Examining the Antecedents and Consequences of Trust toward peer to peer
Accommodation.

Abstract
The theoretical understanding of peer to peer (P2P) accommodation has received much
attention over the years; however, relatively little attention has been directed towards trust in
peer to peer accommodation. Thus, the purpose of the present study is to develop and
empirically test a model to understand the antecedents and consequences of guests trust toward
peer to peer accommodation in the Egyptian context. Data collected from 793 respondents were
analysed through partial least squares- structural equation modelling (PLS-SEM) to test the
proposed model. The findings indicate that our unified framework includes a satisfactory level
of prediction power for guests’ intention to use peer to peer accommodation and actual
booking. Finally, overall trust leads to greater intention to book for males and older guests.
This study contributes to the existing theory and practice by providing useful insights about the
drivers and outcomes of guest trust toward peer to peer accommodation.
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1. Introduction
The rapid development of peer-to-peer accommodation business leads to great development
in the hospitality and tourism context (eMarketer, 2017; Fortune, 2017; Skift, 2017; Tussyadiah
and Pesonen, 2016; Garau-Vadell et al., 2018), and hence, it considers one of the top priorities
for practitioners and researchers in the area (Heo, 2016; Karlsson and Dolnicar, 2016; Cheng,
2016; Tussyadiah, 2016; Tussyadiah and Park, 2018; Abrate and Viglia, 2017). In the context
of peer-to-peer property rental, guests and hosts find each other online through platforms such
as Airbnb and then meet face to face during the delivery of the service. Guests to make a proper
decision regarding the reservation process, they face some issues not only related to the
property attributes, but also the host characteristics (Tussyadiah and Park, 2018).
Since trading in a peer-to-peer marketplace is conducted between strangers, consumers and
peer-to-peer accommodation hosts face information asymmetry as well as various risks,
including economic and security risks (Ert et al., 2016; Lyu et al., 2018). More importantly,
the sharing economy often involves multi-stage interactions that occur not only online, but also
in offline environments, as opposed to typical retail websites where consumers simply
communicate with sellers online a single stage interaction (Ellison and Hancock, 2013).
Therefore, trust is considered a unique feature of the sharing system and, thus, is vital in peerto-peer accommodation research (Wu et al., 2017; Martin-Fuentes et al., 2018). Indeed,
connecting people and creating trust are considered the fundamental components in shaping a
reliable environment of collaboration (Mazzella et al. 2016). However, while tourism studies
have focused on identifying the drivers and inhibitors of using peer-to-peer systems (e.g.,
Gansky, 2010; Tussyadiah and Pesonen, 2016; Zekanovic-Korona and Grzunov, 2014), studies
on understanding how trust is formed in the peer-to-peer based sharing is still limited (Wu et
al., 2017; Cheng, 2016). In particular, researchers in the field of tourism and hospitality suggest
that sharing economy would mainly change the future of tourism and hospitality industry
(Tussyadiah and Park, 2018).
In the context of peer-to-peer accommodation, Wu et al. (2017) pointed out that trust lack
considers one of the biggest issues among guests and hosts. Ert et al (2016) pointed out that
trust in host plays an important role in hosts’ decision making to book a particular property
across the platforms of peer-to-peer. Prior studies have investigated the effect of consumer trust
in service provided on customer decision in traditional service context (Johnson and Grayson,
2005; Coulter and Coulter, 2002), in particular in the hospitality and tourism industry (e.g. Liu
and Zhang, 2014; Wang et al., 2015). In the sharing economy context, in particular peer-to2

peer accommodation platforms, trust in host and trust in platforms play a critical role in
booking process (Hong and Cho, 2011; Chen et al., 2009; Pavlou and Gefen, 2004; Tussyadiah
and Park, 2018). However, an empirical study about peer-to-peer accommodation, particularly
in relation to the drivers and outcomes of trust in peer-to-peer accommodation, has been
relatively modest (Tussyadiah and Park, 2018). As such, it is timely to undertake an empirical
study on trust in peer-to-peer accommodation to advance the field.
Therefore, the present study adopts a distinctive approach to this topic: it develops and
empirically tests a comprehensive framework. This contributes to the current literature since,
no similar approach has ever been taken. The questions that arise are, why do guests trust peer
to peer accommodation? Does trust toward peer to peer accommodation affect guests’
intentions to book? The present research attempts to provide an answer to these questions.
Overall, the objective of the study is to examine the antecedents and consequences of guest
trust toward peer to peer accommodation by integrating website feature perspective,
personality perspective, interpersonal transactions perspective, and institutional feature
perspective, and guests’ attributes into one model. While past literature has examined the
influences of website quality, trust, likability, privacy/security, and propensity to trust on
purchase intention (e.g., Chiu et al., 2012; Yoon and Occeña, 2015; Gao and Waechter, 2017;
Oliveira et al., 2017), little studies have been done to combine these predictors of consumers
trust and purchase intention and to test the moderating effects of guests attributes on the
relationships between overall trust and intention to book. This study believes that the findings
of this study may help both academics and practitioners gain insights into how to develop
consumers trust and promote consumers’ purchase intention.

