

  sustainability-13-09980




sustainability-13-09980







Sustainability 2021, 13(17), 9980; doi:10.3390/su13179980




Article



Participation in the Sharing Economy Revisited: The Role of Culture and Social Influence on Airbnb



Jieun Lee, Aybuke Nur Erdogan and Ilyoo Barry Hong *[image: Orcid]





College of Business & Economics, Chung-Ang University, 84 Heukseok-ro, Seoul 06974, Korea









*



Correspondence: ihong@cau.ac.kr







Academic Editors: Pier Luigi Sacco and Dimitrios Buhalis



Received: 5 August 2021 / Accepted: 2 September 2021 / Published: 6 September 2021



Abstract

:

Despite a multitude of studies on the motivators of sharing economy participation, we understand little about how cultural and social drivers affect an individual’s use of sharing services on an online platform. This paper examines the influence of cultural and social factors on a consumer’s participation in a sharing economy. We used Hofstede’s cultural dimensions theory and Ajzen’s theory of planned behavior to formulate the research model to predict the behavioral intention to book an accommodation using the Airbnb platform. To test the model, an empirical study was conducted by collecting survey data on Amazon Mturk from 401 participants. Findings provide evidence that all the cultural dimensions except for masculinity were found to have significant relationship with attitude toward booking on Airbnb. Moreover, social influence has no significant effect on booking intention on Airbnb. We offered academic and practical implications and suggested future research directions based on our findings.
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1. Introduction


The use of digital platforms to share under-utilized assets with unknown people has been steadily on the rise in recent years. According to Forbes [1], the global sharing economy is expected to mark USD 335 billion by 2025, up from USD 15 billion in 2015. The increasing use of information and communication technologies (ICTs), as well as the Internet, has significantly contributed to the emergence of various types of peer-to-peer sharing companies and services. Key industry sectors encouraging consumers to share rather than own include accommodations (Airbnb, Homestay), car rides (Uber, Lyft), office spaces (WeWork), kitchens (CloudKitchens), second-hand clothing (Thred Up, Dolap), and warehousing (Shbinder).



An accommodation sharing platform like Airbnb provides new lodging opportunities for consumers who have been relying on traditional facilities such as hotels, motels, and so forth. For that reason, its business success may largely be determined by lifestyles and cultural characteristics rather than technologies per se. According to Steenkamp et al. [2], culture plays a huge role in consumers’ predisposition to adopt innovations and new services. In particular, it is essential to understand other cultures if one is to succeed in a global resource-sharing business [3]. Furthermore, a consumer’s decision to book an accommodation on Airbnb would likely be affected by social influence as today’s consumers increasingly depend on collective comments and recommendations posted on social networking sites.



Meanwhile, extant research has focused on identifying diverse drivers of sharing economy participation. These drivers include materialism [4], monetary motivations [5], environmental benefits [6], and social utility [7]. Nevertheless, we still understand little about the role of culture in collaborative consumption that denotes the shared use of a good or service by a group. While cultural values play a pivotal role in the widespread use of accommodation-sharing platforms, only a handful of studies [3,4,8] have investigated the effect of cultural values on a consumer’s intention to engage in a sharing economy transaction. Furthermore, even the findings of these studies conflict with one another, and they are not able to provide useful insights for overcoming cultural issues for global businesses operating a sharing platform.



The primary motivation of this study stems from the very need to fill this gap in the extant research. We aim to overcome the fundamental limitations of related studies by proposing a conceptual model from a cultural and social perspective and testing the conceptual model through an empirical analysis to ultimately provide implications that help to facilitate the accommodation sharing business. The purpose of this study is to uncover the role of cultural values and social influence in the formation of behavioral intention to engage in accommodation sharing on Airbnb. To this end, we will use the cultural dimensions theory [9] and the theory of planned behavior [10] to establish a research model to predict the intention to engage in a sharing service.



More specifically, this study has been undertaken to find answers to the following research questions (RQ).




	
RQ 1: How do cultural values affect consumers’ attitude toward sharing economy participation?



	
RQ 2: How does social influence contribute to the formation of consumers’ intent to use sharing economy services?








The chief contribution of this study lies in clarifying the intricate relationships among cultural values, social influence, and accommodation sharing on Airbnb. It will help to better our understanding of the role of the culture and social influence in the formation of a consumer’s intent to participate in a sharing economy. The findings of the study will provide useful implications for businesses to build a robust platform to permit a sharing transaction involving an accommodation.



The remainder of this paper is organized as follows. In Section 2, we review the related literature to identify research gaps, and propose research hypotheses and a conceptual model. In the following section, we describe a research method to empirically test the conceptual model and hypotheses. Next, we present and discuss the results of data analysis. In the final section, we provide research implications and suggest future research directions.




2. Theoretical Background and Research Hypotheses


This research is conceptually rooted in two theoretical models. First, the theory of planned behavior is used to predict a guest’s participation in an Airbnb service. Second, the cultural dimensions theory will serve as a framework to identify dimensions of guests’ cultural values as determinants of a guest’s attitude toward using an accommodation sharing service. These two theories are presented below to show how they fit in the context of accommodation booking on Airbnb.



