perceived value in 

the service. 

The effect of 

perceived value on 

guest booking 

intention have 

been examined in 

the context of 

Airbnb Taiwan but 

not in the context 

of Airbnb in 

Malaysia. 

RQ4. Is there any 

relationship 

between perceived 

value and guest 

booking intention? 

RO4. To examine 

the relationship 

between the 

perceived value 

and guest booking 

intention. 

H4: Perceived 

value has a 

positive 

relationship with 

guest booking 

intention. 

The effect of 

reputation on 

consumer booking 

intention in bakery 

product has been 

investigated but 

not in the context 

of home-sharing 

sector. 

RQ5. Is there any 

relationship 

between reputation 

and guest booking 

intention? 

RO5. To examine 

the relationship 

between reputation 

and guest booking 

intention. 

H5: Reputation 

has a positive 

relationship with 

guest booking 

intention. 

The effect of price 

consciousness on 

guest booking 

intention have 

been examined in 

the retailing sector 

and collaborative 

consumption but 

no detailed 

investigation in 

the context of 

Airbnb. 

RQ6. Is there any 

relationship 

between price 

consciousness and 

guest booking 

intention? 

RO6. To examine 

the relationship 

between the price 

consciousness and 

guest booking 

intention. 

H6: Price 

consciousness has 

a positive 

relationship with 

guest booking 

intention. 
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There is no 

detailed 

investigation of 

the mediating 

effect of trust in 

Airbnb in the 

relationship 

between reputation 

and guest booking 

intention.  

RQ7. Does trust in 

Airbnb meditate 

the relationship 

between reputation 

and guest booking 

intention? 

RO7. To examine 

the mediating 

effect of trust in 

Airbnb in the 

relationship 

between reputation 

and guest booking 

intention. 

H7: Trust in 

Airbnb mediates 

the relationship 

between reputation 

and guest booking 

intention.  

There is no 

detailed 

investigation on 

the mediating 

effect of perceived 

value in the 

relationship 

between price 

consciousness and 

guest booking 

intention. 

RQ8. Does 

perceived value 

mediate the 

relationship 

between price 

consciousness and 

guest booking 

intention? 

RO8. To examine 

the mediating 

effect of perceived 

value in the 

relationship 

between price 

consciousness and 

guest booking 

intention 

H8: Perceived 

value mediates the 

relationship 

between price 

consciousness and 

guest booking 

intention. 

Source: Compiled by the researcher 

Furthermore, H3 was hypothesised based on the RQ3, R03 and the identified 

research gaps in the literature i.e. the effect of price consciousness on customer 

perceived value has been tested in the context of the counterfeit product but not in 

other contexts such as the home-sharing sector. In addition, H4 was postulated as a 

result of RQ4, RO4 and the research gap i.e. the effect of perceived value on guest 

booking intention have been examined in the context of Airbnb Taiwan but not in the 

context of Airbnb in Malaysia. Also, the effect of reputation on consumer booking 

intention in bakery product has been investigated but not in the context of home-

sharing sector. As a result, RQ5, RO5 and H5 were posited. Apart from this, the 

study proposed research question (RQ6), research objective (RO6) and (H6) as a 

result of research gap i.e. the effect of price consciousness on guest booking intention 

have been examined in the retailing sector and collaborative consumption but no 

detailed investigation in the context of Airbnb. Additionally, there is no detailed 

investigation of the mediating effect of trust in Airbnb in the relationship between 

reputation and guest booking intention. Therefore, research question RQ7, research 

objective RO7 were proposed and H7 was hypothesised. Moreover, there is no 
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detailed investigation of the mediating effect of perceived value in the relationship 

between price consciousness and guest booking intention. Thus, the study posited 

RQ8, RO8 and hypothesised H8: Perceived value mediates the relationship between 

price consciousness and guest booking intention. 

1.6      Significance of the Study 

This section discusses the significance of the study from theoretical 

conceptual, and also the practical significance. As it is important to justify the 

intention of carrying out this research and how it will contribute to the body of 

knowledge and its benefit to hospitality practitioners. 

a) Theoretical Significance

An established model of attribution theory by Heider, (1958), has received 

considerable attention from prior researchers. However, as per the researcher’s 

knowledge, there is a lack of studies that have employed the attribution model to 

examine the booking intention specifically in the context of Airbnb in Malaysia. 