2. Theoretical Background and Hypotheses Development
2.1 Trust in the Sharing Economy
Prior studies investigate trust across various contexts such as social psychology, sociology,
anthropology, and psychology (Beldad et al., 2010). In the marketing discipline, trust has been
investigated primarily in relationship marketing environment (Doney et al., 1998; Morgan and
Hunt, 1994). In seller-buyer relationship studies, trust in a salesperson develops over time and
is based on a customer's perception about a salesperson trustworthiness, honesty, and reliability
(Doney et al., 1998; Anderson and Narus, 1990). To understand trust in an e‐commerce
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environment, McKnight and Chervany, (2002) developed a trust typology for e‐commerce that
integrates the trust views of multiple academic disciplines, thereby making the concept of trust
more fine‐grained. In their typology, they distinguish disposition to trust, institution‐based
trust, trusting beliefs, trusting intentions, and trust‐related behaviours. These concepts provide
a useful overview of how trust is examined across studies, because they serve as a tool to
classify the different ways in which trust has been measured.
Trust is important in situations of risk, uncertainty, and interdependence (McKnight and
Chervany, 2002). These three elements are very prominent in the sharing economy. Think of,
for example, Airbnb hosts who can experience severe damage to their properties or theft of
personal belongings (Devine, 2014). These concerns raise difficult consumer protection issues
because the sharing economy does not fall neatly into traditional legal categories (Katz, 2015);
the result is legal grey areas and regulatory uncertainty (Ranchordás, 2015). This can cause a
lack of trust in participating in the sharing economy (Hawlitschek, Teubner, and Weinhardt,
2016) and might erode future transactions
For the present study purpose, The current study used the trust definition as “the willingness
of a party to be vulnerable to the actions of another party based on the expectation that the other
will perform a particular action important to the trustor, irrespective of the ability to monitor
or control that other party” (Mayer et al., 1995, p.715). In the context of peer to peer
accommodation, hosts and guests present vulnerability and have expectation on the other party
behaviour (Huurne et al., 2017). In the online environment, trusting beliefs has been
categorised into three dimensions: ability, benevolence, and integrity (Mayer et al., 1995;
Gefen and Straub, 2004; Wu et al., 2017). Our study has identified three dimensions of trusting
beliefs; Ability is defined as the perception of guest about the competence and knowledge of
host salient to the intended behaviour (Mayer et al., 1995; Lu et al., 2010). Benevolence is
defined as the guest believes that the host intend to care about them (Lu et al., 2010; Mayer et
al., 1995). Integrity can be defined as the extent to which hosts act in line with social norms
and adhere to principles that guest accepts during and after the transaction, such as
dependability and credibility (Lu et al., 2010).
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2.2 Drivers and Outcomes of Trusting Beliefs in peer to peer Accommodation
A successful e-commerce website is one that magnetizes customers, makes them feel the site
is trustworthy, dependable, and reliable (Liu and Arnett, 2000). Although trust in the online
environment has several drivers and outcomes (see, Shankar et al., 2002; Beldad et al., 2010;
Agag and El-Masry, 2016b), this study focus on website feature perspective, personality
perspective, interpersonal transactions perspective, and institutional feature perspective as the
drivers and on behavioural intention as the key outcome due to the potential practical
implications that has been demonstrated previously. Based on previous studies in tourism and
hospitality context, we chose website feature perspective, personality feature, interpersonal
transaction, and institutional feature (see Figure 1).

2.2.1 Website feature perspective
Jeong et al. (2003) first introduced the concept “website quality” into the hotel industry. The
researchers defined hotel website quality as “the overall excellence or effectiveness of a
website in delivering intended messages to its audience and viewers” (p. 162). However,
website quality is a key factor in e-commerce because the customers’ perceptions of website
quality positively and directly impact their purchase intentions (Chang et al., 2014). With
regard to website quality, Li et al. (2017) investigated the usability of hotel websites. Ma et al.
(2008) claimed that website functionality is the most influential factor in determining the
success of hotel websites, including the usage and purchase intention of a consumer. Ip et al.
(2012) adopted a sophisticated approach to analyse the weights of hotel website functionality.
The results demonstrated that “reservation information” is the most important criterion of hotel
website functionality.
Website quality describes the positive evaluation of consumers of a website characteristics,
ensuring it reflects the website excellence and meets the customer needs (Aladwani and Palvia,
2002). Website quality represents the website features that comprises service quality,
information quality, and system quality (Zhong and Ying, 2008). Prior studies pointed out that
website quality considers a multidimensional factor includes information quality, service
quality, system quality, ease of use, and security (Agag and El-Masry, 2016a; Aladwani and
Palvia, 2002; Urban et al., 2009; Hoffman and Novak, 2009). Prior studies revealed an
empirical evidence on the link between website quality and consumer trust (Yoon and Occeña,
2015; Agag and El-Masry, 2017b).
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Flavián et al (2006) pointed out that a website likability includes consumer ability to manage
the system, the website design efficiency, consumer general satisfaction, and the degree of error
avoidance. Roy et al (2001) found that usability of a website has a significant influence on
consumers trust. Prior studies found that a website likability involves consumer friendliness
and ease of use, which is a key role that effects on consumer trust (Huang and Benyoucef,
2013; Oliveira et al., 2017).
In the online context, online service provider is faceless and unidentified for consumers, so
the vendor website interface becomes the "online storefront" that formed first impressions of
consumers (McKnight and Chervany, 2002). One of the main variables affecting customer's
intentions to buy in the online context is risk perceptions (Oliveira et al., 2017). For instance,
consumers feel safe only when they search for their needs, but they have not completed the
transaction on the internet because of their beliefs regarding the absence of integrity between
the web sellers, and the web environment has no security or privacy (Oliveira et al., 2017).
Consequently, paucity of security and privacy, which arose from the guest's negative feelings
regarding the unsafe of using peer-to-peer accommodation platforms, expected to influence
guest trust (Agag and El-Masry, 2016b; Ponte et al., 2015). Thus, it is decided to rule out
website quality, likability, and lack of privacy/security as a guest trust drivers from our
conceptual framework. Therefore,
H1: website quality has a positive influence on guest perception of the host: (a) integrity; (b)
ability, and; (c) benevolence.
H2: Likability positively influence guest perceptions of the host: (a) integrity; (b) ability, and;
(c) benevolence.
H3: lack of privacy/security negatively influence guest perceptions of the host: (a) integrity;
(b) ability, and; (c) benevolence.

