International Journal of Hospitality Management 133 (2026) 104465

e 4

ELSEVIER

Contents lists available at ScienceDirect
International Journal of Hospitality Management

journal homepage: www.elsevier.com/locate/ijhm

INTERNATIONAL JOURNAL OF

Check for

Beyond satisfaction: A hierarchical model of three distinct guest experience &

types in peer-to-peer accommodation

Pantea Foroudi®, Akiko Ueno ", Charles Dennis ¢, Nektarios Tzempelikos " ®, Afsaneh Bagheri ©

2 Brunel Business School, Brunel University, Uxbridge UB8 3PH, UK
b School of Management, University of Bradford, West Yorkshire BD7 1DP, UK

¢ Newcastle University Business School, Newcastle University, Newcastle upon Tyne NE1 4SE, UK

4 School of Management, Faculty of Business and Law, Anglia Ruskin University, East Road, Cambridge CB1 1PT, UK

€ Faculty of Entrepreneurship, University of Tehran, Tehran 1439813141, Iran

ARTICLE INFO ABSTRACT

Keywords:

Peer-to-peer accommodation
Service quality

Hierarchical model

Guest experiences

Tourism

Airbnb

This paper develops and empirically tests a hierarchical model of service quality in peer-to-peer (P2P) accom-
modation, focusing on guest experiences and behavioral intentions before and after the COVID-19 pandemic. A
conceptual model was developed from Airbnb review comments and tested through a survey. Post-pandemic, 47
follow-up interviews informed an updated model, followed by a second survey to capture shifts in guest per-
ceptions. The findings suggest that P2P accommodation guests allocate considerable processing resources to
cognitive cues (deliberative route) and emotional ones (experiential route) in decision making. Also, the study

indicates that quality evaluation leads to guest experiences, namely, congenial, affective and intellectual, which
ultimately result in behavioral intentions. The study advances service quality theory in the sharing economy
context, responds to recent calls in the literature for a deeper theorization of P2P accommodation experiences,
and offers managerial insights for hosts and policy makers navigating post-pandemic recovery.

1. Introduction

The popularity of peer-to-peer (P2P) accommodation via online
platforms such as Airbnb, guesthouses, vrbo, HomeAway, Zafigo, Fili-
pkey, Windu, gFlats, and Accommodation.co.uk has substantially dis-
rupted tourism (Jang and Kim, 2022; Poon and Huang, 2017; Yang et al.,
2019; Volgger et al., 2019). P2P accommodation has become an
affordable substitute and offers guest experiences of local communities
that conventional tourist accommodation cannot offer (Makkar, Farrelly
and Athwal, 2024; Shi et al., 2019; Yang et al., 2019). The provision of
P2P accommodation has grown rapidly since the 2008 launch of Airbnb,
driven by factors including rises in gross domestic product and the prices
of hotel rooms (Belarmino and Koh, 2020; Dogru et al., 2020a). Due to
an increase in demand by travelers, policy makers are focusing on
regulating P2P accommodation to keep the negative side effects to the
community to a minimum whilst enhancing economic opportunities
(Lalicic, 2020; von Briel and Dolnicar, 2020). In addition, before the
COVID-19 pandemic, the demand had attracted professional real-estate
investors, the tourism industry, and researchers into the P2P
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accommodation sector (e.g., Dogru et al., 2020b; Gunter et al., 2020),
but it is predicted that such professional use will not return to
pre-pandemic levels (Dolnicar and Zare, 2020; Siebold, Oelrich and
Roche, 2023).

While previous research has extensively investigated antecedents of
guest satisfaction, trust, and loyalty in P2P accommodation (Liang et al.,
2018; Ju et al., 2019; Li et al., 2019; Ye et al., 2019), existing service
quality models often borrow frameworks developed for hotels (e.g.,
SERVQUAL, HOLSERV, LODGSERV), and these may not adequately
capture the distinctive experiential dimensions of P2P stays (Shin et al.,
2021; Ranjbari et al., 2020; Huang et al., 2020). Hence, these quality
measurements developed for hotels/lodging may not be the best fit for
the assessment of P2P accommodation quality (Shin et al., 2021).
Moreover, limited attention has been paid to the complex interplay
between cognitive and emotional drivers of guest experiences in P2P
contexts, particularly in light of the COVID-19 pandemic’s disruption of
travel behavior (Jang and Kim, 2022; Farmaki et al., 2020). Hence, there
is a need for an integrated conceptualization of P2P accommodation
quality based solely on guest perceptions; these influence guests’
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experiences of staying in P2P accommodation, which in turn, results in
their behavioral intentions such as word-of-mouth and loyalty (Ye and
Mattila, 2025).

The COVID-19 pandemic makes this gap even more important. The
crisis changed the way people think about and use P2P accommodation
(Miguel et al., 2022). Safety, hygiene, and trust became central con-
cerns, and many interactions between hosts and guests moved to digital
channels (Farmaki et al., 2020; Gossling et al., 2020). These changes
raise doubts about whether pre-pandemic models of guest experience
still apply in the same way (Jiang and Wen, 2020). At the same time,
platforms such as Airbnb had to adjust their strategies by stressing
cleanliness and reassurance to travelers (Li et al., 2019). Comparing
experiences before and after the pandemic therefore offers both theo-
retical value, by testing the stability of experiential dimensions, and
practical value, by helping hosts and platforms adapt to new guest
expectations.

To address this gap, the purpose of this study is to introduce a hi-
erarchical model of service quality in P2P accommodation and outline a
toolkit for hosts to build guest loyalty and word-of-mouth before and
after the pandemic shift. Specifically, we first explored the dimensions of
P2P accommodation quality, developed measurement scales, and
designed a hierarchical P2P accommodation quality model including
guest experiences and behavioral intentions via a literature review and
online guest reviews of P2P accommodation (study 1). Second, the
model was tested and refined via a quantitative survey (study 2). Next,
after the pandemic, we conducted personal interviews with respondents
from the initial survey, updated the model, and then conducted another
survey to understand the shifts in guest perceptions before and after the
pandemic in P2P accommodation (study 3).

The current study contributes to the P2P accommodation literature
and practice. First, it advances service quality theory by developing a
hierarchical model grounded in guest perceptions specific to P2P ac-
commodation, thus responding to recent calls from scholars for more
contextually grounded, theoretically rigorous models (Amat-Lefort
et al., 2023; Dolnicar, 2019; Farmaki et al., 2020; Yan and Gong, 2022;
Volgger et al., 2019), which adds to a deeper understanding of the
rationale behind consumer choice. Second, it empirically examines
shifts in guest perceptions before and after the pandemic through a
multi-phase research design combining online review analysis, surveys,
and in-depth interviews to better understand the shifts in guest per-
ceptions before and after the pandemic in P2P accommodation. Third,
the study uses empirical data from Airbnb users. The study contributes
to the existing P2P accommodation research that primarily deals with
hosts’ responses to the pandemic (Jang and Kim, 2022). Fourth, it offers
practical insights for hosts, platforms, and policymakers aiming to
enhance guest satisfaction, and foster resilience in the post-pandemic
P2P accommodation sector.