2.1. Behavioral Intention in the Context of a Sharing Economy


The theory of planned behavior is a follow-up model of the theory of reasoned action proposed to predict an individual’s inclination to engage in a behavior [11]. In the theory of reasoned action, behavioral intent is determined by two components including attitude about the likelihood that the behavior will be performed and the subjective evaluation of the behavior [12]. The theory of planned behavior subsequently updated and presented by Ajzen [10] has a third antecedent to behavioral intent—perceived behavioral control. Ajzen [10] theorizes that perceived behavioral control involving a person’s perception of his or her own ability to perform the behavior explains when an individual intends to enact the behavior given environmental circumstances [13].



Subsequently, there emerged related models that identified different factors influencing the behavioral intention. For example, Davis and Bagozzi et al. [14] proposed the technology acceptance model to predict behavioral intention, with perceived usefulness and perceived ease of use as antecedents of attitude. Afterwards, Venkatesh et al. [15] developed and tested an integrated model, the so-called unified theory of acceptance and use of technology (UTAUT) model that proposed performance expectancy, effort expectancy, and social influence as direct determinants of behavioral intention. However, this theory has been criticized for its overwhelmingly numerous variables to predict intentions, leading to a stage of chaos [16].



The very relationship between attitude and behavioral intention has been of central concern to researchers in related disciplines. Influential theories such as the theory of planned behavior and the technology acceptance model theorize that attitude is a key antecedent of behavioral intention. As Ajzen [13] notes, attitude toward a behavior refers to the extent to which an individual has a favorable or unfavorable evaluation of the behavior. It can be inferred that an individual’s evaluation (i.e., good or bad) of a behavior is likely to determine his or her intention to engage in the behavior. This relationship between attitude and intention was also found in subsequent studies [17,18,19].



In the context of a sharing economy, behavioral intention would involve a user’s intent to use an under-utilized resource (i.e., an accommodation) on Airbnb. A person’s intention to stay in an accommodation owned and used by an unknown individual will likely be a direct outcome of his or her attitude toward using such a sharing service. That is, if the person feels awkward about sleeping in someone else’s bed, but feels more at home when staying in a hotel room, then it is less likely that he or she will develop an intention to use the sharing service on the Airbnb platform.



Given the above theoretical grounds, we propose the following hypothesis.



Hypothesis 1 (H1).

Attitude has a positive effect on behavioral intention.





In the field of social psychology, subjective norm refers to the belief regarding whether most people approve or disapprove of the behavior [13]. Simply put, subjective norms are concerned with a person’s beliefs about whether peers and acquaintances think he or she should engage in the behavior [20]. Ajzen defines subjective norms as the “perceived social pressure to perform or not perform the behavior” [13]. This definition is conceptually related to social influence. Social influence is “the process by which an individual’s attitudes, beliefs or behavior are modified by the presence or action of others” [21]. When there exists social influence, one’s beliefs about performing a behavior or actual behavior will likely be affected in such a way as to be in harmony with the expectations of one’s significant others.



Then why do people match their behavior with what others expect them to do? Morton Deutsch and Harold Gerard [22] described two psychological needs that lead humans to conform to the expectations of others. These include “our need to be right (informational social influence) and our need to be liked (normative social influence)” [22]. Informational influence is “an influence to accept information from another as evidence about reality”. Informational influence takes effect when individuals are uncertain, either because stimuli are intrinsically ambiguous or because there is social disagreement. Normative influence is “an influence to conform to the positive expectations of others”.



The original TRA and TPB models postulate that subjective norm is one of the antecedents to behavioral intention [23]. The beliefs that people develop as to what behaviors are acceptable would form one’s perception of the behavior, and determine one’s intention to perform or not perform the behavior [20].



The theoretical relationship between subjective norm and intention can be applied to the home sharing context. If one believes that staying in an accommodation shared by an unknown person is socially acceptable within one’s referent group such as friends, family, or colleagues, one will more likely be willing to engage in the use of the sharing service on Airbnb. By the same token, if one’s acquaintances perceive that sleeping in someone else’s bed is ridiculous and unnatural, one will be less likely to use the home sharing service.



Therefore, we hypothesize a positive relationship between subjective norm and behavioral intention.



Hypothesis 2 (H2).

Subjective norm has a positive effect on behavioral intention.






2.2. Dimensions of Cultural Values


According to the theory of planned behavior, the attitude toward performing a behavior is determined by behavioral beliefs [10]. Sommestad [24] found that social beliefs like culture affect attitude. Hofstede [25] defined culture as “the collective programming of the mind, which distinguishes the members of one group or category of people from another”. Culture has an influence on consumers’ tendency to accept and use innovations and related services [2], and some innovations are not compatible with every culture. Further studies are needed to examine the importance of cultural variables in travel consumers’ perceptions and intentions [17]. Consequently, the focus of this study is on understanding how accommodation sharing services are used on Airbnb [26]. The attitude towards the services can be explained from a cultural perspective.