2.2.2 Personality perspective
Many cognitive psychologists consider trust as a consumer personality trust (Yoo and
Occeña, 2015). Personality to trust refers to the extent that a person demonstrates a consistent
tendency to be willing to depend on others across a broad spectrum of situations and persons
(McKnight and Chervany, 2002). Customers with a high propensity to trust perceive the risk
to be less and thus have more confidence in online transactions. Studies have provided
sufficient evidence that individuals differ considerably in their general propensity to trust other
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people because of cultural backgrounds, personality types, religious beliefs, and past
experiences (Rouibah, Lowry, and Hwang., 2016).
Trust is formed during childhood as a baby gets assist from their parents, leading to the
propensity to trust others (Rotter, 1967). Therefore, consumers’ backgrounds and culture
influence on consumer propensity to trust (Cheung and Lee, 2006; Hofstede, 1980). Consumers
who have a high level of intention to trust people are more likely to have high level of trust
toward online buying compared to customers who do not have intention to trust others (Yoo
and Occeña, 2015). Gong (2009) pointed out that consumer from high trust culture has a high
propensity trust others. Thus, consumers have different level of propensity to trust according
to their culture or experience that might effect on trust in online vendor (Yoon and Occeña,
2015). Trust stance refers to consumer beliefs that he/she will obtain better interpersonal
outcomes by interacting with others in any case of whether people are trustworthy or not
(McKnight and Chervany, 2002). Consequently, the rational guests are sharing their own
information with peer to peer accommodation platforms only if they trust this online host
(Palvia, 2009; Oliveira et al., 2017).
Consumer propensity to trust includes two dimensions: 1) trust stance, consumer’s intention
to rely on others and 2) faith in humanity, consumer believes that others are reliable (McKnight
and Chervany, 2002). For instance, if customers have high intention level to trust, they are more
possibly to trust people (Hu et al., 2010). Previous studies revealed an empirical evidence on
the association between natural propensity to trust and consumer trust (Yoon and Occeña,
2015; Gefen and Straub, 2000). However, Kim et al (2009) asserted that natural propensity to
trust has no influence on consumer trust in online service providers. Consequently, it is
valuable and meaningful to investigate this specific association in the present study. Therefore,
H4: Guest natural propensity to trust positively influence guest perceptions of the host: (a)
integrity; (b) ability, and; (c) benevolence.

2.2.3 Interpersonal transaction perspective
Based on social network theory, trust can be transmitted from one consumer to another
consumer (Sih et al., 2009). Others may influence a consumer trust level and the
communication informal channels can play a key role in sharing information about product
when the products are not easy to assess (Granovetter, 1973). In the online context, information
asymmetry may result in paucity of customer trust in e- vendor (Yoon and Occeña, 2015). As
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seller and buyer are separated by distance and time, buyer can use sellers descriptions in order
to evaluate items online (Ghose et al., 2009). Reputation can be used in order to mitigate the
issue of information asymmetry (Kauffman and Wood, 2000). Therefore, a good online vendor
reputation result in enhancing consumer trust in online service provider regardless any
experience in the online context (Jones and Leonard, 2008). Firm reputation represent a key
role in developing customers trust in the online travel industry (Agag and El-Masry, 2016b;
Oliveira et al., 2017). Beldad et al (2010) stated that a positive reputation lead to trusting
association among the firm and customer, while a negative firm reputation result in reducing
trusting association among customers and firm. Thus,
H5: Other’s trust of a consumer/seller (i.e., WOM and reputation) positively affect guest
perceptions of the host: (a) integrity; (b) ability, and; (c) benevolence.