2. Literature review
2.1. Service quality assessment in tourism accommodation

The measurement of service quality in hospitality has traditionally
relied on models such as SERVQUAL (Parasuraman et al., 1988),
SERVPERF (Cronin and Taylor, 1992), and their hospitality-specific
adaptations such as LODGSERV (Knutson et al., 1990), HOLSERV (Mei
et al., 1999), and LODGQUAL (Getty and Thompson, 1994). These
models typically emphasize dimensions such as reliability, responsive-
ness, assurance, empathy, and tangibles (SERVQUAL), or adapt these for
hotel contexts by focusing on elements such as service delivery, tangi-
bles, and staff performance (e.g., LODGSERV, HOLSERV, LODGQUAL).
However, these models were largely developed within standardized
hotel environments, where service encounters are relatively uniform,
staff-centered, and highly regulated (Akbaba, 2006; Pollack, 2009). In
contrast, P2P accommodation presents a fundamentally different service
encounter: often informal, highly personalized, and embedded within
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private domestic spaces (Farmaki et al., 2020; Guttentag, 2015; von
Briel and Dolnicar, 2020).

Unlike hotels, P2P accommodation involves the co-creation of
experience between guests and hosts, who frequently lack formal
training but offer personal interaction, authenticity, and localized
knowledge (Cheng and Jin, 2019; Li et al., 2019). These features chal-
lenge the applicability of conventional service quality dimensions such
as tangibles, reliability, responsiveness, assurance, and empathy (Buttle,
1996; Dagger et al., 2007). Recent studies argue for context-specific
models capturing the emotional, cognitive, and social dimensions of
guest experiences unique to P2P contexts (Shin et al., 2021; Ju et al.,
2019; Ranjbari et al., 2020).

More recently, scholars have emphasized the relational dimension of
P2P accommodation, particularly the host-guest relationship. Scholars
have examined how hosts’ friendliness, emotional solidarity, and terri-
torial behaviors shape guest experiences and long-term commitment
(Cai et al., 2025; Wang and Liu, 2025). Others have explored relation-
ship marketing practices among professional and non-professional hosts
(Casais, Sarmento, and Fernandes, 2025) and how digital interactions
can support guests’ sense of connection and belonging (Li et al., 2024).
From a managerial perspective, host performance and resilience are also
increasingly recognized as determinants of service quality (Huang, Park,
and Gedecho, 2024). Together, these studies highlight that host-guest
relationships, beyond experiential and affective dimensions, are central
to understanding P2P accommodation quality.

Recent research has emphasized the need to move beyond techno-
economic analyses of platform growth towards more critical and
nuanced examinations of power, precarity, and resilience in P2P ac-
commodation (loannides et al., 2019). Scholars have examined the
vulnerabilities of hosts (Farmaki et al., 2020), platform governance
(Sainaghi and Baggio, 2020), and shifting consumer expectations
following COVID-19 (Farmaki et al., 2020; Jang and Kim, 2022). Our
study contributes to these debates by empirically examining how the
pandemic has influenced guest perceptions of P2P accommodation
quality and by refining service quality models to reflect evolving guest
priorities. Specifically, we address calls for research that integrates
multi-dimensional quality attributes with behavioral outcomes
(Dolnicar, 2019; Heo et al., 2022; Yan and Gong, 2022), while also
attending to pandemic-induced shifts in consumer decision-making and
risk perceptions (Brouder, 2020). Against this background, we propose a
hierarchical model that conceptualizes P2P accommodation quality as
multi-level and multi-dimensional, capturing the interplay of cognitive
and emotional stimuli, guest experiences, and behavioral intentions.

2.2. Effect of service quality on guest experiences and behavioral
intentions

Service quality models discussed above (2.1) are designed to mea-
sure customer perceptions. This is because service quality is an ante-
cedent of customer satisfaction, which, in turn, affects customer loyalty
(Wirtz and Lovelock, 2018). Recent Airbnb research confirms the effect
of service quality attributes/dimensions on behavioral intentions such as
word-of-mouth and customer satisfaction/loyalty (e.g., Lalicic and
Weismayer, 2018; Lee et al., 2024; Ju et al., 2019). Although these
studies examine the multi-dimensionality of service quality, no previous
research has investigated P2P accommodation quality with a
multi-level, hierarchical model. While Wu and Ko (2013) developed
such a model to measure hotel service quality, P2P accommodation is
distinct from  hotel/lodging. @~ P2P  accommodation  offers
non-standardized accommodation and experiences, a more personalized
service (Cheng and Jin, 2019), and unique local/authenticity that
hotels/lodgings cannot replicate (Guttentag et al., 2018; Li et al., 2019).
P2P accommodation and hotels do not appeal to the same market
(Sainaghi and Baggio, 2021). Guests anticipate P2P accommodation to
be better than budget hotels/lodgings but not as good as upscale hotels
(Guttentag et al., 2018). Hence, service quality measurement for
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hotels/lodgings may still lack applicability to P2P accommodation.

Reported P2P accommodation quality attributes that result in
behavioral intentions are inconsistent and differ with each study (Heo
et al., 2022). This is because P2P constantly improves the business
model (Cheng and Jin, 2019) and because some authors adopt service
quality attributes from previous studies in hotel/lodging or P2P ac-
commodation (e.g., Liang et al., 2018; Li et al., 2019) whereas others
draw upon online reviews (e.g., Huang et al., 2020; Ranjbari et al.,
2020). Measurement items for behavioral intentions such as customer
satisfaction/loyalty are often derived from previous studies (e.g., Liang
et al., 2018; Li et al., 2019) even when scales for P2P accommodation
quality attributes are developed from guest reviews (Ju et al., 2019).
Therefore, the existing scales often consist of partially inconsistent and
partially generic items. Hence, there is a need for developing (1) a
coherent service quality attribute and for integrating P2P accommoda-
tion quality with (2) guest experiences and (3) behavioral intention,
which are based solely on guest experiences (Appendix).