Hence, this will contribute to the body of knowledge in the field of marketing and 

hospitality research.  

Scholars have employed attribution model to investigated different marketing 

phenomenon from a diverse point of views such as Chakraborty, (2019), purchase 

behaviour of electronic products in India, Tsao et al., (2015), booking intention in the 

Taiwanese hotel industry, Chen et al., (2018), consumer intention to revisit in the 

context of American hotel, Jackson, (2019), tourism experiences, Behzadi et al., 

(2019), Users' search behaviour. So far, however, the current study is among the first 
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to empirical test the customer booking intention, specifically in the context of Airbnb 

in Malaysia.  

This study is comprehensive in the range of proposed constructs to be tested, 

and also its strength lies in the theoretical approach i.e. attribution theory to explain 

booking intention specifically in Malaysia Airbnb. This study set to be a pioneer in 

examining booking intention with the lens of the conceptual framework proposed as 

it is possibly the first study to examine booking intention using attribution theory in 

the context of Malaysia Airbnb.  

This study develops a conceptual framework and tested new links in order to 

shed light on the research gaps in the literature. The current research will address the 

paucity of evidence on the relationship between reputation and consumer trust in 

Airbnb in the context of Malaysia. In addition, little has been known about the direct 

effect of reputation on guest booking intention in the home-sharing sector. Also, the 

effect of trust in Airbnb on guest booking intention in the context of home-sharing 

sector Malaysia has received less attention in the literature. Likewise, the mediating 

effect of trust in Airbnb in the relationship between reputation and guest booking 

intention. Also, there is a dearth of studies that have tested the effect of price 

consciousness on consumer perceived value in the service context. Furthermore, no 

detailed investigation of the direct link between price consciousness and guest 

booking intention in the context of Airbnb.  Additionally, literature does not provide 

sufficient evidence on the effect of perceived value on the guest booking intention on 

Airbnb in Malaysia. Not only that but also the mediating effect of perceived value in 

the relationship between price consciousness and guest booking intention has 

received little attention in the literature.  
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b)        Practical Significance 

 

 

Substantial previous studies have been conducted in developed countries such 

as the United States of America, Spain, Germany, and China. However, there has 

been limited research in the context of Malaysia looking distinctively into guest 

booking intention in Airbnb. Hence, this study set to fill up the gap by examining the 

driver of guest booking intention in Malaysian Airbnb. As it has been argued that 

more studies should extend the booking phenomenon into different research industry, 

culture and location (Xu and Schrier, 2019). This study will provide relevant insights 

to the home-sharing and tourism industry in Malaysia as a whole on how attributed 

causes may influence consumer cognitive and subsequent behavioural intention or 

action.  

 

 

            It is imperative for the managers and service provider to discover and 

understand the critical internal and external factors that may cause or elicit booking 

intention in their customers’ mind. Hence, this study will contribute enormously to 

the Airbnb practitioners and the tourism industry as a whole by pinpointing the main 

factors that cause customer intention to book accommodation from Airbnb based on 

Attribution model.  It is important for a service provider to have a holistic 

understanding of their service and its effect on customer behavioural intention. Also, 

to have a grasp on how their marketing cues, such as reputation that might affect 

customer cognitive and subsequent behaviour.  

 

 

Given the cognizant of the fact that the consumer purchase intention may lead 

to their actual behaviour (Agag and El-Masry, 2016) and eventually enhance their 

loyalty to the service provider. Also, it is beneficial to the service provider in terms 

of their revenue and profitability (Younus et al., 2015), in order to stay relevant in the 

market. Hence, the contribution of this study cannot be disregarded in this aspect, as 

the proposed links in the study are relatively new. Including the mediating effect of 

trust in Airbnb on the relationship between the reputation and the booking intention 
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of a customer will be examined. Also, the mediating effect of customer perceived 

value on the relationship between the price consciousness and the booking intention. 

As such, knowledge generated from this piece of work will serve as a crucial 

instrument for marketing managers in facilitating marketing planning and strategies. 