2.2.4 Institutional feature
Companies use its own website as an important means to communicate its service assurances
with its customers. Company uses this service assurance in order to enable its customers to
derive a sense of positives outcomes and certainty on their transactions with the company. Prior
studies term this notion as institution-based trust. Zucker (1986, p. 1842) defined institutionbased trust as “one believes the necessary impersonal structures are in place to enable one to
act in anticipation of a successful future endeavour”.
Internet users unwilling to provide electronic payments information or personal information
online as they do not trust online shopping (Ponte et al., 2015). Agag and El-Masry (2017a)
pointed out that more than 87% of Internet users are concerned about privacy and security in
e-commerce because they do not trust online shopping. Consequently, trust in online service
providers plays an important role in transactions online (Jones and Leonard, 2008; Wang et al.,
2016). Therefore, third party recognition can decrease customers perceived risk about privacy
and security issues through e-transactions (Jones and Leonard, 2008). When consumer see a
web assurance seals on the online service providers’ websites, they are more likely to make
online purchasing (Wang et al., 2016; Yoon and Occeña, 2015).
Although technological mechanisms for securing payments and the protection of identity
have improved online security, it does not adequately increase customers’ faith in online
transactions since people are still reluctant to purchase online. This is why hotels tend to rely
on third party seals. Third party seals are typically represented by logos of a trusted independent
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third-party agency (e.g., Verisign.com) that sets standards for the handling of customer data
and ensures the reliability, security, and confidentiality of online transactions. Third party seals
convey positive impressions that serve as associations to strengthen the consumer’s belief that
the trustee has positive attributes that are beneficial to the truster (Lowry et al., 2008). They
also contribute to reducing customer perceived risks, providing them assurance that a website
discloses and follows its operating practices, and handling payments in a secure and reliable
way. They also show that it complies with a privacy policy that says what it can and cannot do
with personal data it has collected online (Kim et al., 2008). Third party seals also encourage
consumer confidence in conducting online transactions (Grabner-Kräuter and Kaluscha, 2003).
Prior studies pointed out that security, integrity, and privacy issues represent three major
obstacles in online transactions (Hu et al., 2010; Kim et al., 2011). Third party recognition like
website assurance seals can be used to decrease these concerns. For example, a privacy
assurance can be utilised to decrease perceived risk of consumers personal information leaking
through websites, a third party supports assurance seal of privacy ensuring any websites has its
symbol in line with the standards of its privacy. Many online service providers utilise a third
party recognition to point trustworthiness to consumers and this website seal has guarantees to
reassure the consumers (Wu et al., 2010; Hu et al., 2010). Third party recognition is a key
driver of consumer trust and reduces customer perceived uncertainty (Oliveira et al., 2017; Wu
et al., 2010; Gefen et al., 2003; Hu et al., 2010). Therefore, third party recognition expected to
influence guest trust in e-host. Therefore,
H6: Third party recognition positively influence guest perceptions of the host: (a) integrity;
(b) ability, and; (c) benevolence.
2.2.5 Trusting beliefs, overall trust, and intention to book
Researchers agree that in a relationship, one party tends to have overall trust toward the
other. Overall trust refers to general trust (Chen and Dhillon, 2003; Fang et al., 2014), which
is not related to a specific behaviour of the other party, or any component of trust Chen and
Dhillon, 2003). Chen and Dhillon (2003) have identified three dimensions of consumer trust in
online vendor that influence how people evaluate exchanges: integrity, ability, and
benevolence. Integrity can be defined as the perception of trustor that trustee acts in accordance
with social norms and stand by a set of principles that the trustor accepts during and after the
transactions, such as credibility and dependability (Lu et al., 2010; Mayer et al., 1995). Ability
refers to trustor’s perception of trustee’s competence and knowledge salient to the expected
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behaviour (Lu et al., 2016; Mayer et al., 1995). Benevolence refers to the extent to which a
trustee is believed to intend to do well to and care about the trustor, beyond its own profit
motive (Lu et al., 2016, Mayer et al., 1995). A benevolent trustee would help the trustor with
beneficial motives, even if the trustee has no reward from being helpful. Benevolence
represents faith and altruism in an association, which places it against opportunistic behaviours.
Bélanger et al. (2002) define trustworthiness as the perception of confidence in the electronic
marketer’s ability, benevolence, and integrity. Evidence for the link between trusting beliefs
and consumers trust toward the online vendor is reviewed elsewhere (Alfina et al., 2014). Chen
et al (2015) also found a strong relationship between online services providers’ integrity,
ability, and benevolence, and consumers trust towards the online seller. Logically, if one
believes that the other party is benevolent, competent, honest, and predictable, one is likely to
form a trust toward that person. Therefore, trusting beliefs will positively impact consumers
trust toward the online services providers. At a more general level, the literature that links
trusting beliefs to trust toward online services providers supports this relationship (e.g.,
McKnight and Chervany, 2002; Ter Huurne et al., 2017). Fang et al (2014) discusses evidence
that trusting beliefs and trust toward the online seller tend to stay consistent. They should be
especially consistent at first, when one has no experiential basis not to believe the other person
is trustworthy. Also, a seller's perceived social capital, ability, and integrity are attributes that
have a significant impact on the feeling of trust towards the seller (Alfina et al., 2014; Chen,
Lou, et al., 2015). Indeed, empirical support has been found for the effect of trusting beliefs
(i.e., ability, benevolence, integrity) and consumers trust toward online vendor (e.g. Teo and
Liu 2007; Chen, Lou, et al., 2015; Chen and Dhillon, 2003; Gao and Waechter, 2017; Oliveira
et al., 2017). When a host has trustworthy characteristics (i.e., ability, benevolence, integrity),
guests are more likely to form trust toward the host.
According to Palvia (2009), trust represents a key requirement for establishing the long-term
business association with consumers, especially in the online environment as it achieves mutual
benefits for both vendors and consumers. Chiu et al (2012), Oghazi et al (2018), Hsu et al
(2015), and Agag and El-Masry (2016b) confirmed that consumers' trust toward online vendor
is a key role in understanding consumers' purchase intentions. Moreover, behavioural intention
is the most predictor of actual behaviour in prior studies conducted in different contexts,
including online banking (Yu, 2012), collaboration technology (Brown et al., 2010), mobile
internet (Venkatesh et al., 2012). Therefore, stronger guests’ intentions to use peer-to-peer
accommodation will result in a higher determination to engage in actual behaviour. Thus,
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H7: Guest perceptions of the host: (a) integrity; (b) ability, and; (c) benevolence positively
influence guest overall trust.
H8: Guest overall trust positively influence guest intention to book accommodation.
H9: Guests’ intention to use peer-to-peer accommodation has a positive influence on their
behaviour to use peer-to-peer accommodation.
2.2.6 The Moderating Effect of Guest Attributes (Age, Gender, and income).
In order to build trust in peer-to-peer accommodation, hosts need to know some other
information about guests such as Age and gender that can reduce information asymmetry and
decrease other dissatisfaction that can take place when guests and hosts communicate in the
peer-to-peer platforms (Ufford, 2015). Despite, these essential features of guests in peer-topeer accommodation are less researched. The role of age, gender and income in online
behaviour has caught the attention of researchers in tourism and hospitality management and
marketing as age, gender and income are considered key variables for market segmentation
(Lee and Kim 2018; Samuel et al., 2015). Although younger and men have long been linked
with e-commerce and older or women have been described as negative consumers in online
shopping, older or women have utilised online shopping more than ever before (Hernández et
al., 2011). However, prior studies in online context have ignored the influence of age and
gender on consumer behaviour (Eid, 2011; Kang and Kim, 2012; Lai et al., 2012). The role of
age, gender and income in consumers behaviour has been a subject of interest in tourism and
hospitality management and marketing as age, gender and income are considered key variables
for market segmentation (Lee and Kim 2018; Samuel et al., 2015).
In the online environment, trust in online vendor has a greater effect on intention to purchase
for women than men (Awad and Ragowsky, 2008). Samuel et al (2015) asserted that gender
moderates the relationship between consumer experiences, trust, and repurchase intentions.
Their results revealed that consumers experience positively effect on trust for males; while trust
has a greater effect on intention to purchase for males. Similarly, Karlsson et al. (2017)
identified consumers’ different reactions to service providers of different genders. Lee and Kim
(2018) found the moderating effects of gender on level of involvement in accommodation
decisions.
Previous research has suggested that age is a critical demographic variable that moderates
the relationships between consumers' perceptions of technology and their behavioural
intentions (Tarhini, Hone, and Liu, 2014). Although previous research has not shown clear
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results regarding the moderating effect of age between consumers trust and consumer
behaviours, some research has suggested the importance of including age as a moderator (Kirk,
Chiagouris, and Gopalakrishna, 2012). However, the role of age in the relationships among
consumers trust and behavioural intentions has not been extensively studied. This study
proposed age moderates the impact of consumers trust on behavioural intentions. We assume
that overall trust leads to greater intention to book for older guests. We consider that guest
income has an effect on consumers intention to purchase online, as previous research has
demonstrated, people with high incomes perceive less risk in the adoption of new ITs (Lu et
al., 2003). However, the role of income in the relationships among consumers trust and
behavioural intentions has not been examined. The present study shares this notion, and thus it
has established that that overall trust leads to greater intention to book for high- income guests.
Consequently we formulate the following hypotheses:
H10: The effect of guest trust on booking intention will be stronger among male than female
guests.
H11: The effect of guest trust on booking intention will be stronger among older than younger
guests.
H12: The effect of guest trust on booking intention will be stronger among high-income than
low-income guests.