The aims of this study are therefore twofold. The first is to develop
measurement items to assess P2P accommodation quality, the overall
guest experiences of staying in P2P accommodation, and guest behav-
ioral intentions based on guest online reviews to precisely evaluate
satisfaction/loyalty. The second is to design a multi-dimensional, hier-
archical model specific to P2P accommodation by incorporating the
identified measurement items to illustrate the effect of P2P accommo-
dation quality on guest experiences, and which, in turn, influences
behavioral intentions, and subsequently, to test the model via a ques-
tionnaire survey. Such a model will eliminate the drawbacks of tradi-
tional service quality models, illustrate transparently how and by what
attributes P2P accommodation guest behavioral intentions are influ-
enced, and offer a more rigorous service quality measurement specific to
P2P accommodation. The literature review indicates that, notwith-
standing considerable prior research into P2P accommodation, to our
knowledge, no study has elicited a comprehensive taxonomy of items
and constructs predicting P2P behavioral intention, and therefore also,
there is no integrated conceptual framework. We accordingly preface
our main study with a pre-study (study 1), reported in the following
section, aimed at eliciting those items and constructs, before developing
our conceptual framework based on the constructs.

3. Study 1: eliciting items, developing constructs, and scaling
for peer-to-peer (P2P) accommodation quality (before the
pandemic)

Following a review of the literature, this study employed an analysis
of guest online reviews to develop measurement items to assess P2P
accommodation quality, the overall guest experiences of staying in P2P
accommodation, and guest behavioral intentions. Following a review of
the literature, this study employed an analysis of guest online reviews to
develop measurement items. Study 1 was conducted between June and
August 2019, prior to the COVID-19 pandemic.

We used guest online reviews as evidence of guest experiences and
perceived quality of P2P accommodation, as online reviews have a
substantial impact on the decision-making of P2P accommodation
guests (Panda et al., 2015; Liang et al., 2018) and have been adopted by
previous studies (e.g., Filieri et al., 2023; Tussyadiah and Zach, 2015;
Cheng and Jin, 2019). Because P2P guests are often cosmopolitan
tourists, their reviews may reflect diverse cultural backgrounds. How-
ever, research shows that cosmopolitan orientations foster shared norms
in online review writing, which reduces cultural variability (Casais and
Cardoso, 2025; Dolnicar, 2019). This supports treating reviews as
broadly comparable data. In next, we analyzed online reviews of guests
staying in India Airbnb accommodation using a dataset from airbnb.co.
uk/s/India. Airbnb was chosen as it is the market-leading online P2P
accommodation platform (Alltherooms, 2020; von Briel and Dolnicar,
2020), and India is in the top three of the fastest growing markets for
Airbnb (deccanherald.com, 2021). The Indian online homestay market

International Journal of Hospitality Management 133 (2026) 104465

is one of Airbnb’s biggest investments in one of the largest economies in
the world (Airbnb co-founder and CEO Brian Chesky, 2020). India is one
of the most searched countries for accommodation worldwide
(businessinsider.in, 2021). There are more than 55,000 Airbnb listings
in India, and guests spend around $320 million (around Rs 2200 crore)
annually on Airbnb accommodation (Economictimes, 2021). We
retrieved the dataset from the Airbnb Insider website, which provided
1719 review comments (http://insideairbnb.com); we removed the
non-English and duplicated comments (549 reviews), leaving 1170. This
dataset is consistent with prior hospitality studies that rely on text
mining of online reviews (e.g., Tussyadiah and Zach, 2015; Huang et al.,
2020). Given the diversity of listings in India, Airbnb’s fastest-growing
market at the time, the 1170 reviews are sufficiently large and repre-
sentative to capture a wide range of guest perceptions.

Based on the online reviews, we extend the understanding of Airbnb
guests’ experiences and future intentions (Tussyadiah, 2016; Cheng and
Jin, 2019). The interview data were analysed thematically using
NVivol2 to ensure a systematic and rigorous process. We listed the 1000
most frequently occurring words, which were subjected to cluster
analysis. First, the transcripts were read repeatedly to gain familiarity,
and open codes were generated inductively to capture recurring words,
phrases, and meanings mentioned by participants. In the second stage,
these initial codes were refined and consolidated into axial codes rep-
resenting broader categories of experience. In the third stage, the cate-
gories were synthesised into higher-order themes, which were then
compared against the constructs identified in Study 1. This iterative
process allowed us to identify areas of convergence and divergence
between online review data and interview insights. To enhance the
credibility of the findings, we employed data triangulation by
cross-validating evidence from three sources: online reviews, expert
feedback from interviews, and prior literature. This approach ensured
that the refined measurement model was both theoretically grounded
and empirically supported.

Each cluster was manually checked against the review content for
contextual accuracy. This process yielded 17 clusters comprising 112
items. We then categorized these into eight higher-order constructs. We
categorized these into eight constructs as follows (i) cognitive stimuli,
informational cues such as accuracy, cleanliness, and reliability that
enable rational evaluation; (ii) emotional stimuli, hedonic cues such as
aesthetics, comfort, and atmosphere that trigger affective responses; (iii)
intellectual experience (utilitarian value), rational assessments of value,
functionality, and usefulness; (iv) congenial experience, perceptions of
warmth, friendliness, and social connectedness with hosts; (v) affective
experience (hedonic value), pleasure, enjoyment, and emotional satis-
faction during the stay; (vi) word-of-mouth, likelihood of recommending
the stay to others; (vii) loyalty, intention to repurchase or stay again
with the same host; (viii) website, perceptions of the platform’s usabil-
ity, informativeness, and trustworthiness. It should be noted that while
prior researchers (e.g., Liang et al., 2018; Ju et al., 2019) include
satisfaction as a separate construct, in contrast, the reviews analyzed in
the pre-study suggest that satisfaction takes different forms as part of a
number of distinct constructs, for example, better than expected,
pleasantly surprised, and value for money.

We focused on India as a popular, rapidly expanding tourist desti-
nation (Kaushal, 2018) with scope for considerable expansion (UNWTO,
2020), yet research in hospitality and especially P2P accommodation
remains sparse. Hence, the findings will also contribute to the literature
on tourism in a developing country in comparison with previous studies
in the U.S. (Li et al.,, 2019; Ju et al., 2019), Europe, and Australia
(Guttentag et al., 2018).