Although there exist a multitude of studies examining the drivers of the sharing economy participation, only a few approach from a cross-cultural perspective while others focus on a platform, a guest, or a host. It’s crucial to examine the sharing economy from cultural perspectives because different cultures involve different cultural values, norms, and beliefs [25]. This study will help understand the role of the cultural value dimensions in the use of accommodations on home-sharing platforms. It is designed to delve into the relationships between cultural dimensions, attitude, subjective norm, and behavioral intention.



Hofstede [9] identified a total of six cultural dimensions, including uncertainty avoidance, individualism/collectivism, power distance, feminism/masculinism, long-term/short-term orientation, and indulgence/restraint. We chose to include uncertainty avoidance (UA), individualism (IND), masculinity (MAS), indulgence (IND), and long-term orientation (LTO). The reason why we chose only five of the dimensions excluding power distance is that those five dimensions are expected to be influential when it comes to adopting a sharing accommodation service. There was not enough evidence found from the past research that supports the effect of power distance on attitude of individuals. According to the results of a study by Valaei, Rezaei [27], power distance has no effect on the attitude towards online brands. Moreover, Gupta, Esmaeilzadeh [8] found that power distance has no influence on peer consumer’s propensity to rent products. Additionally, since power distance mostly affects people in their work environment or in the situations where they pay attention to social classes, it is less relevant to a setting where a consumer develops attitudes towards using a home sharing service on Airbnb. Thus, the current study focuses on five cultural dimensions. Figure 1 presents our research model based on these five cultural dimensions. The model has been constructed based on both the cultural dimensions theory and the theory of planned behavior.



2.2.1. Uncertainty Avoidance


The uncertainty avoidance refers to the extent to which members of a culture feel threatened by uncertain or ambiguous situations [28]. High uncertainty avoidance (HUA) refers to the resistance to change, avoidance of risk, and discomfort with the unknown. Those societies are risk-averse whereas low uncertainty avoidance societies are more likely to take risks. Low uncertainty avoidance (LUA) cultures have the attributes like “willingness to change, ease of adjusting to the unknown, risk-taking, tolerance for innovation and new ideas, and optimism about the future” [29]. Further, individuals with HUA do not like any changes, and they are opposed to innovations that would affect their lives [30]. On the contrary, individuals in LUA societies are more willing to take risks, allow ambiguous situations, and have a positive attitude towards novel ideas.



According to Hofstede [25], cultures with HUA are inclined to work towards order, law and great achievements. They cannot tolerate irregularity and have a strong preference for written rules and laws. On the other hand, individuals from LUA cultures do not have any preference for bureaucratic structures [31]. Since Airbnb offers a unique and non-standardized service unlike hotels, people with HUA are expected to have a negative attitude towards booking on Airbnb.



Moreover, people from LUA societies can trust strangers and foreigners even if they do not share common beliefs or attitudes [32], whereas individuals from HUA societies have a hard time developing trust especially when they need to interact with strangers and foreigners and spend more time reducing uncertainty. Individuals with HUA are hesitant to use online services for the fear of privacy [33,34]. They prefer to minimize risk before purchasing a product or a service, and need more privacy and security in order to raise confidence levels [33]. Since Airbnb encourages you to interact with strangers, it requires a high level of trust. People with low tolerance to the unknown would have a negative attitude and hence be less likely to try the accommodation sharing service on Airbnb.



Moreover, Hofstede’s uncertainty avoidance score of United States was found to be 46, which is a relatively small number [35]. This implies that American people who are heavy users of Airbnb services do not feel very threatened by the unknown aspects associated with home sharing. In this case, having a low level of uncertainty avoidance and, accordingly, not feeling threatened by an unknown encounter would lead to a positive attitude towards Airbnb. It is vice versa for the high uncertainty avoidance situation.



Therefore, we hypothesize the following relationship between the two research constructs.



Hypothesis 3 (H3).

Uncertainty avoidance has a negative effect on attitude.






2.2.2. Individualism-Collectivism


Collectivistic cultures share a solid faith that members of a community matter to one another and to the group and value warm relationships, and people in that culture do not care about being dependent on others to use products [28]. On the other hand, individualists tend to be materialistic, keen on pursuing materialistic needs and individual rewards [8,28,36,37]. Wong [38] argues that collectivistic cultures tend to be non-materialistic, and people in those cultures are less possessive and less attached to their belongings, while individualistic cultures are more materialistic and more possessive. Furthermore, according to Belk [39], materialists tend to share less and avoid being dependent on others when they use products. Participation in peer-to-peer sharing requires being less possessive and being open to sharing products, which are collectivistic traits.



Individualists engage in a relationship if they view it as a beneficial activity and terminate a relationship when the costs of participation exceed the benefits, whereas collectivists develop stronger perceptions of trust when interacting with people [40]. It implies that the positive effect of trust perception on intention to perform an online transaction is stronger for collectivists than for individualists [29,41].



Furthermore, privacy is significantly more important for individualists [42] who may perceive less privacy and greater risk towards the use of Airbnb services. On the other hand, cyber security has a positive impact on trust for collectivists [42], since Airbnb provides an online platform with a review system and a secure payment system. Hence, collectivists would place greater trust on Airbnb and regard using an Airbnb service as a less risky activity than individualists.