3. Methodology
3.1 Sampling Procedure
A positivist research philosophy was utilized with a quantitative approach to validate the
proposed framework, and quantitative data were collected using survey questionnaires to
address different levels of the study; the data were collected in June 2018 through a survey
questionnaire.
Following ethical clearance by the human ethics review committee of the University, the email addresses of 4,000 prospective participants were bought from a reputable Egyptian market
list company. Potential panel participants were invited to join via a series of mailings, both in
English and Arabic and by telephone follow-up to non-responders. At the time of the study,
this marketing company had a database of more than 2.7 million registered consumers who had
booked accommodation online during the last year (www. directory.esomar.org). The initial e12

mails were directed to 4,000 respondents randomly chosen using probability-sampling methods
(the customers’ e-mail addresses were randomly selected by a generated sampling system, like
random-digit dialling (RDD). The survey was anonymous, and restricted to travellers aged 18
and above and was approved by the Human Research Ethics Advisory Panel. A filtering
question at the beginning of the questionnaire determined the choice of respondents, by asking
them if they had booked a peer to peer accommodation in the past six months. The e-mail
invitation also contained details of the purpose of the study, the time it would probably take to
fill out the survey and the URL hyperlink to the questionnaire. Data collection lasted for
approximately two weeks in June 2018. During this time, 793 respondents completed the
survey, representing a response rate of approximately 19.8%. This number was high enough to
validate the material for further analysis (Hair et al. 2010). Table 1 shows the sample's
characteristics.

Of the participants, 53 percent were male and 36 percent were between ages of 30 and 39.
Regarding the frequency of booking peer-to-peer online, 39 percent of the respondents stated
that they had booked a peer-to-peer accommodation between 3 and 6 times in the last 6 months.
Table 1 shows the characteristics of the sample
This study utilized Harman's single-factor test to evaluate the common method bias. The
findings show that the first factors in the model explained 36.32% of the variance and no
general factor accounted for above 50% of the variance; hence, the risk of common methods
bias was excluded (Teo et al,. 2015). Another method that has been used for assessing the
common method bias as suggested by Liang et al (2007), the result indicates that the average
substantive variance ratio to the average method variance is relatively small at 112:1.
Furthermore, most of the factor loadings are insignificant and negative. Consequently, the risk
of common methods bias was excluded.

3.2 Measurement Instruments
Intention to book peer-to-peer accommodation was measured through four items borrowed
from prior studies the areas of tourism and hospitality context (e.g. Möhlmann, 2015;
Lamberton and Rose, 2012; Tussyadiah and Park, 2018; Tussyadiah et al., 2016). Two items
as suggested by Wu and Wang (2005) scales were borrowed to measure actual behavior. Three
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items as suggested by Palvia (2009) scales were utilized to measure the variables of consumers’
overall trust. The three constructs in the model (integrity, ability, and benevolence) were
borrowed from previous studies (e.g. Colquitt and Rodell, 2011). Website quality construct
was measured through four items borrowed from Everard et al (2006), and Jones and Leonard
(2008). Likability were operationalized with four items as proposed Flavian et al (2006). Lack
of privacy/security was measured throw four items borrowed from McKnight and Chervany
(2002). Natural propensity to trust was measured using six items adopted from prior studies
(e.g. McKnight and Chervany, 2002; Yoon and Occeña, 2015; Jones and Leonard, 2008).
Established and validated measures for recognition and Other’s trust of consumer/seller were
adopted from McKnight and Chervany (2002), Yoon and Occeña (2015), and Jones and Leonard
(2008). A pilot sample of 50 customers in Egypt who already have stayed in peer-to-peer
accommodation (personally interviewed) was employed to ensure that the wording of the
questionnaire was clear and to evaluate the quality of content and reliability of measures.