1.7       Scope of the Study 

The scope of this study will be based on the underlying reasons why 

consumers choose accommodation services from the Airbnb platform. This is to 

understand the critical factors or drivers that may deduce consumer intention to book 

Airbnb in Malaysia. The study focused primarily on consumer service booking 

intention on Airbnb. The population of interest in the study were consumers who are 

of the age of 18 years and above. Also, consumers who reside in Malaysia who have 

heard or used the Airbnb accommodation service before. This specific group is 

believed to be able to provide appropriate and relevant information for this study.  

The time horizon of this study is cross-sectional i.e. the data of this study were 

collected once over a period of months, in accordance with the research objective. 

The researcher is interested to gain an understanding of this phenomenon from the 

perspective of tourists in Malaysia. Malaysia is located in the Southeast Asia region 

and is considered to be one of the big markets for Airbnb accommodation.  

 This study adopted the attribution theory as the underpinning theoretical 

basis to investigate the phenomenon of interest. Attribution theory was utilised in 

shedding light on the effect of internal and external factors on customer cognitive 

and their subsequent behavioural action. Also, providing theoretical arguments on 

attribution theory and how it can well explain how consumers attributed causes to 
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their behavioural intention such as guest booking intention in the context of 

Malaysian Airbnb.   

1.8        Definition of the study Variables and Terminologies 

Definitions and explanation of the variables and terminologies of the study are as 

follows: 

Sharing economy: It is a business concept that is based on individual sharing of 

under-utilized assets with others in exchange for financial or non-financial benefits 

(Botsman, 2015). 

Airbnb: Airbnb is an online market place for people to list, find and rent 

accommodation (Airbnb.com). E.g. you can rent a room or entire house from the 

owner (Host) via Airbnb website.  

Reputation: Reputation refers to the overall perception of customers with regard to 

Airbnb service provided. E.g. Airbnb has a good reputation for providing 

accommodation service (Herbig and Milewicz 1993). 

Price Consciousness: Price Consciousness refers to the extent that customers are 

inclined to pay a low price for Airbnb accommodation service (Lichtenstein et al. 

1993).   

Trust in Airbnb: Trust refers to the confidence of the customers and tendency to 

engage in a relationship with Airbnb based on integrity and reliability of their service 

provided (Morgan and Hunt, 1994). 

Perceived Value: Perceived value refers to customers’ assessment of benefits 

received (E.g. Clean, modern and spacious rooms with fully equipped kitchen) in 

using Airbnb accommodation service in exchange for what they give. E.g. monetary 

and non-monetary (Zeithaml, 1988).  
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Guest Booking Intention: Guest booking intention refers to customer tendency and 

probability to book accommodation on Airbnb in the future (Tsao et al. 2015). 

1.9         Organisation of the Study 

Chapter 1: In brief, this chapter describes the background of the study, 

problem statement, research questions, research objectives, scope and rationale of the 

study, the significance of the study, the definition of the study variables and 

terminologies. 

 Chapter 2: This chapter will be primarily focused on the key variables and 

theory i.e. Attribution model. It provides a detailed review of past studies relating to 

the key factors of booking intention. An also present the conceptual framework in 

consonant with formulated hypotheses derived from internal and external causes 

(price consciousness and reputation), cognitive (trust in Airbnb and perceived value) 

and the guest booking intention as a behavioural action. 

Chapter 3: This chapter will cover the research design and methodology. 

Also, the review of the intended instruments to be used in measuring the five 

variables in this research. Follow by the discussion on the sampling method and data 

collection method.  

Chapter 4: This chapter will present the generated results from the study 

data. Data collected were in line with the research question and objective of the 

study. Both statistical for social science SPSS and SmartPLS were used to analyse 
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the data set. The process comprises of four stages: (a) data preparation, (b) getting a 

feel for the study data, (c) testing the goodness of the data collected and (d) testing 

the study’s hypotheses.  

Chapter 5: This section provides a summary of the research findings and 

draws a conclusion based on the results of the study analysed data. This study is 

subjected to limitations as no research work can be claimed to be perfect or without a 

limitation. Hence, future research could be conducted to advance the results of this 

study as some limitations remain. The study concluded by presenting several 

recommendations for future research.  
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Appendix A     Sample of Questionnaire 

 

 
 

Date: 

 

 

Dear respondent, 

 

I am a doctoral student at Azman Hashim International Business School, Universiti 

Teknologi Malaysia. I would like to invite you to participate in my research entitled 

“Guest booking intention in Airbnb” The purpose of this research is to study guest 

booking intention in the context of Airbnb Malaysia.  