4. Conceptual framework and hypotheses development
Based on the findings from the literature review and the results of

study 1, this study proposes a conceptual framework that examines the
relationships between P2P accommodation quality, experience, the
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behavioral intentions of word-of-mouth, and loyalty.
4.1. Environment model

Research from the retail domain demonstrates the influence of
stimuli on consumers. Schmitt (1999) introduced the concept of expe-
riential marketing, emphasizing that environments can create impactful
experiences that positively influence consumer behavior. This study
considers both utilitarian (intellectual) and hedonic (emotional) di-
mensions of consumers’ information processing systems (Epstein, 1994;
Loewenstein et al., 2001) and examines related cognitive and emotional
stimuli (Dennis et al., 2014; So et al., 2018). The dual nature of con-
sumer responses to these stimuli aligns with Holbrook and Hirschman’s
(1982) pioneering research on consumption experiences; their research
differentiates between utilitarian consumption, which is characterized
by analytical problem-solving and rationality, and hedonic consump-
tion, which focuses on the pursuit of pleasure, imagination, and
emotional gratification (Babin et al., 1994).

Following this approach, cognitive stimuli, such as providing infor-
mation, influence intellectual experiences and inform consumers’ deci-
sion making (deliberative route: Brakus et al., 2009; Dennis et al., 2014).
Simultaneously, affective sensory experiences foster consumers’ he-
donic engagement (experiential route: e.g., Brakus et al., 2009;
confirmed in the Airbnb context by Akarsu et al., 2020; Lee and Kim,
2018). When experiences result in stimulating and enjoyable outcomes,
they are likely to influence the overall guest experiences in P2P ac-
commodation, encompassing affective experience (hedonic values), in-
tellectual experience (utilitarian values), congenial experience, and
subsequently, behavioral intentions, such as word-of-mouth and loyalty
(Vazquez et al., 2017; Lee and Kim, 2018). Stimulating and enjoyable
experiences are likely to enhance the overall guest experiences in P2P
accommodation, including affective experiences. Congenial experience
will also influence behavioral intentions, such as word-of-mouth
(Vazquez et al., 2017) and loyalty (Lee and Kim, 2018). In sum, stimu-
lating, pleasurable outcomes should positively affect congenial experi-
ence and affective experience. In the following section, we develop the
emerging hypotheses:

Emotional and sensory cues are central to creating hedonic value in
hospitality and tourism (Walls et al., 2011). In the P2P context, affective
stimuli such as atmosphere, aesthetics, and host warmth have been
shown to enhance both social connectedness and hedonic enjoyment
(Medina-Hernandez, Marine-Roig, and Ferrer-Rosell, 2024; Ye et al.,
2022). Thus, we propose:

H1. . Pleasurable emotional stimuli positively influence (a) congenial
experience and (b) affective experience (hedonic value).

Cognitive stimuli, such as reliable and detailed information, enable
guests to process choices analytically and increase their sense of control
(So et al., 2018; Kim, Shin, and So, 2022). In P2P accommodation,
transparent and accurate information has been shown to strengthen
intellectual engagement and utilitarian evaluations (Farmaki et al.,
2020; Ju, Back, Choi, and Lee, 2019). Thus, we propose:

H2. . Cognitive stimuli (providing useful information) positively in-
fluence intellectual experience (utilitarian value).

Positive affective experiences are key predictors of guest loyalty and
advocacy, since emotional connections often outweigh purely cognitive
judgments (Han and Jeong, 2013; Lee and Kim, 2018). Recent evidence
in P2P accommodation confirms that affective experiences strongly
shape word-of-mouth and revisit intentions, particularly during and
after the COVID-19 pandemic (Dolnicar and Zare, 2020; Jang and Kim,
2022). Thus, we hypothesize:

H3. . Positive affective experience (hedonic value) positively in-
fluences (a) positive word-of-mouth, and (b) loyalty.

Clear, rational engagement through intellectual (utilitarian)
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experiences supports positive behavioral outcomes in hospitality (Shin
et al., 2021). In the Airbnb context, guests who evaluate their stays
based on cognitive, utilitarian criteria are more likely to recommend and
return (Lee and Kim, 2018; Wang and Jeong, 2018). Thus, we propose:

H4. . Positive intellectual experience (utilitarian value) positively in-
fluences (a) positive word-of-mouth and (b) loyalty.

Congenial experiences, shaped by host friendliness and interpersonal
warmth, drive feelings of belonging and trust that extend into guests’
loyalty and willingness to recommend (Tussyadiah and Pesonen, 2016;
Lee and Kim, 2018). In the P2P setting, recent evidence confirms that
host-guest interactions and co-created experiences strengthen trust,
which in turn results in long-term commitment and positive
word-of-mouth (Liang et al., 2018; Pang, Fu, and Qi, 2024). On this
basis, we hypothesize:

H5. . Positive congenial experience positively influences (a) positive
word-of-mouth and (b) loyalty.

4.2. Moderating effect of the website

In this study, “website” refers to the peer-to-peer accommodation
platform (e.g., Airbnb) through which guests search, evaluate, and book
stays. The effects of websites have been much researched in business
studies (e.g., Baeshen et al., 2017; Pee et al., 2018). When a website
contains useful information and is both attractive and user friendly, it
can influence consumer decision making (Ashraf et al., 2019). Prior
research finds that design, quality, types, familiarity (e.g., Kaya et al.,
2019; Ku and Chen, 2015) or user experience (Castaneda et al., 2007) of
the website have a moderating effect on the relationship between con-
sumers’ attitudes towards a product/service and their purchase/usage
intention.

The website is an important part of P2P accommodation businesses
like Airbnb; for instance, Airbnb manages a website where hosts can
advertise their accommodation, and guests can post their reviews of the
accommodation experience (Guttentag, 2015). A slow website or
lengthy waiting time for web pages to download results in customers
giving up their purchases (Rajamma et al., 2009). Research indicates
that a user-friendly system (Kaur and Shukla, 2016), accurate/useful
information (Razak et al., 2016), and visual appeal (Liu et al., 2013;
Baeshen et al., 2017) are amongst the most important features of a
website. The relationship between guest perception of P2P accommo-
dation quality and overall guest experiences of staying in P2P accom-
modation can therefore be altered by these website features. The effect is
likely to be stronger for guests who perceive that the website provides
accurate information, is user friendly, and is visually attractive, but it
will be less strong for guests who perceive the website otherwise.
Therefore, we hypothesize:

H6. . A positive perception of the P2P accommodation platform web-
site moderates (strengthens) the relationship between the emotional
stimuli in P2P accommodation quality and (a) congenial experience, and
(b) affective experience (hedonic value); and

H7. . A positive perception of the P2P accommodation platform web-
site moderates (strengthens) the relationship between the cognitive
stimuli in P2P accommodation quality and intellectual experience
(utilitarian value).