Psychologists have found that in individualistic cultures, emotions are more prominent in people’s judgments because they provide direct feedback on fit between personal needs and goals [43,44]. In collectivistic cultures, although fulfillment of personal goals is still important, individuals place more emphasis on following the cultural norms. In that regard, it is expected that in individualistic societies emotional experience has more importance during the value creation process, whereas the utilitarian experience such as finding cheaper options to hotels is given more emphasis in collectivistic societies [45].



Moreover, Gupta, Esmaeilzadeh [8] found that collectivism has a positive influence on sharing economy service providers’ as well as consumers’ propensity of renting out and renting products. Even though Hofstede [28] argues that with the score of 91, United States is a highly individualistic society, Americans are expected to be less possessive and more open to sharing in the use of Airbnb services.



Based on the above line of reasoning, the following hypothesis is developed:



Hypothesis 4 (H4).

Individualism has a negative effect on attitude.






2.2.3. Masculinity–Femininity


Masculinism indicates the extent to which individuals in a society value assertiveness, ambitiousness, performance orientation, and control [28]. In contrast, individuals from feminine societies value quality of living, nurturing, and caring [8]. Hofstede, Hofstede [25] found that the main difference between the opposite ends of the dimension is the extent to which individuals are driven by economic motivations. Since individuals in masculine societies tend to place more emphasis on increasing their earnings, they care more about the economic achievement, while individuals in feminine societies are driven by emotion [28].



While cultures with high level of masculinity can be seen as competitive societies where individuals are either winners or losers, feminist societies where people feel secure about sharing their knowledge and resources with others emphasize cooperation [46]. Sharing is about cooperation and mutuality which reflect values that can be seen as feminine [47]. Moreover, Jaggar [48] states that “interdependence, community, connection and sharing” are feminine attributes which can be inferred as core values of sharing economy as well.



According to a comparative study between Italian (masculine society) and Spanish (feminine society) individuals, Italian consumers were found to not favor the participation in the sharing economy and to have a negative attitude towards it [46]. In contrast, Spanish people who prefer to cooperate and give attention to other people’s needs rather than competing with others were found to have a more positive attitude towards the sharing economy. In essence, Spanish people are entertaining, friendly, and warm and try to establish harmony in their relationships [49]. Moreover, they show a communal sharing pattern that includes giving presents, being generous, behaving altruistically, and perceiving relationships as being eternal [50], which are the values associated with femininity. Additionally, Valaei, Rezaei [27] also found a negative relationship between masculinity and attitude towards online brands. Thus, it will not be easy for consumers with masculine values to place trust in an online brand ‘Airbnb’ and incline towards their sharing service.



Therefore, we formulate the following hypothesis:



Hypothesis 5 (H5).

Masculinity has a negative effect on attitude.






2.2.4. Long-Term Orientation


Long-term orientation (LTO) refers to “the prioritization of future rewards over short-term benefits”—in particular, perseverance and thrift [51]. Additionally, individuals from LTO cultures place high importance on relationship building [51]. Those cultures value relationships, act in a way to decrease the conflict and care about future rewards rather than instant benefits, whereas cultures low in this dimension focus on immediate benefits and costs, and are more likely to have a “time is money” attitude [3,51].



Unfortunately, some studies which examined the effects of cultural dimensions on sharing economy services have not included long-term orientation as a dimension, although they suggested its inclusion for further research [8,52]. Individuals in high LTO cultures care more about future than immediate costs. They prefer value saving and sustainable consumption that lessens environmental impact which is one of the core values of the sharing economy [3,53].



According to Ryu and Moon [54], high LTO cultures foster the generation of mutual trust. They revealed that members of high LTO societies tend to anticipate long-term benefits, instead of seeking self-interest, and ultimately build up inter-member trust. In contrast, low LTO cultures do not cultivate trust between their members. Since trust is one of the main requirements for an interaction with a stranger especially in the sharing economy context, it can be inferred that high LTO is an indication of positive attitude towards Airbnb. Furthermore, Wallace [3] argued that individuals from high LTO cultures may trust sharing services more when the sustainable consumption is evident.



Thus, the following hypothesis is presented:



Hypothesis 6 (H6).

Long-term orientation has a positive effect on attitude.






2.2.5. Indulgence–Restraint


The indulgence–restraint dimension denotes the extent to which people attempt to control their desires and impulses. According to Hofstede, Hofstede [25], low levels of indulgence indicate restraint that implies suppression of desires through strict societal norms. On the opposing end, indulgence reflects a tendency for relatively free gratification of basic and natural desires in association with fun and enjoyment. People with high levels of restraint let themselves have limited wants and desires and try to keep themselves disinterested in the opposite behavior [55].



Moreover, high levels of restraint lead to a feeling of pessimism and negativism as well as the lack of trust [25]. Because of their negative attitude and minimal trust, people who value restraint may not be willing to try out new services or products. On the other hand, people with high indulgence are likely to adopt positive feelings and optimism, and develop trust more easily than restraint-oriented people.