4. Data Analysis and Results
Partial Least Squares (PLS), a component-based structural equation modelling (SEM)
technique, was employed to examine our measurement model and test the proposed
hypotheses. Specifically, the SmartPLS 3.0 software was used. There are several reasons
to use the PLS technique. First, PLS has less strict requirements on sample size and residual
distributions than covariance-based SEM techniques such as Lisrel and AMOS (Chin et al.,
2003). Second, PLS is well-suited for studies in the early stage of theory building and
testing (Jöreskog and Wold, 1982). Thus the PLS technique is well-suited for our research
context, as the peer to peer accommodation is still largely unexplored or under-explored
research area. Fourth, PLS is especially capable of testing large, complex models with
latent variables and is virtually without competition (Wold, 1985). Our research model is
fairly large and complex, including a large number of variables. Thus, the research model
is rather complex, making PLS-SEM a favourable approach. To test the hypotheses, we ran
the standard PLS algorithm and assessed the significance level of the estimates on the basis
of 5000 bootstraps, as proposed by Hair et al. (2011). The sign change option was set to no
sign changes, and the number of cases was set to meet the sample size (793 individuals)
(Hair et al., 2017).
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To establish the nomological validity of the research model, we analysed the survey data
using partial least squares (PLS) with a two-step analytic approach. First, the measurement
model was evaluated to assess the validity and reliability of the measures. Second, the
structural model was evaluated to assess the strength of the hypothesized links among the
variables. The psychometric properties of all scales were assessed within the context of the
structural model through an assessment of discriminant validity and reliability.

4.1 Measurement Model
Tests of reliability and validity were required to assess the measurement model used in the
study. According to Chin (2010) and Klarner et al. (2013), both the reliability of the construct
measures and that of internal consistency were the general reliability indicators and both
convergent and discriminant validity were the general validity indicators. As shown in Table
2, all loadings of each constructs items were more than 0.50, showing all our indicators as
reliable (Hair et al., 2017). In addition, Cronbach’s α and Composite Reliability (CR) values
were above 0.7, which supports the internal consistency for all constructs. Furthermore, rhoA
for all constructs were above 0.7, which confirmed the construct reliability. At the same time,
the Average Variance Extracted (AVE) values for all constructs were above 0.50, which
confirmed the convergent validity as well. As shown in Table 3, Discriminant validity was
examined with the heterotrait–monotrait (HTMT) ratios method (Henseler et al., 2015) and
Fornell and Larcker’s (1981) criterion. All HTMT ratios between the constructs were below
0.85. Similarly, the root-squared values of the AVE were above the correlations between pairs
of variables. These results confirm the existence of discriminant validity.

4.2 Inner-model evaluation
The results of testing hypotheses from H1 to H9 using PLS-SEM approach were illustrated in
Table 4. The values of average path coefficient (APC) = (0.173, p<0.001), average R-squared
(ARS) = (0.743, p <0.001), average adjusted R-squared (AARS) = (0.691, p <0.001), average
block variance inflation factor (AVIF) = (2.037), and Tenenhaus GoF (GoF) = (0.704) indicates
that our model global fit were suitable. All proposed hypotheses were supported in our study
except H5a, H2b, H5b, H3c and H5c (Table 4).
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We calculated the effect size f2 for the endogenous latent variables (Hair et al., 2011). The
results show that f2 measures the increase in R2 in relation to the unexplained variance of an
endogenous variable, Furthermore, the Cohen (1988) effect size f2, defined as “the degree to
which the phenomenon is present in the population,” was used to further examine the
substantive effect of the research model. Cohen (1988) suggested 0.02, 0.15, and 0.35 as
operational definitions of small, medium, and large effect sizes, respectively. Thus, our model
suggested that integrity (f2 = 0.61), trust (f2 = 0.73), intentions to book (f2 = 0.59), and actual
behaviour (f2= 0.46) have large effect sizes whereas ability (f2 = 0.21), and benevolence (f2=
0.26) have medium effect sizes.

The current study model explains 61.3% of variance in hosts’ integrity. Website quality
(β=0.27, p<0.001), lack of privacy and security (β=-0.41, p<0.001), Likability (β=0.196,
p<0.001), natural propensity (β=0.12, p<0.001), and third party recognition (β=0.21, p<0.001),
are all signiﬁcant. Therefore, H1a, H2a, H3a, H4a, and H6a are accepted. While, H5a, i.e.
other’s trust of buyer/seller (β=0.08, p=0.22), is rejected.
Website quality (β=0.33, p<0.001), lack of privacy and security (β=0.-28, p<0.001), natural
propensity to trust (β=0.16, p<0.001), and third party recognition (β=0.11, p<0.001), are
signiﬁcant for justifying ability. Consequently, hypotheses H1b, H3b, H4b, and H6b are
accepted. While, H2b and H5b, i.e. Likability (β=0.08, p=0.17), other’s trust of buyer/seller
(β=0.06, p=0.37), are rejected.
The current study demonstrates 63.8% of variance in hosts’ benevolence. Website quality
(β=0.36, p<0.001), Likability (β=0.19, p<0.001), natural propensity to trust (β=0.43, p<0.001),
and third party recognition (β=0.29, p<0.001), are signiﬁcant. Thus, H1c, H2c, H4c, and H6c
are accepted. While, hypotheses H3c and H5c, i.e. other’s trust of buyer/seller (β=0.06,
p=0.17), lack of privacy/security (β=-0.07, p=0.19), are rejected. 73.9% of variation in guest
overall trust is justified in this study model. Integrity (β=0.61, p<0.001), ability (β=0.42,
p<0.001), and benevolence (β=0.51, p<0.001), are statistically signiﬁcant for explaining guest
overall trust, whereas H7a, H7b, H7c are supported. Finally, Intention to book is influenced by
guest overall trust (β = 0.72, p<0.001), which supports H8.
We ran two separate models to test the support for baseline (direct effects only), baseline
(direct and moderated effects). The basic model was confirmed. When interaction terms were
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not included, there was significant effect for overall trust on intention to book P2P, and
intention to book had significant impacts on use. When interaction terms were included,
significant path coefficients were found with all constructs, such as overall trust × gender × age
when predicting intention to book P2P. The results support the applicability and validity of our
model as a theoretical base to predict consumers’ behavioural intentions to book P2P. The
variance in behavioural intention explained by our model with direct effects only and our model
with moderated effects also was quite good at 43 percent and 57.2 percent respectively, and
the variance explained in actual use was 28.6 percent and 49.3 percent respectively. Income
has no influence on the link between trust and booking intention. We reran the tests with only
significant paths in the model to examine the change in R2 . We found that R2 decreased by
less than 4 percent. Thus, H10 and H11 are supported, whereas H12 is not supported.