4.3. Primacy of affect

When consumers devote limited cognitive resources to processing,
they are more inclined to follow their emotions rather than their rational
thoughts (Pham, 2004). In these circumstances, they prioritize
emotionally charged stimuli while neglecting to allocate enough delib-
erative resources to evaluate and reason through more cognitive stimuli
(Shiv and Fedorikhin, 1999). This is the primacy of affect (Pham et al.,
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2001). Lee and Kim (2018) found, in an Airbnb context, that the rela-
tionship between utilitarian value and guest loyalty is non-significant,
whereas the relationship between hedonic value and guest loyalty is
highly significant. Guests tend to judge P2P accommodation with an
experiential/emotional evaluation compared to factual evaluations
when judging hotels/lodging (Tussyadiah and Zach, 2015). This leads us
to speculate that consumers may indeed be more influenced by their
hearts than their heads when booking an Airbnb stay. Therefore, we
hypothesize:

H8. . Pleasurable emotional stimuli positively influence affective
experience (hedonic value) more than cognitive stimuli (providing
useful information) positively influence intellectual experience (utili-
tarian value).

Although the COVID-19 pandemic has now passed, we refer to it in
the literature review because it represented a unique disruption that
reshaped guest expectations of cleanliness, safety, and host-guest in-
teractions in P2P accommodation (Farmaki et al., 2020; Jang and Kim,
2022). Our scale, however, is not developed as a “post-pandemic” tool;
rather, the pandemic context provides theoretical relevance in high-
lighting why emotional and relational aspects of P2P quality remain
critical in shaping guest experiences today.

In sum, we propose a hierarchical model as an integrated concep-
tualization of P2P accommodation quality. Our model suggests that
guests evaluate P2P accommodation quality in two dimensions, namely,
emotional stimuli and cognitive stimuli, and each dimension is assessed
by a few sub-dimensions. Guest perception of P2P accommodation
quality has a direct effect on their experience (congenial, affective, and
intellectual) of staying in P2P accommodation. A positive experience is
likely to result in positive word-of-mouth and their loyalty to the ac-
commodation, whereas a negative experience tends to indicate the

Cognitive
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-
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588 8
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= >
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opposite. The conceptual framework is illustrated schematically in
Fig. 1.

5. Study 2: empirical investigation of the relationship between
peer-to-peer (P2P) accommodation quality, guest experiences,
and behavioral intentions (before the pandemic)

5.1. Research design

5.1.1. Questionnaire items, data collection and sample profile

Study 2 empirically tests the conceptual framework presented above
in Fig. 1. Questionnaire items are constructed based on the online re-
views that formed the clusters in the conceptual model (Fig. 2). Partic-
ipants also evaluated the P2P platform website (e.g., Airbnb) on aspects
such as ease of use, informativeness, and trustworthiness. These items
were included to capture the construct we refer to in the model as
“website”. Seven-point Likert scales were used ranging from
1 = strongly dissatisfied to 7 = strongly satisfied. We used a non-
probability convenience sampling method to collect data, as exam-
ining the whole population is impracticable. To collect data, we con-
tacted P2P accommodation organizers (following, e.g., Prayag et al.,
2018; Shi et al., 2019), tour guides, and tour operators in India to
distribute the questionnaire to guests in Airbnb accommodations. We
collected 478 responses of which 48 % were from females. Most had
used Airbnb more than five times. The largest age group was 30-39
years (38.1 %). The proportion with postgraduate education or higher
was 47 %. The top three main occupations were students (19.2 %),
office/clerical (16.9 %), and top executives/managers (16.7 %). There
are 83 items plus 12 hypotheses in the structural equation model (4.2.4)
so the sample size satisfies the requirement for five cases per free
parameter estimated (Hair et al., 2018). The online questionnaire design

Emotional
Stimuli

Affective

Fig. 1. Conceptual framework: Peer-to-Peer Accommodation Hierarchical Model. Note: H8 not shown: Pleasurable emotional stimuli positively influence affective
experience (hedonic value) more than cognitive stimuli (providing useful information) positively influence intellectual experience (utilitarian value).
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Fig. 2. Constructs and questionnaire items.

ensured there were no missing values. 2018). Twenty-six items were removed (underlined in Fig. 2) due to
cross-loading and/or low reliability. Principal component analysis
indicated 21 components with eigenvalues exceeding 1. Altogether, ten
components explained a total variance of 88.9 %, which is higher than
the recommended minimum (Hair et al., 2018). Cronbach’s alpha (be-
tween.858 and.979) confirmed that items in each factor were internally

consistent (Hair et al., 2018). The skewness and the kurtosis of the

5.1.2. Exploratory factor analysis

We employed exploratory factor analysis to purify the constructs
(Fig. 2). The Kaiser-Meyer-Olkin measure of sampling adequacy
was.887, and Bartlett’s Sphericity was significant (p <.001), confirming
the adequacy of the data for exploratory factor analysis (Hair et al.,
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remaining items were in the range —2 to + 2, thus demonstrating the
normality of the data (Byrne, 2010) (details available from the authors).

5.1.3. Confirmatory factor analysis

Confirmatory factor analysis was used to assess discriminant and
convergent validity (Anderson and Gerbing, 1988). Some error terms,
limited to first-order indicators of second-order variables where such
association was expected, were allowed to correlate (within their own
variable only) (Joreskog and Long, 1993). Results met the criteria for
model fit: o®= 8028, df= 3229, normed o= 2.49; root mean square
error of approximation=.056; comparative fit index=.910. All items
were significant, with the lowest standardized loading=.733 (p < .01).
Average variances extracted exceeded.517; composite reliability
exceeded.868. Findings suggest support for the structure of scales with
no validity concerns. The square roots of average variances extracted
exceeded the correlations between the variables.

5.2. Results

We used structural equation modelling with maximum likelihood
estimation to test the hypotheses. Fit statistics indicate good fit:
o?= 8585, df= 3357, normed o’= 2.56; root mean square error of
approximation = .057; comparative fit index= .901. The results confirm
H1 in that there were significant relationships from emotional stimuli to
congenial experience, standardized structural weight y=.169,
t = 3.104, p < .01) (H1a), and emotional stimuli to affective experience
(hedonic value) y= 0.407, t = 7.943, p < .001) (H1b), and H2, cognitive
stimuli to intellectual experience (utilitarian value) y=.379, t = 7.068,
p < .001). Affective experience (hedonic value) had an impact on pos-
itive word-of-mouth (H3a) and loyalty (H3b) (y=0.289, t = 3.938;
y=0.171, t = 6.468; respectively, both p < .001). Intellectual experi-
ence (utilitarian value) had an impact on positive word-of-mouth (H4a)
and loyalty (H4b) (y=.387, t = 8.604; y=0.230, t = 5.081 respectively,
both p < .001). However, the relationship between congenial experi-
ence and positive word-of-mouth was non-significant (H5a rejected)
(y=.060, t =1.357, p > .05). Nonetheless, there was a positive rela-
tionship between congenial experience and loyalty (H5b) (y=.096,
t =2.095, p < .05).

