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Abstract Recently, the travel and lodging industries have been suffering from the spread of COVID—19.
But Airbnb recovered its profits with a differentiated strategy. This study identified the characteristics
of Airbnb and examined their effects on customer’s revisit intention in the Airbnb context. Perceived
value, trust about Airbnb, and social norms were considered as the key factors of revisit intention. In
addition, the effects of relative attractiveness, brand identification, and enjoyment on perceived value
and trust about Airbnb were examined. The proposed research model was tested based on 285
consumers who had Airbnb experience more than twice. The analysis results showed that relative
attractiveness, brand identification, and enjoyment had a significant influence on perceived value and
trust. Perceived value had a significant influence on revisit intention. However, trust about Airbnb and
social norms did not significantly affect revisit intention. Moreover, ths analysis results found no
significant moderating effect of share of wallet. Based on the results of this study, Airbnb would
establish effective marketing and operation strategies by understanding the formation mechanism of
consumer’s revisit intention toward Airbnb.
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Table 1. Profile of Respondents
Item Fre. Per.(%)
Female 137 48.1
Gender
Male 148 51.9
Less than 30 133 46.7
Age 31—-40 101 35.4
More than 40 51 17.9

4.3 54 29

3=
E Aol A= Airbnb o] AR oo JetS

Table 2. List of Model Constructs and Reliability Test

A E 2218 AHEy] 918 AES 7|Nke® AMOS
TELAN 2Pe FAA Lo x*e 43229,
dfe 20972 EZF e webA y*/di=2.068% gko]
3R 7] wiited] 23y A3 FTEEALY. SA
23] TLIE 0.960, CFIE 0.967% =5 o] 0,91
o} ghol 37] wiitel s ¢ RHSEAT RMSEA
o 4% 0.061% gl o, 0.080KT} Fho] 2]
wl 5o RMSEAZLE w521t

=4 BoAE uey meEe AFA, A
A, W B S Ak AR 239 Tls $A
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Table 22 2t A4, 74 7id b A1

1=

3

Fac.
Construct Items Mean Stan. Dev. AVE CR
Load.
REIN1 4.804 1.112 0.920
Revisit Intention REIN2 4.940 1.129 0.917 0.788 0.891
REIN3 4.519 1.209 0.822
PEV1 4.467 1.212 0.87
Perceived Value PEV2 4.653 1.085 0.864 0.708 0.834
PEV3 4.211 1.275 0.787
TRUAIR1 3.835 1.326 0.823
TRUAIR2 4.175 1.221 0.906
Trust about Airbnb 0.828 0.922
TRUAIR3 4.098 1.229 0.956
TRUAIR4 4.102 1.239 0.949
SONO1 3.249 1.542 0.908
Social Norm SONO2 3.400 1.561 0.949 0.873 0.895
SONO3 3.414 1.580 0.946
REAATI 4.723 1.164 0.852
Relative
. REAAT2 4.846 1.093 0.762 0.618 0.803
Attractiveness
REAAT3 4.540 1.039 0.739
BRID1 2.730 1.506 0.898
Brand BRID2 3.291 1.626 0.777
o 0.818 0.875
Identification BRID3 2.737 1.629 0.964
BRID4 2.804 1.663 0.965
ENJ1 4.782 1.029 0.905
Enjoyment ENJ2 4.832 1.061 0.908 0.789 0.911
ENJ3 4.975 1.060 0.851
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Table 3. Discriminant Validity

1 2 3 4 5 6 7
1. Revisit Intention 0.888
2. Perceived Value 0.753 0.841
3. Trust about Airbnb 0.599 0.648 0.910
4. Social Norm 0.539 0.539 0.633 0.934
5. Relative Attractiveness 0.676 0.74 0.687 0.544 0.786
6. Brand Identification 0.320 0.409 .575 0.774 0.430 0.904
7. Enjoyment 0.759 0.736 .587 0.547 0.679 0.264 0.888
A AVES] A o= 28 Aok A A 8 g a7 mae 2= 806.232, df = 4309tk Table
Bo 302 38 A s UEEAT 50 AAE AT} o], A7t AGge] 24 5= B
SEEEE
4.4 7z 28
AFR o gist B4 A7E Fig. 20 AT Table 4. Summary of Analysis Results

y2e 472,90, die 215% =EEAT wEbd o
/df=2.200, TLIE 0.955, CFIE 0.962, RMSEAE

0-650?& RE AYE Afe @F5HA0h A )

2, BiE 5493, AR BT A7E 749
Airbnbell tjgh A2l FG 20 FFS vk =3
A7+l 7k Airbnb] AT o= FAH AR J
S n) 2= AL golskdct. e} Airbnbell
Aol F32 e Airbnbe] AR Yo He
ok FgS mAA gokrh Atet AT Y-S A7
7} %*Jfﬂ 70.8%, Airbnbell utlgt A1F] AR

o 2k 63.9%% Attt
Table 4 A|A3F%ATh

0.400"

Relative
Attractiveness

Perceived Value
(R?=70.8%)

0.653""

o116

Revisit Intention

Brand Identification (R?=63.9%)

Trust about Airbnb | -
(R?=60.1%)

0.109

Enjoyment

Social Norm

0.242°

Significant path

*: p<0.05; **: p<0.01; ***: p<0.001

,,,,,,,,, > :Non-significant path

Fig. 2. Analysis Results

Ak Aol 22 E3E A u) sle) et Al
718 20% o8t ARE- FHN=160)2} 20% FIHN=125)
A e PRSI TRl UiE Alek glo] ¥4

Path t—
Cause Result Coeff. | Value Hypo.
H1 | Perceived Value | Revisit Intention | 0.653 | 9.764 | Support
. . . . Not
H2 [Trust about Airbnb Revisit Intention | 0.116 | 1.882
Support
. . . Not
H3 Social Norm Revisit Intention | 0.109 | 1.889
Support
H4a Relative Perceived Value | 0.400 | 5.334 | Support
Attractiveness u ’ ’ SUpp
Relative . .
H4b Attractiveness Trust about Airbnb 0.383 | 5.076 | Support
Hb5a Brand Perceived Value | 0.096 | 2.020 | Support
Identification ’ ’ )
H5b Brand Trust about Airbnb| 0.347 | 6.960 | Support
Identification . ’ ’ h
Hé6a Enjoyment Perceived Value | 0.474 | 7.108 | Support
H6b Enjoyment Trust about Airbnbl 0.242 | 3.733 | Support

Table 5. Moderating Effects of Share of Wallet

Cause Result XZ df Hypothesis
Perceived Value | VIS | gogga4 | 431 Not
Intention Support
Trust about Airbnb| SV g07074 | 431 Not
Intention Support
Social Norm Revisit | gp5084 | 431 Not
Intention Support
5. A&
51 A8 0 AAA
B QA7 AL B S EHES Airbbe] A
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