5. Discussions and Implications
5.1 Summary of findings
The important role of peer to peer accommodation in the context of hospitality and tourism
calls for a comprehensive examination into the crucial role of trust in the sharing economy that
involve not only transactions between peers, but also multiple interactions in online and offline
settings. Particularly, peer to peer accommodation involves not only transactions between
guests and hosts online, simplified by online platform (i.e. Airbnb), the use of peer to peer
accommodation includes staying in a stranger accommodation. Therefore, trust between hosts
and guests plays an important role in per to per accommodation service. Trust has been
considered as one of the most essential elements that produces engagement between individuals
and thus encourages purchases in the context of peer to peer accommodation services (Cheng,
2016; Huurne et al., 2017; Wu et al., 2017). In this respect, recognizing the significance of trust
building between hosts and guests (Wu et al., 2017; Tussyadiah and Park., 2018 ), this study
aims to examine the formation of trusting beliefs in hosts, comprising prospective guests’
perception of ability, benevolence, and integrity of the hosts. Then, this study estimated the
effects of trust antecedents, website feature perspective, personality perspective, interpersonal
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transaction perspective, institutional feature perspective, on trusting beliefs as well as the
consequence of trusting beliefs, overall trust and intention to book. Last, recognizing the
relevance of gender differences in trust behaviour, the present study assessed the moderating
influences of guests attributes (age, gender, and income) on the relationships between overall
trust and intention to book peer to peer accommodation.
Overall, the results of the current study demonstrate support for the suggested model of
drivers and outcomes of trust toward peer to peer accommodation. The results confirm that
website quality, natural propensity to trust, and third party recognition have positive effect on
guest perception about integrity, ability, and benevolence of hosts. These results are compatible
with prior studies (e.g. Yoon and Occeña, 2015; Chen and Dhillon, 2003; Kim et al., 2009;
Oliveira et al., 2017; Wu et al., 2010; Gefen et al., 2003; Hu et al., 2010), who found that
website quality, natural propensity to trust, and third party recognition positively effect on
consumer perception about integrity, ability, and benevolence of online service provider. Items
such as approval seal can effect on trust in peer to peer accommodation context. The present
study is the first to investigate the important role of personality in building trust in peer to peer
accommodation. Furthermore, website quality plays an important role for online service
providers (hosts) to achieve competitive advantages comparing to other peer to peer
accommodation platforms.
The results also indicate that likability is relevant drivers in order to form guest perception
of integrity and benevolence of hosts that is in line with prior study (e.g. Huang and Benyoucef,
2013; Oliveira et al., 2017). Moreover, likability had no significate influence on the guest
perception about the ability of hosts. The results of the present study are consistent with
Oliveira et al (2017), Ponte et al (2015), and Agag and El-Masry (2016b), which revealed that
lack of privacy/security, has a significant influence on customer perceptions about integrity,
ability, and benevolence of hosts. The findings indicate that others trust of consumer/seller had
no significant influence on guests’ perception about integrity, ability, and benevolence of host.
Guests may get much information of the accommodation from other online sources; therefore,
they do not tend to rely on others trust. This may be due to the specific nature of peer to peer
accommodation. Guests may believe that because this is different from the one they are using,
their base trusting behaviour does not apply. Finally, our study reveals that the association
between overall trust and booking intention is conditional upon guest attributes such as age and
gender.
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5.2 Theoretical Implications
The current study has several theoretical implications, which can add to the body of the
knowledge in various ways: First, it puts together in a single framework both drivers and
outcomes of trusting beliefs in the context of peer to peer accommodation within the tourism
field, this study suggests the significance of interpersonal trust based upon the particular
features of sharing economy in which peers interact in mixed-mode settings (i.e., online and
offline). The results revealed a hierarchical order model of interpersonal trust formation, in that
trusting beliefs toward hosts is reflected in guests’ perception of integrity, ability, and
benevolence of hosts.
Second, it concurrently investigates the role of website, interpersonal transaction,
personality, and institutional perspectives in forming guests’ perception of integrity, ability,
and benevolence of hosts. Interestingly, in the literature review there are no indications that
likability influences competence. Theoretically, our results suggest that overall trust is
explained in 73.9% of cases by competence, benevolence and integrity. The overall trust
explains 57.2% of online purchase intention. According to Palvia (2009), whose previous study
concluded that firms need to develop and nurture consumer trust by addressing its specific
components (competence, benevolence and integrity), in order that the customers engage in a
transaction and create long-term relationships.
Third, it provides a detailed examination of the effect of trusting beliefs on guests overall
trust, which in turns influences on guests’ intention to book a peer to peer accommodation.
Fourth, it considers guest’s attributes as key moderators, rather than determinants of guests
intention to book peer to peer accommodation. Finally, it extends the current understanding by
investigating the moderating role of guest attributes (age, gender, and income) in adoption of
peer to peer accommodation. Responding to the recent calls for study for further examination
on the topic (Lee and Kim, 2018), the current study indicated that age and gender influence the
relationship among trust and booking intention.