 

Your participation in this survey is voluntary and you are free to withdraw from this 

study at any time. This study will take about 5 to 7 minutes to complete. There is no 

right or wrong answers in this survey and your identity and responses will remain 

confidential. The survey collects no identifying information of any respondent and 

all responses in this study will be recorded anonymously. 

 

If you have any questions on this survey, you may contact me or my supervisor 

Assoc. Prof. Dr. Farzana Quoquab, International Business School, Universiti 

Teknologi Malaysia, Kuala Lumpur, Jalan Semarak, 54100 Kuala Lumpur, Malaysia. 

By completing this survey, you are indicating your consent to participate in this 

study. 

 

Your participation and contribution in this study is appreciated. 

 

 

Thank you 

 

 

Tiamiyu Tosin Ahmed 

DBA Candidate 

International Business School 

Universiti Teknologi Malaysia 

Email: tosintiamiyu@yahoo.com 

Phone: +60182891722 

 

 

 

mailto:tosintiamiyu@yahoo.com
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Instructions for completing the questionnaire: 

 

1. Please answer the following questions, if you have used Airbnb accommodation 

service before OR you have heard OR know about Airbnb accommodation service. 

2. If you are 18 years and above and currently reside in Malaysia. 

3. Please answer all questions in this questionnaire.  

 

Airbnb 
 

 

 

 

       

 

 

 

 

 

 

 

 

 

 

 

Section A: 

Background Question 

 

Please read the following statements carefully and answer accordingly. 

 

 

1. Have you booked an accommodation online before?  Yes            No  

 

 

2. Have you booked Airbnb accommodation service before?  

 

Yes                      No 

 

3. How frequently do you book an accommodation online?   Monthly                 

 

Quarterly                         Half-year               yearly                Never                    

 

Others (Please specify)_________ 

 

 

 

 

 

SURVEY QUESTIONNAIRE 

Airbnb is an online market 

place for people to list, find 

and rent an accommodation 

E.g. you can rent a room or 

entire house from owner 

(Host) via Airbnb website. 

It has over 6, 000,000 

listings in 100,000 cities 

from 191 countries in the 

world. 

  

         

n

n           

n

n 

         

n

n 

         

n

n 
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Section B: 

Please read the following statements carefully and tick (√) the number that best represents 

your behaviour based on the following criterion:  

 

Strongly 

disagree 

Disagree Slightly 

disagree 

Neither 

agree nor 

disagree 

Slightly 

agree 

Agree Strongly 

agree 

1 2 3 4 5 6 7 

 

 

Reputation 

1. Airbnb is a large company that everyone 

recognizes. 

1 2 3 4 5 6 7 

2. Airbnb is well-known accommodation service.  1 2 3 4 5 6 7 

3. Airbnb has a good reputation for its 

accommodation service.  

1 2 3 4 5 6 7 

 

 

Please read the following statements carefully and tick (√) the number that best represents 

your opinion based on the following criterion:  

 

Strongly 

disagree 

Disagree Slightly 

disagree 

Neither 

agree nor 

disagree 

Slightly 

agree 

Agree Strongly 

agree 

1 2 3 4 5 6 7 

 

Price Consciousness 

1. When it comes to choosing accommodation 

service, I rely heavily on price. 

1 2 3 4 5 6 7 

2. I am a price-conscious traveler. 1 2 3 4 5 6 7 

3. I purchase lowest priced accommodation 

that suits my needs. 

1 2 3 4 5 6 7 

 

 

Please read the following statements carefully and tick (√) the number that best represents 

your opinion based on the following criterion:  

 

Strongly 

disagree 

Disagree Slightly 

disagree 

Neither 

agree nor 

disagree 

Slightly 

agree 

Agree Strongly agree 

1 2 3 4 5 6 7 
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Trust in Airbnb 

1. Airbnb is trustworthy. 1 2 3 4 5 6 7 

2. Airbnb gives impression that it keeps 

promises and commitments. 

1 2 3 4 5 6 7 

3. I believe that Airbnb has my best 

interests in mind. 

1 2 3 4 5 6 7 

4 I think Airbnb will keep promises it 

made to me. 

1 2 3 4 5 6 7 

5 I think Airbnb wants to be known as 

one who keeps promises and 

commitments. 