To evaluate the possible moderating influence of a website, multi-
group examinations were employed in SPSS/Amos. First, metric
invariance was confirmed (Aa2:67.47, Adf=65, p =.393). Repeated
multi-group analyses examining structural weights (Adf=1) did not
support the moderation hypotheses. A positive perception of the website
does moderate the relationship between emotional stimuli and conge-
nial experience, but it weakens rather than strengthens it (H6a rejected)
(Ad®=4.51, p = .034, ylow=.278, high=.035). Positive perception of
the website had no significant effect on the relationship between
emotional stimuli and affective experience (hedonic value) (H6b rejec-
ted) (Ao®=.000, p =.991, ylow=.413, high=.362), nor on the rela-
tionship between cognitive stimuli and intellectual experience
(utilitarian value) (H7 rejected) (Ad®=2.627, p = .105, ylow=.363,
high=.331). For completeness, possible moderations of all other struc-
tural weights were examined post hoc; all were non-significant. As
predicted by the primacy of affect, pleasurable emotional stimuli posi-
tively influenced affective experience (hedonic value) (y=.407,
t =7.744, p < .001) more than cognitive stimuli (providing useful in-
formation) positively influenced intellectual experience (utilitarian
value) (y=.379, t = 6.998, p < .001), although the difference did not
reach significance (H8 rejected, t = 1.081 p = .16).

6. Study 3: revising items, refining constructs, and rescaling for
peer-to-peer (P2P) accommodation quality (after the pandemic)

Study 3 aimed to understand how users perceived and experienced
P2P accommodation in the wake of changes prompted by the pandemic.
To examine Airbnb’s service quality after the COVID-19 pandemic, we
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reviewed contemporary articles and conducted a qualitative analysis to
identify the most significant and relevant shifts. Such information can
offer insights into the tangible effects of these changes and determine if
they successfully addressed users’ concerns. Subsequently, we crafted an
interview blueprint and spoke with 47 Airbnb participants from the
initial survey for a cumulative duration of 1327 min, averaging 32 min
per interview. The interview data were analysed thematically using
NVivo. Open codes were generated inductively from transcripts and
then grouped into higher-order themes. We subsequently refined the
original set of item measurements intended to gauge user perceptions of
Airbnb after the pandemic. To ensure their content and face validity,
these measurement items were evaluated by three scholars who were
professionals in the relevant field. The final model is shown in Fig. 3.

7. Discussion and conclusion

This study advances our understanding of service quality in P2P
accommodation by developing and empirically validating a hierarchical
model of guest experiences and behavioral intentions. In contrast to
prior models adapted from hotel service contexts, our framework cap-
tures both the cognitive (utilitarian) and emotional (hedonic and rela-
tional) dimensions that shape guest experiences in the P2P context,
providing a more nuanced understanding of consumer evaluations in
alternative accommodation.

The main hypotheses were confirmed. Interestingly, the website did
not have any moderating effect but had a direct effect on guest behav-
ioral intentions. The results confirm that emotional stimuli influence
congenial experience and affective experience (hedonic value), and
cognitive stimuli influence intellectual experience (utilitarian value). In
turn, affective and intellectual experience influence loyalty and word-of-
mouth. Congenial experience influences loyalty but, contrary to our
expectation, congenial experience does not influence word-of-mouth.
Guests who have had a congenial experience are likely to want to
repeat it, thus becoming loyal customers. On the other hand, prior
research found that customers who are satisfied do not bother to
communicate to others (although those who are dissatisfied are likely to
do so) (e.g., Richins, 1983; Dimensional Research, 2013). Thus, dissat-
isfied customers tend to use word-of-mouth more than those who are
satisfied. Dissatisfaction is likely to be expressed in questionnaire re-
sponses in affective experience (where it is specifically reflected) and in
intellectual experience, where specific problems are likely to be repre-
sented; both variables influence word-of-mouth. The findings demon-
strate that there is a clear and strong relationship between guest
perception of P2P accommodation quality, overall guest experiences of
P2P accommodation, and behavioral intentions. This research enriches
the theoretical understanding of how and to what extent P2P accom-
modation quality influences guests’ perceptions of P2P accommodation
and subsequently, on behavioral intentions.

Primacy of affect was supported very weakly if at all. Based on Lee
and Kim’s (2018) finding that hedonic value is significantly associated
with guest loyalty whereas the influence of utilitarian value is
non-significant, and Tussyadiah and Zach’s (2015) finding that guests
tend to judge P2P accommodation with experiential/emotional evalu-
ation compared to factual, we had expected to find that guests allocate
few processing resources when booking Airbnb, but the prominence of
the deliberative route in our model suggests otherwise. Consumers
apparently think carefully about many individual functional aspects
before booking accommodation. Even so, emotional stimuli have a
greater effect than cognitive stimuli, albeit with weak 80 % confidence,
indicating a need for further research with larger samples. The Tussya-
diah and Zach’s (2015) assertion is based only on customer reviews
mentioning emotional/experiential aspects more in regard to P2P ac-
commodation than to hotels, rather than any primacy of affect in the
decision processes. The findings illustrate the essential contribution of
our approach: only by correctly specifying the stimuli that consumers
consider appropriate can their effects and the mechanisms of the model
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Fig. 3. Final model. Notes: Standardised path coefficients (t-values); c>= 9185, df= 3607, normed c?>= 2.55; root mean square error of approximation=.057;
comparative fit index= 897; Paths from Website added post hoc must be viewed with caution.

(i.e., the theory) be studied effectively.

On the basis of prior research (e.g., Ku and Chen, 2015; Kaya et al.,
2019), we had expected positive perceptions of the website to
strengthen the relationships between consumers’ attitudes towards the
service and their purchase/usage intention, but the moderation hy-
potheses were not supported. More accurate information not only does
not necessarily strengthen the relationship between attitudes and
intention but can even weaken it; if (as our results suggest) consumers
want to carefully consider details before taking accommodation de-
cisions, then a good quality website itself can have a relatively greater
influence than the other stimuli. Ample evidence suggests that the
website is an important influence on consumer behavior (e.g., Pee et al.,
2018; Ashraf et al., 2019), so post-hoc, we investigated the direct in-
fluences of website perceptions on loyalty (y=0.135, t = 2.948, p < .01)
and word-of-mouth (y=0.395, t = 8.188, p < .001), and we found both
to be significant. Fit statistics and path loadings changed only margin-
ally from those in the hypothesis tests, so in the interests of brevity, full
details of the tentative revised model are not reported here, but a
summary of the final model is illustrated in Fig. 3.