Additionally, people from restraint-oriented cultures are more likely to concentrate on the negative aspects and are more likely to pay attention to negative cues [3]. For that reason, they would have a negative attitude towards sharing services since accommodation-sharing platforms like Airbnb offer non-standardized services that make one more vulnerable to unpredictable issues. On the other hand, since each home and host offer a unique and one-of-a-kind experience to guests, people who are indulgence-oriented may have positive attitudes towards such services. Indulgence-oriented people are generally fun-oriented and interested in entertainment while restraint-oriented people are associated with lower spending tendency and lower engagement in leisure and fun activities [25]. The unique experience that sharing services offer would likely lead indulgence-oriented people to be more interested in, and have a more positive attitude toward, the novel idea of sharing an accommodation owned by an unknown person.



Based on the above theoretical grounds, we propose the following hypothesis.



Hypothesis 7 (H7).

Indulgence has a positive effect on attitude.








3. Methodology


3.1. Data Collection and Sample


To test proposed hypotheses, a total of 415 U.S citizens were recruited via Amazon Mechanical Turk by providing monetary compensation. A short definition of Airbnb services was provided, and they were asked if they have ever heard about Airbnb. Those who had at least some information about Airbnb were included for sample. If they did not know about Airbnb, their response was not taken into consideration. At the pilot test stage, 30 people answered the survey. Their results were examined to see if there were any issues with the survey questions. After the pilot test, the main survey was conducted between 22 March and 27 March 2021. After excluding 14 incomplete responses, a total of 401 responses were used for data analysis. Among the participants, 64.8% were male (n = 260). The largest age group participated was 30s (45.6%) followed by the 20s with the rate of 26.2%. Participants who had completed a bachelor’s degree was the largest with the rate of 56.4%. Lastly, participants who had a yearly income of USD 75,000–99,999 had the biggest portion in terms of income level. Table 1 shows a demographic profile of the respondents.




3.2. Measures


Table 2 lists eight constructs that have been devised to test the research hypotheses. Measurement items were either adopted or adapted from the related studies. Then the survey questions were designed based on these measurement items as well as questions related to the demographics of respondents. All the statements were assessed adopting a seven-point Likert scale which ranged from strongly disagree (1) to strongly agree (7).



Harman’s single-factor test [56] was conducted to check common method bias because the data for this study were collected via a self-reporting questionnaires. Harman’s single-factor test showed common method bias was not an issue because the first factor explained 33.81% of total variance which is below the 50% threshold.





4. Results


4.1. Reliability and Validity Analysis


Statistical analysis on the data were conducted through SPSS 26.0 and AMOS 26.0 for Windows. The SPSS package was used to analyze the reliability of the constructs and the demographics of the respondents. AMOS 26 was used to perform the confirmatory factor analysis (CFA), path analysis, and to test the research hypotheses. First, the goodness of fit of the measurement model was assessed using number of indicators and the results revealed that the measurement model adequately fit the data (χ2/df = 2.807, comparative fit index (CFI) = 0.920, Tucker–Lewis index (TLI) = 0.908, root mean square error of approximation (RMSEA) = 0.066, standardized root mean square residual (SRMR) = 0.0607). Thus, it can be inferred that the measurement model was reasonably fitted to the data set [61].



Reliability relates to how reliably and consistently the measurement tool measured what it wanted to measure without error. Reliability coefficient called Cronbach’s alphas was measured to test if there is any internal consistency issue. As shown in Table 3, the Cronbach’s alphas of the constructs varied between 0.783 and 0.938, which all exceeded the 0.70 threshold suggested by Nunnally [62]. Hence, the measures are considered reliable with no internal consistency issue. Next, construct validity, which is the degree of correspondence between a construct and its operationalization, was measured. Under construct validity, convergent validity, discriminant validity, and nomological validity were tested [63]. Convergence validity refers to determining validity based on the degree of correlation between each concept measured by different measuring tools that measure the same concepts. It can be satisfied when standardized factor loadings are 0.5 or above, and averaged variances expected (AVE’s) are 0.5 or above [64,65]. As can be seen in Table 3, the factor loadings of each measured variable showed that all were significant (p < 0.001) and exceeded the ‘0.5’ threshold [64]. Additionally, in Table 3, it can be seen that all AVE values which are ranging from 0.506 to 0.775 were higher than the threshold of 0.5 [64]. Thus, convergent validity for the measurement model is acceptable. Conversely, discriminant validity shows that two measures that are not supposed to be related are, in fact, unrelated. Discriminant validity was assessed through an AVE analysis as shown in Table 4. It shows that discriminant validity is verified considering the square root of AVE for each construct was larger than all inter-construct correlations.



Furthermore, nomological validity determines the degree to which measured constructs demonstrates the relationships based on theory or prior research. Nomological validity was also checked by calculating the correlation coefficients as in Table 4. The coefficient between attitude and intention appeared to be rather high (0.738), thus a multicollinearity test on SPSS was conducted. If variance inflation factors (VIF) calculated are 3 or less, then there is no threat of multicollinearity. It was found that VIF were between 1.862 and 2.759, meaning that nomological validity is satisfied because multicollinearity is not an issue in this study.