1 2 3 4 5 6 7 

Please read the following statements carefully and tick (√) number that best represents your 

opinion based on the following criterion:  

Strongly 

disagree 

Disagree Slightly 

disagree 

Neither 

agree nor 

disagree 

Slightly 

agree 

Agree Strongly agree 

1 2 3 4 5 6 7 

Perceived Value 

1. I think Airbnb provide good value for 

money (e.g., reasonably priced). 

1 2 3 4 5 6 7 

2. I think Airbnb can help with special 

requirements (e.g., finding pet-friendly 

accommodations, arranging a small bed for 

baby etc.). 

1 2 3 4 5 6 7 

3. I think booking for accommodations on 

Airbnb is worthwhile. 

1 2 3 4 5 6 7 

Please read the following statements carefully and tick (√) the number that best represents 

your opinion based on the following criterion:  

Strongly 

disagree 

Disagree Slightly 

disagree 

Neither 

agree nor 

disagree 

Slightly 

agree 

Agree Strongly 

agree 

1 2 3 4 5 6 7 
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Guest Booking Intention 

1. The probability that I would consider 

booking an accommodation from Airbnb is 

high. 

1 2 3 4 5 6 7 

2. If I were to book an accommodation, I 

would consider booking it from Airbnb. 

1 2 3 4 5 6 7 

3. The likelihood of my booking an 

accommodation from Airbnb is high. 

1 2 3 4 5 6 7 

4.  My willingness to book an accommodation 

from Airbnb in the future is high. 

1 2 3 4 5 6 7 

 

 

 

Section C: 

This section enquires a few questions about you. Please tick (√) the most appropriate box 

(only one) or fill in the blanks for each of the following items. 

  

1. Gender  (i) Male                                 (ii) Female  

 

2. Age  (i) Below 25                         (ii) 26 – 35 years 

(iii) 36 – 45 years                 (iv) 46 – 55 years 

(v) 56 and above 

 

3. Ethnicity  

 

 

(i) Malay                              (ii) Chinese 

(iii) Indian                            (iv) Others (Please 

specify)______ 

4. Marital status (i) Single                    (ii) Married     

(iii) Divorced             (iv) Widow/Widower  

  

5. Education 

background 

(i) Primary school certificate 

(ii) Secondary school certificate  

(iii) Diploma/technical school certificate 

(iv) Bachelor Degree or equivalent 

(v) Master Degree 

(vi) Doctoral Degree  

(vii) Others. Please specify ________________ 

  

6. Profession  (i) Administrative and Managerial 

(ii) Technical 

(iii) Sales and Service 

(iv) Educator 

(v Entrepreneur  

(vi) Student 

(vii) Others. Please specify _____________  
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7. Monthly personal

income

(i) Below RM 1000 (ii) RM  1001–2000

(iii) RM 2001–3000 (iv) RM 3001–4000

(v) RM 4001–5000 (vi) Above RM 5000

Thanks for your patience and participation. 
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Appendix B        Research Design 

 

 

  Research Design (Sekaran, 2003) 
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Appendix C        Normal P-P Plot of Study Variables 
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Appendix D        Evaluation of Measurement Model and Structural Model 

 

 

Table 4.8     Evaluation of Measurement Model  

Construct Item Loadings Composite 

Reliability 

AVE 

Reputation RPT1 0.760 0.823 0.608 

RPT2 0.783   

RPT3 0.796   

Price 

Consciousness 

PC1 0.628 0.767 0.526 

PC2 0.724   

PC3 0.813   

Trust in Airbnb TA1 0.749 0.808 0.513 

TA2 0.652   

TA3 0.749   

TA4 0.711   

Perceived Value PV1 0.742 0.770 0.529 

PV2 0.670   

PV3 0.765   

Guest Booking 

Intention 

GBI1 0.813 0.853 0.595 

GBI2 0.824   

GBI3 0.810   

GBI4 0.620   

 

Table 4.9 Discriminant Validity via Fornel-Larcker’s Method 

 GBI PC PV RPT TA 

GBI 0.772     

PC 0.314 0.725    

PV 0.451 0.386 0.727   

RPT 0.426 0.276 0.403 0.780  

TA 0.479 0.267 0.458 0.476 0.716 
Note. Diagonal values represent the square root of AVE, off-diagonal values represent the correlation 

between the constructs.  
 