This study initially examined online reviews of guests staying in P2P
accommodations, which demonstrate that the actual constructs for P2P
accommodation quality are more detailed and richer in dimensions.
Structural equation modelling was subsequently employed to analyse a

questionnaire survey among frequent P2P accommodation guests,
which confirmed the model. This new model illustrates transparently
how and by what P2P accommodation attributes guest behavioral in-
tentions are influenced. This work is prescient, with data having been
gathered at what was possibly the last opportunity for a while to
generate a model in sufficiently stable conditions, a time before Airbnb
in particular (bookings down 96 %, Dolnicar and Zare, 2020), P2P ac-
commodation in general, and much else in the business world was
thrown into confusion by COVID-19.

Brian Chesky, one of the founders of Airbnb, described the pandemic
as ‘a reset for everything and everyone. Airbnb needs to change. ...
[following] trauma, complete madness and panic’ of a shutdown that
brought over $1 billion of cancellations plus huge expenditure refunding
of user deposits and compensation claims from hosts (Chesky, 2020, p.
14). The company has only survived by raising $2 billion from investors.
Chesky acknowledges that one idea to help Airbnb’s recovery ‘is a rat-
ings system that tells guests how attentive the hosts will be’ (ibid., p15).
This current work details the issues that are most important to guests in
Airbnb’s success (Fig. 2); these suggest not only host competencies but
much else besides as components for a proposed ratings system. The
result may be a rapid re-expansion of the use of what Chesky described
as Airbnb’s new ‘back to the basics ... everyday people who host in their
homes’ strategy (ibid., p15), which, following the lifting of restrictions,
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were expected to return to pre-pandemic levels (Dolnicar and Zare,
2020).

7.1. Theoretical implications

This study offers several important theoretical contributions to the
literature on service quality and P2P accommodation. First, it extends
traditional service quality frameworks by developing a hierarchical
model that integrates cognitive and emotional stimuli to explain guest
experiences and behavioral intentions in the P2P context. Whereas most
prior research adapted hotel-centric models (e.g., SERVQUAL) with
limited sensitivity to platform-mediated, informal service exchanges,
this model captures the multidimensional nature of guest evaluations
shaped by both utilitarian and hedonic dimensions (Schmitt, 1999).

Second, our research provides sound conceptualizing and valid
measurements of P2P accommodation quality by assessing the guests’
perspective across a series of studies. This provides deeper insights into
how accommodation quality is perceived by guests in the P2P context.
The study indicates that only by correctly specifying the stimuli that
consumers consider appropriate can their effects and the mechanisms of
the model (i.e., the theory) be studied effectively. In addition, by using
empirical data from Airbnb users, the study contributes to the existing
P2P accommodation research that primarily deals with hosts’ responses
to the pandemic (Jang and Kim, 2022; Volgger et al., 2019).

Third, the identification of specific rather than general indicators for
the latent variables have facilitated precision in our model; this has
allowed us to take two important knowledge steps that have substantial
implications for theory. First, hedonic and utilitarian values were sig-
nificant. In line with primacy of affect theory, pleasurable emotional
stimuli positively influence affective experience (hedonic value) more
than cognitive stimuli (providing useful information) positively influ-
ence intellectual experience (utilitarian value), but there are no statis-
tical differences between them. P2P accommodation guests allocate
considerable processing resources to, and take into consideration in
decision making, cognitive cues (deliberative route: Brakus et al., 2009;
Dennis et al., 2014), and emotional cues (experiential route: Brakus
et al., 2009; Akarsu et al., 2020), which we had expected to have pri-
macy in Airbnb choices (Lee and Kim, 2018; Moon et al., 2019). Both
routes are significantly important. Second, perceptions of the website do
not moderate paths in the model but, rather, influence consumer
behavior directly.

Fourth, through empirical research, we model the mechanism by
which dimensions of P2P accommodation quality affect guest experi-
ences and, through that, behavioral intentions of word-of-mouth and
loyalty. By expanding prior service quality studies in the tourism and
hospitality industry (e.g., Huang et al., 2020; Li et al., 2020) and linking
them to guest experiences and behavioral intentions (e.g., Liang et al.,
2018; Ranjbari et al., 2020), we respond to recent calls for more sys-
tematic analysis and additional research methods to estimate the value
of each attribute of P2P accommodation and their effects on
decision-making (Dolnicar, 2019; Heo et al., 2022; Yan & Gong; Volgger
et al., 2019). This contributes to a deeper understanding of the rationale
behind consumer choices. In addition, the inclusion of website quality as
an independent driver of loyalty and word-of-mouth adds nuance to the
growing literature on platform intermediation in tourism (Farmaki
etal., 2020; Sainaghi and Baggio, 2020). Rather than functioning simply
as an information interface, digital platforms act as affective and expe-
riential environments that co-produce trust, confidence, and behavioral
intentions (Xu et al., 2023).

Finally, by incorporating pre- and post-pandemic data, the study
responds to recent calls for longitudinal and crisis-sensitive research in
the sharing economy (Brouder, 2020; Jang and Kim, 2022). Prior studies
have mainly focused on the positive role of P2P accommodation markets
as a form of sharing economy (e.g., Ozuna and Steinhoff, 2024), and
have explored the pandemic context as a disruption of this evolution in
the tourism sector by means of P2P accommodation. However, previous
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studies have not considered the shifts in guest perceptions before and
after the pandemic in P2P accommodation. This study fills this gap by
running three studies, comparing before and after the pandemic,
providing further evidence of the validity and applicability of our pro-
posed framework.

7.2. Practical implications

This study provides actionable insights for multiple stakeholders in
the P2P accommodation sector. For hosts, the findings emphasize the
need to balance functional performance (e.g., cleanliness, safety, con-
venience) with emotional engagement (e.g., warmth, personalization,
social connection) to create comprehensive guest experiences. Investing
in the relational dimension (congeniality) fosters loyalty, while affective
and intellectual experiences stimulate both loyalty and word-of-mouth
behaviors. Hosts should include in marketing communications as
much detail as possible of the cognitive and emotional benefits, ranging
from the landscape to the Wi-Fi, from friendliness to privacy, and many
more as well as congenial, affective and intellectual experiences, using
items in Fig. 2 as a toolkit.

In addition, our model is hierarchical, in that guests progress in a
linear fashion from one stage to the next. The main practical advantage
of recognizing the hierarchy is that it enables hosts to identify, address,
and recover from any weaknesses or unmet guest needs at the primary
stage, thus improving service provision and guest satisfaction and
beyond in the later stages. Meeting and exceeding guest needs and ex-
pectations can enhance online reputation, which, in turn, increases the
occupancy rate (Leoni et al., 2020), thus helping rebuild the P2P ac-
commodation market in the post-COVID era.