5.3 Managerial Implications
Practically, the findings of the present study provide essential levers for both peer to peer
accommodation platforms such as Airbnb and hosts to formulate effective strategies that
encourage guests to book peer to peer accommodation. First, the knowledge of the drivers and
outcomes of trusting beliefs is useful for peer to peer accommodation platforms managers and
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hosts in order to develop actions and strategies aimed at increasing guests trust and, thus, their
intention to book peer to peer property. Peer to peer accommodation platforms managers and
hosts should search for new ways to satisfy their guests and improve their service quality
continuously. Our findings confirmed the significant influence of service quality and
privacy/security in increasing guests’ trusting beliefs. Therefore, hosts can provide guests with
high transmission quality, information system with security and privacy protection mechanism.
Hosts should provide guests with personal recommendations for events, experiences, and local
activities. Moreover, it may be a good idea for the hosts to include information regarding
guests’ views and beliefs.
Second, the present study findings provide managers with some broad implications.
Managers must go beyond likability, other’s trust of buyer/seller and focus on factors such as
website quality, privacy/security, propensity to trust, and third party recognition in order to
build trusting beliefs. Collectively, website quality, privacy/security, propensity to trust, and
third party recognition are more influential predictors of trusting beliefs than are likability and
other’s trust of buyer/seller. Hosts can provide guests with details about their security approval
symbol, rights, and money guarantees. Peer to peer accommodation hosts can provide their
guests with apps for mobile devices, chatrooms, and virtual communities, all of which could
be cost-effective options in order to increase perceived ease of use, perceived usefulness, and
improve guests’ booking intentions. Furthermore, hosts can highlight information about
properties, convenience, and the advantages of peer to peer accommodation to potential or
inexperienced guests thus, at the initial stage of consumer capture, hosts should concentrate on
guests believe that they able to perform all types of online transactions. Hosts can use third
party seals of approval (e.g. BBBOnline and TRUSTe) in order to endorse the seals of their
privacy, as guests are more likely to provide information to the website that has third party
verification. Hosts can use certificates from third parties who are trusted and independent in
order to foster guest trust.
Third, this study shows mechanism to increase customer trust since four factors played
significant effect, namely: website quality, likability, privacy/security, propensity to trust,
others trust buyer/seller, and third party recognition. Moreover, to the best of our knowledge,
this is the first study to integrate the effects of the propensity to trust in a peer to peer
accommodation context, and we found that this variable has a strong effect on customer trust.
Not surprisingly the Arab culture valued trust of other, and thus, the more customers in Egypt
have a tendency to trust others, the more they perceive peer to peer accommodation as
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trustworthy; however, our findings contrast with other studies on e-commerce that did not find
a link between the propensity to trust and customer trust (e.g., Lowry et al., 2008). One of the
reasons for these different findings could be because of the sample belongs to an Arab culture,
which is considered feminine that promotes the well-being of people, exhibits high trust of
others, and scores much higher on uncertainty avoidance than Western cultures; thus, the
propensity to trust would be a more important factor in trust building in Egypt than Western
countries.
Fourth, our results suggest possible new strategies for potential marketing of this business.
On a high level, peer to peer accommodation needs a stronger IT artifact design that increases
assurance and trust in completing payment transactions. These design features (e.g., adding the
third party seals logo) must be at the core of any successful strategy that aims to promote the
product to increase customer trust. Yet, increasing customer trust is not simply a matter of
providing third party seals and assurances on peer to peer accommodation websites. Third party
seals can work only if consumers understand their meaning; linked to this, companies need to
invest efforts in promoting understanding of third party seals among its customers. Consumers
can have a worthwhile experience, with reduced effort if the steps that are required between
the selection of goods and making payment are minimized, where the time spent feels
reasonable whilst, simultaneously, it is vital to guarantee that customers are satisfied with the
vendor, by feeling pleased that they did the right thing in making purchases from them.
Finally, managers will have a better understanding of the significant role of guest
demographic factors (i.e. age, gender, and income) and its influences on guests’ behaviour
intention to use peer to peer accommodation that manager can use in their plans and marketing
strategies. Further implications for peer to peer accommodation hosts concerns age and gender
differences in guests’ intention to use peer to peer accommodation. Our study indicate that the
trust had greater impact on intention to use peer to peer accommodation for older and males.
Therefore, peer to peer accommodation hosts aiming to attract females and younger guests
should emphasizes the value and benefits of peer to peer accommodation by highlighting the
privacy and security aspects of the peer to peer accommodation. For example, hosts can provide
guests with web assurance seals, referral mechanisms, digital certificates, and offering
discounts for the first time guests.
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5.5 Limitations and Further Research Directions
As with any research, there are some limitations that should be mentioned, which could
provide fertile grounds for further research. First, although Egypt represents well the Eastern
society; further study ought to replicate the findings of the present research in other western
societies. Second, this study is limited to the peer to peer accommodation context, so further
studies could examine the same model in other contexts, which may add to the knowledge if it
validated in another service context. Third, the present study constructs have been measured at
a single point of time. Therefore, future research can utilise longitudinal study to validate the
suggest framework. Fourth, future work should address the host's perspective when examining
trust. In the current research, trust has been mainly researched from the guest's point of view.
This could result from incorporating traditional C2C e‐commerce research wherein the position
of the seller has not undergone any substantial changes. In the sharing economy however, the
seller often faces larger risks, meaning that a seller has to overcome a trust barrier as well. This
is an important point to address, especially to ensure the future supply of goods and services in
sharing markets. Finally, the present study did not include other characteristics such as reviews
and host pictures, as prior research has investigated these factors separately. Future research
may integrate different host characteristics in order to examine the significance of these aspects
in stimulating perceived trustworthiness and booking intention.
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