4.2. Structural Paths and Hypothesis Tests


The goal of this study is to find the effects of cultural dimensions of uncertainty avoidance, individualism, masculinity, indulgence, and long-term orientation on attitude, as well as the total effect of attitude and social norms on behavioral intention. With this purpose, we conducted a path analysis for the relationships using the structural equation modeling (SEM) technique. The hypothesized structural model adequately fit the data (χ2 = 1197.115 (df = 437, p = 0.000); CFI = 0.920; TLI = 0.909; RMSEA = 0.066; SRMR = 0.060) and satisfied the criteria (Hair, 2010). According to the result of path analysis, out of seven hypotheses, five hypotheses were accepted while two were rejected. The results revealed that attitude towards using Airbnb was negatively influenced by uncertainty avoidance (β = −2.904, p < 0.05) and individualism (β = −0.638, p < 0.05). Therefore, H3 and H4 were supported. Long-term orientation (β = 3.832, p < 0.05) and indulgence (β = 0.958, p < 0.01) had a significant positive effect on attitude toward using Airbnb, providing support for both H6 and H7. Meanwhile, masculinity (β = 0.256, p > 0.05) was not significantly associated with the attitude. Thus, H5 was not supported. Moreover, attitude toward Airbnb (β = 0.948, p < 0.001) was found to have a significant positive effect on the behavioral intention, while subjective norm (β = 0.018, p > 0.05) had no significant effect on the behavioral intention. Thus, H1 was supported while H2 was not. Figure 2 displays the standardized path coefficient, path significance, and explained variance (R2) for each path.





5. Conclusions


5.1. Key Findings and Research Contribution


A majority of related prior studies investigating cultural influences on the sharing economy services used a subset of cultural values. Thus, their findings failed to provide a comprehensive understanding of how culture affects the participation in the sharing economy. Moreover, there has been little emphasis on the role of social influence in the use of a sharing service. The present study aimed to fill this gap. The purpose of this research is to investigate the influence of cultural and social factors on a consumer’s participation in a sharing economy using Hofstede’s cultural dimensions theory and Ajzen’s theory of planned behavior. Specifically, this study examined the impact of five national cultural values on attitude and it also examined whether subjective norms and attitude have a positive influence on a user’s intention to use services for sharing an accommodation on Airbnb.



The results of our empirical analysis revealed that cultural dimensions are key predictors of attitude toward Airbnb. All the cultural dimensions except for masculinity were found to have a significant relationship with attitude toward booking on Airbnb. The finding that culture plays an important role in a user’s participation in a sharing economy is in harmony with those of prior studies [3,8]. Moreover, the significant influence of attitude on intention was confirmed while the influence of subjective norms on intention was not supported. It is interesting to note that social influence does not contribute to the formation of one’s intent to participate in the sharing economy. It is inferred that one decides whether to book an accommodation on Airbnb based on perceptions of one’s own needs rather than those of whether one’s acquaintances expect one to use such a sharing service.



The first research question presented in the Introduction inquires into the potential influence of culture on attitude. The findings bring up diverse effects of cultural values. Consistent with the hypotheses, uncertainty avoidance and individualism had a negative effect on attitude. The significant effect of uncertainty avoidance on attitude is in line with the findings of previous studies [32,33], which found that individuals with HUA are reluctant to adopt online services for the fear of privacy. Moreover, the significant effect of individualism on attitude is in accord with the results of a prior study that concluded that collectivism has a positive effect on consumers’ propensity of renting out and renting products [8].



Likewise, long-term orientation and indulgence also proved to be positively associated with the attitude towards Airbnb, as we predicted in the related hypotheses. The significant positive effect of LTO may be attributed to the fact that high LTO culture positively affects the generation of trust [54] and trust is an important requirement for using sharing services. Furthermore, the positive relationship between indulgence and attitude agrees with the finding of a related study that people from restraint-oriented cultures tend to focus on the negative aspects [3], thereby leaning toward a negative attitude about sharing services.



On the other hand, masculinity turned out to be the only cultural dimension that had no significant influence on attitude. This finding implies that masculinity domain, such as whether a society is governed by competition, achievement, and success, has little correlation with attitudes toward sharing economy services. Further research is needed to investigate the potential impact of masculinity on the consumer behavior in the sharing economy.



Now, our second research question is concerned with whether social influence contributes to the formation of a user’s intent to use sharing services. Contrary to our prediction, it was found that social influence has no significant effect on intention to book an accommodation on Airbnb. This suggests that attitudes towards sharing economy participation driven by the cultural values are more influential than social influence in explaining an individual’s sharing economy participation. We tried to augment an understanding of drivers of sharing economy participation research. To that end, we examined the influence of both the cultural value dimensions and social norms at the same time. Moreover, this study consists of the data gathered online from the United States citizens. Since Airbnb has made the biggest economic contribution of $33.8 billion in the United States as well as the highest usage rate in the country, our respondents were familiar with Airbnb, and the majority of them had the experience of using the platform to book an accommodation several times.




5.2. Implications


The results of this study point to some implications for academics. First, our research contributed to the existing body of knowledge by providing an understanding of how culture and social influence each affects an individual’s participation in the sharing economy. The results will provide new insights into the drivers of a user’s participation by examining the impact of factors that go beyond immediate motivators such as cost savings, social networking, and so forth. Furthermore, this research helped to discover the theoretical relationships between cultural value dimensions and attitude toward the use of sharing services. Further studies in this direction will bear fruit with regards to the effects of culture on consumer behavior in the era of the sharing economy.