Table 4.10 Discriminant Validity via Cross-Loading 

Item GBI PC PV RPT TA 

GBI1 0.813 0.259 0.355 0.388 0.432 

GBI2 0.824 0.284 0.341 0.344 0.381 

GBI3 0.810 0.226 0.368 0.355 0.396 

GBI4 0.620 0.193 0.337 0.197 0.240 

PC1 0.210 0.628 0.152 0.202 0.189 

PC2 0.230 0.724 0.228 0.256 0.243 



 

181 
 

PC3 0.246 0.813 0.394 0.169 0.170 

PV1 0.356 0.261 0.742 0.364 0.337 

PV2 0.297 0.245 0.670 0.254 0.379 

PV3 0.329 0.326 0.765 0.261 0.293 

RPT2 0.294 0.158 0.237 0.783 0.348 

RPT3 0.389 0.291 0.365 0.796 0.420 

TA1 0.319 0.200 0.314 0.405 0.749 

TA2 0.338 0.121 0.332 0.280 0.652 

TA3 0.373 0.199 0.352 0.372 0.749 

TA4 0.343 0.241 0.316 0.296 0.711 

RPT1 0.299 0.177 0.330 0.760 0.336 
Note. GBI – Guest Booking Intention, PV – Perceived Value, TA – Trust in Airbnb, RPT – 

Reputation,                         PC- Price consciousness                      

                     

Table 4.11 Discriminant Validity via Heterotrait-Monotrait HTMT 

 GBI PC PV RPT TA 

GBI      

PC 0.481     

PV 0.695 0.626    

RPT 0.565 0.448 0.647   

TA 0.652 0.445 0.753 0.683  
Note. GBI – Guest Booking Intention, PV – Perceived Value, TA – Trust in Airbnb,  

RPT – Reputation,   PC- Price consciousness                                          

 

Table 4.13   The R2 values of Endogenous Constructs 

Constructs R Square 

GBI 0.336 

PV 0.147 

TA 0.227 
Note. GBI – Guest Booking Intention, PV – Perceived Value,  

TA – Trust in Airbnb 

 

Table 4.14   the Q2 Values of the Path Model 

Construct Q2 Predictive Relevance 

GBI 0.182 Yes 

PV 0.072 Yes 

TA 0.108 Yes 
Note. GBI – Guest Booking Intention, PV – Perceived Value, TA – Trust in Airbnb 
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Table 4.15 The F2 values of the Path Model 

GBI PC PV RPT TA 

GBI 

PC 0.016 0.172 

PV 0.047 

RPT  0.036 0.293 

TA 0.072 
Note. GBI – Guest Booking Intention, PV – Perceived Value, TA – Trust in Airbnb, RPT – 

Reputation,  PC- Price consciousness 

Table 4.16 Results of Direct Effect Testing 

Hypothesis Path Coefficient STD t-value 97.5% CI: 

(LL – UL) 

Supported 

H1 RPT -> TA 0.480 0.049 9.700 0.378 – 0.573 Yes 

H2 TA -> GBI 0.264 0.061 4.328 0.144 – 0.378 Yes 

H3 PC -> PV 0.389 0.051 7.542 0.286 – 0.484 Yes 

H4 PV -> GBI 0.214 0.063 3.387 0.090 – 0.341 Yes 

H5 RPT -> GBI 0.184 0.054 3.371 0.077 – 0.292 Yes 

H6 PC -> GBI 0.113 0.055 2.017 0.002 – 0.218 Yes 

Note. GBI – Guest Booking Intention, PV – Perceived Value, TA – Trust in Airbnb, RPT – 

Reputation,  PC- Price consciousness 

Table 4.17 Results of Indirect Effect Testing 

Hypothesis Path Indirect 

Effect 

97.5% CI: 

(LL – UL) 

STD t-value Supported 

H7 RPT -> TA-

> GBI

0.083 0.034 – 0.141 0.028 2.961 Yes 

H8 PC-> PV-> 

GBI 

0.127 0.068 – 0.194 0.033 3.849 Yes 

Note. GBI – Guest Booking Intention, PV – Perceived Value, TA – Trust in Airbnb, RPT – 

Reputation,  PC- Price consciousness 
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