For platform operators, the strong independent effect of website
quality on behavioral intentions suggests that investments in user
interface design, search functionality, trust-building features, and
transparency policies can directly enhance guest retention. The website
operates not only as a transactional tool but as a co-created experience
space that shapes both consumer expectations and behavioral outcomes.

Finally, for policymakers and destination managers, the study
highlights how P2P accommodation has matured into a hybridized
service form that blends professionalized standards with informal,
relational hosting practices. The findings offer insights to local govern-
ments on how to adopt a structured and multi-dimensional approach to
P2P accommodation quality to manage the implications of the pandemic
crisis, work towards the recovery of the industry, and prepare for any
future crisis because a static, one-sided approach cannot reflect the
multidimensional nature of P2P accommodation quality in local com-
munities (Jang and Kim, 2022). Post-pandemic shifts in guest expecta-
tions related to safety, health protocols, and responsive communication
underline the need for regulatory frameworks that preserve host au-
tonomy while ensuring consistent guest protection, ultimately sustain-
ing trust in the platform economy (Xu et al., 2023).

7.3. Limitations and future research

This study has some limitations that suggest further avenues of
research. First, while this study employed a multi-phase method design,
the quantitative data were collected within a single research context
(India), which may limit the generalizability of the findings to other
cultural and institutional environments where P2P accommodation
operates under different socio-economic conditions (loannides et al.,
2019). We suggest replication of this research in other countries.

Second, the research is largely exploratory in as much as the con-
structs of the model were purified by exploratory factor analysis using
the same sample as was used for the structural equation model.
Furthermore, the model was modified post hoc to account for the in-
fluence of the website. Confirmatory research is recommended.

Finally, while the study focused on guest perspectives, future
research could explore multi-stakeholder perspectives, including host
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experiences, platform strategies, and local community responses to the
continued expansion of P2P accommodation. Such studies would offer a
more holistic understanding of how service quality is co-produced
within complex systems that characterize platform-mediated tourism.
Along these lines, emotional stimuli appear to have a greater effect than
cognitive stimuli, albeit with very weak 80 % confidence. A larger
sample size would resolve the significance issue.
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Emotional Stimuli (Formative)
Environmental Design

Quietness

Host Competencies
Interpersonal skills

Willingness

Staff Behavior
Interpersonal skills

Task performance

Cognitive Stimuli (Formative)
Cleanness

Security

Location attraction

The accommodation provided good isolation.

The overall presentation was attractive.

The arrangements were convenient.

The accommodation looked promising.

The view was enjoyable.

The surroundings and neighborhood were pleasant.
The furniture was comfortable.

The accommodation had green areas.

The decoration was appealing.

The accommodation offered a play area.

The accommodation was calm.
The area was not crowded.
There were no disturbances during my stay.

The host was cooperative.

The host communicated clearly.

The host was friendly.

The host was welcoming.

The host provided constant care.

The host was polite.

The host was generous.

The host was passionate about hosting.

The host was helpful.

The host demonstrated hospitality.
The host was responsive.

The host was attentive.

The staff were friendly.
The staff were warm.
The staff were caring.
The staff were polite.

The staff shared information clearly.

The staff were supportive.

The staff were helpful.

The staff were prompt in their service.

The staff were reachable and in touch when needed.
The staff were flexible.

The staff were timely in their service.

The staff provided follow-up when necessary.

The accommodation was hygienic.
The accommodation was neat.
The accommodation was tidy.

The accommodation provided privacy.

The accommodation felt safe.
The accommodation was peaceful.

(continued on next page)
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Customer needs

Distance/Convenient

Host Competencies
Task performance

Property location

Facilities

Overall guest experience of staying P2P accommodation
Congenial experience
Habitual feeling

Relaxation

Affective Experience (Hedonic Value)

Intellectual Experience (Utilitarian Value)

Website

Behavioural intentions
Word-of-mouth

11

The location offered access to rivers/beaches.
The landscape was appealing.

The property were attractive.

The location offered access to nightlife.

The accommodation met the needs of families.

The accommodation met the needs of children.

The accommodation met the needs of elderly people.
The accommodation met the needs of groups of friends.

The accommodation was convenient for shopping, local markets, and restaurants.
The accommodation was convenient for public transport.

The accommodation was close to attractions, beaches, or parks.

The accommodation was close to tourist places.

The accommodation felt like my own home.

The host showed continuous availability.

The host anticipated my needs.

The host showed commitment even when not present.
The host addressed all my needs and requests.

The host was good at planning.

The accommodation was in a central location.

The accommodation was in the heart/center of the city.
The location had heritage value.

The location had a retro character.

The locality was favorable.

The accommodation was in the best place in the city.
The location was traditional or antiqueue.

The accommodation provided good amenities (e.g., pool, parking).
The rooms and bedrooms were comfortable.

The kitchen utensils were sufficient.

The accommodation included necessary essentials.

The accommodation had reliable Wi-Fi.

The housekeepers provided good service.

The linen was clean.

I felt right at home during my stay.

The accommodation was suitable for a family reunion.
The accommodation provided everything I have at home.
The accommodation gave me a warm, homely feeling.
Attention was paid to small details that enhanced my stay.

The accommodation was family friendly.

The accommodation was comfortable.

The atmosphere was pleasant.

The accommodation was pleasant for children.

The accommodation was peaceful.

I felt relaxed during my stay.

The accommodation was appropriate for elderly guests.

I was satisfied with my stay.

My stay was amazing.

I loved the accommodation.

The accommodation exceeded my expectations.

I was pleasantly surprised by the accommodation.
1 enjoyed my stay.

This was the right place for a vacation.

The accommodation offered unlimited enjoyment.

The price of the accommodation met my expectations.

The accommodation offered good value for money.

The accommodation provided the maximum benefit for what I paid.
There were no problems or issues during my stay.

The host provided extended hospitality.

The website provided an accurate description of the accommodation.
The booking process on the website was user friendly.
The website had strong visual attraction.

I would recommend this accommodation to others.

(continued on next page)
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Guest perception of Peer-to-Peer accommodation quality

Loyalty

I would share my experience of staying here with others.
I would comment positively on the quality of this accommodation on social media.

I would bring family and friends along next time.
I would stay longer in the future.

I did not want to leave this accommodation.

I am looking forward to coming back.

I would not hesitate to come back.

I would visit this accommodation again.

Data availability
Data will be made available on request.
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