In addition, our findings provide some practical implications. A balance between peer providers and peer consumers needs to be maintained in P2P exchanges. According to Kumar, Lahiri [66], not being able to match the level of supply with the demand will lead to problems. For example, Stayzilla, once known as the Airbnb of India, had to shut down because of similar mismatch of supply and demand. The mismatch may occur when people are not willing to rent out their homes, or not willing to be renters of the houses. Cultural dimensions in this study explains the directions of people’s willingness and unwillingness of Airbnb usage. For that reason, sharing accommodation service providers as well as other P2P exchange providers should modify their marketing strategy according to the country and its values. They need to create the right marketing mix to target individuals from different countries and cultures [57,67].



While targeting countries or areas with a high level of collectivism, the emphasis should be on offering a P2P exchange as a digital platform that brings individuals together in a community and emphasizing the feeling of being at home. Moreover, for the countries with high uncertainty avoidance, the focus should be on lowering the uncertainty that comes with the usage of an online service as well as the uncertainties related with communicating with strangers. Since people from long-term oriented countries prefer value saving and sustainable consumption that lessens environmental impact, marketers should emphasize sustainable consumption characteristic of sharing economy services. Additionally, as restraint-oriented people have a lower tendency to engage in leisure and fun activities as well as a lower spending tendency, the practical aspect of sharing economies, which includes money saving and meeting simple accommodation needs, should be emphasized. Furthermore, since it is hard for restraint-oriented people to develop positive feelings and have a negative attitude instead, it is important to successfully display the positive features of sharing economy services.




5.3. Limitations and Future Research


This study bears limitations, which also open up significant opportunities for future research. First, while extant research indicates that the extent of government regulations in a nation tends to be significantly influenced by its cultural values [8], government regulations of the Unites States were not controlled in this study. Secondly, this study only used participants from Unites States. Although it was a good contributor to the data quality, it also poses a limitation. To overcome this limitation, one may include a sample of respondents from different cultures and make a comparative analysis of the results. Third, participants with past experience with Airbnb services were not questioned in detail. A favorable experience may generate a positive impact on the adoption intention, while an unfavorable experience may yield a negative impact on the future usage intentions.



Fourth, since the survey was conducted during the COVID-19 period, the responses might have been affected by the current situation. It may temporarily or permanently change the levels of the cultural dimensions that were measured and the level of societal influence. Future research may undertake an investigation into the effects of COVID-19 on the level of cultural dimensions as well as on subjective norms of individuals. Finally, this study focused on the five cultural dimensions by Hofstede and did not take into account the role of the power distance dimension. Focusing on the five of the cultural dimensions allowed us to reduce the questionnaire length and minimize participant fatigue significantly. However, future research may yield more insightful results by including all the cultural value dimensions in the empirical analysis.
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Figure 1. The conceptual model. 
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Figure 2. Hypothesis testing. Notes. X2 = 1197.115 (p = 0.000, df = 437); root mean square error of approximation = 0.066; comparative fit index = 0.920; Tucker-Lewis index = 0.909; standardized root mean square residual = 0.060. * p < 0.05; ** p < 0.01; *** p < 0.001. 
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Table 1. Respondents’ demographic profiles (n = 401).
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	Characteristics
	Value
	Frequency
	Percentage





	Gender
	Female
	141
	35.2



	
	Male
	260
	64.8



	Age
	10s
	1
	0.2



	
	20s
	105
	26.2



	
	30s
	183
	45.6



	
	40s
	68
	17.0



	
	50s
	34
	8.5



	
	60s
	10
	2.5



	Education
	Less than high school degree
	0
	0.0



	
	High school degree or equivalent
	47
	11.7



	
	Associate degree
	29
	7.2



	
	Bachelor’s degree
	226
	564.



	
	Graduate degree
	99
	24.7



	Income (yearly)
	No income
	5
	1.2



	
	1–9999 USD
	8
	2.0



	
	10.000–24,999 USD
	35
	8.7



	
	25.000–49,999 USD
	104
	25.9



	
	50.000–74,999 USD
	98
	24.4



	
	75.000–99,999 USD
	108
	26.9



	
	100.000–149,999 USD
	34
	8.5



	
	Greater than 150,000 USD
	9
	2.2



	N total
	
	401
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Table 2. Measures and scales.
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	Constructs
	Definition
	Measurement Items
	Sources





	Uncertainty avoidance
	The extent to which members of a culture feel threatened by uncertain or ambiguous situations.
	
	
Rules and regulations are important because they inform workers what the organization expects of them.



	
Order and structure is very important in a work environment.



	
It is better to have a bad situation that you know all about, than having an uncertain situation which might be better.



	
Standardized work procedures are helpful.



	
Instructions for operations are important.





	[3,8,28]



	Individualism
	The degree of interdependence a society maintains among its members.
	
	
Having autonomy and independence is more important than being accepted as a member of a group.



	
Being independent is more important than being accepted as a member of a group.



	
Individual gain is more important than being loyal to a group.



	
Group welfare is not as important as individual rewards.



	
Individual success is more important than group success.



	
It is more important for a manager to encourage individual initiative than it is to encourage loyalty and a sense of duty in subordinates.





	[8,28]



	Masculinity
	Masculinity dimension indicates that the society will be driven by competition, achievement, and success.
	
	
It is preferable to have a man in high-level position rather than a woman.



	
There are some jobs which men can always do better than women.



	
It is more important for men to have a professional career than it is for women to have a professional career.



	
Solving organizational problems requires an active forcible approach which is typical of men.





	[8,28]



	Long-term orientation
	The prioritization of

future rewards over short-term benefits, in particular, perseverance and thrift
	
	
I should be careful when I manage my money.



	
I care about my personal steadiness and stability.



	
Individuals should engage in long-term planning.



	
Individuals should give up today’s fun for success in the future.



	
Individuals should work hard for success in the future.





	[3,51,57,58]



	Indulgence
	The degree to which people attempt to control their desires and impulses.
	
	
I always buy something to feel better.



	
“Buy now, think about it later” describes me.



	
People would describe me as impulsive because I lose control due to my desires.



	
When I go shopping, I buy things that I had not intended to purchase.



	
If I see something I want, I buy it. Later, I regret it.



	
When there are discounts/sales for product offers, I tend to make purchases.





	[3,51]



	Attitude
	Evaluative statement about an object.
	
	
Using Airbnb is a good idea.



	
Using Airbnb is a wise idea.



	
Using Airbnb is an idea that I like.



	
Using Airbnb to find an accommodation would be pleasant.





	[18,59]



	Subjective norm
	The belief that an important person or group of people will approve and support a particular behavior.
	
	
People who influence my behavior would think that I should use Airbnb to find an accommodation.



	
People who are important to me would think that I should use Airbnb to find an accommodation.





	[18]



	Behavioral

intention
	The amount of effort exerted to engage in a behavior, amount of resources devoted to a behavior, and the perception of how hard one is willing to work to engage in the behavior.
	
	
I am very likely to use Airbnb in the future.



	
I would recommend that others use Airbnb.





	[13,52,60]
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Table 3. Statistics of construct items.
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Standardized Factor Loadings

	
Cronbach’s Alpha

	
Composite Reliability

	
AVE

	
Mean (SD)






	
UA1

	
0.849

	
0.837

	
0.843

	
0.575

	
6.040 (0.839)




	
UA2

	
0.692




	
UA4

	
0.703




	
UA5

	
0.779




	
IND1

	
0.656

	
0.880

	
0.876

	
0.544

	
4.929 (1.226)




	
IND2

	
0.596




	
IND3

	
0.828




	
IND4

	
0.757




	
IND5

	
0.854




	
IND6

	
0.699




	
MAS1

	
0.936

	
0.930

	
0.932

	
0.775

	
4.262 (1.942)




	
MAS2

	
0.717




	
MAS3

	
0.927




	
MAS4

	
0.923




	
LTO1

	
0.728

	
0.803

	
0.804

	
0.506

	
6.033 (0.837)




	
LTO2

	
0.684




	
LTO3

	
0.719




	
LTO5

	
0.714




	
IDG1

	
0.84

	
0.938

	
0.938

	
0.717

	
4.142 (1.787)




	
IDG2

	
0.911




	
IDG3

	
0.9




	
IDG4

	
0.829




	
IDG5

	
0.914




	
IDG6

	
0.659




	
ATT1

	
0.784

	
0.809

	
0.810

	
0.587

	
5.899 (0.896)




	
ATT2

	
0.77




	
ATT4

	
0.743




	
SN1

	
0.85

	
0.849

	
0.849

	
0.738

	
5.385 (1.208)




	
SN2

	
0.868




	
INT1

	
0.782

	
0.783

	
0.785

	
0.646

	
5.986 (1.000)




	
INT2

	
0.825








Notes. UA = uncertainty avoidance; IND = individualism; MAS = masculinity; LTO = long-term orientation; IDG = indulgence; ATT = attitude; SN = subjective norm; INT = behavioral intention.
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Table 4. Correlations between constructs (square root of AVE and correlations).
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	UA
	IND
	MAS
	LTO
	IDG
	ATT
	SN
	INT





	UA
	0.758
	
	
	
	
	
	
	



	IND
	0.034
	0.737
	
	
	
	
	
	



	MAS
	−0.057
	0.609
	0.881
	
	
	
	
	



	LTO
	0.731
	0.014
	−0.13
	0.711
	
	
	
	



	IDG
	−0.099
	0.623
	0.717
	−0.173
	0.847
	
	
	



	ATT
	0.536
	0.067
	0.047
	0.519
	0.092
	0.766
	
	



	SN
	0.316
	0.294
	0.343
	0.283
	0.441
	0.543
	0.859
	



	INT
	0.529
	0.041
	0.009
	0.488
	0.044
	0.738
	0.476
	0.804







Notes. The bold numbers in the diagonal row are square roots of average variance extracted (AVE). UA = uncertainty avoidance; IND = individualism; MAS = masculinity; LTO = long-term orientation; IDG = indulgence; ATT = attitude; SN = subjective norm; INT = behavioral intention.
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