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Abstract 

  

The aim of the research study is to provide a look into the AirBnB and hosts environment in 

a macro, meso and micro approach. This will be done by depicting, how the sharing economy and 

platform environment works and understanding the price strategies in two-sided platforms. 

Following we retrieve information about AirBnB to get an understanding of the company in depth, 

and in the micro level certain price determinants will be explored in the field of review score and 

amenities to understand the host environment and motivations. 

 

In the analysis, it is investigated which amenities and review scores affect pricing the most, 

for that it was obtained inspiration from Wang (2017), which contributed in the study of price 

determinants in 33 cities. Through a survey, interviews and data, we investigated which amenities 

and types of reviews did hosts believe gave a higher revenue and through a collected data set for 

Copenhagen we verified if the host assumptions were correct. The main focus will be on amenities 

and review scores in which it is believed by the different literature research to have either a positive 

or negative influence over price and where the hypotheses will be built upon. The analysis will be 

made in order to confirm or reject the hypotheses that certain amenities and reviews scores have 

significant on price.  
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Used definitions and terms 
 
 
 
 
Macro   The macro approach includes there more structural and fixed phenomena, that can 
   have circumstantial effects on the other levels (Barbour 2013). Hereby the external 
   theoretical studies and research will be applied so as the sharing economy, platform 
   indicators, tourism and tourists.  
 
Meso   The meso approach provides an interaction between the levels (Barbour 2013).  
   Here AirBnB is taking into consideration in how the company is present in the  
   sharing economy and hospitality industry. 
 
 
Micro   The micro approach is more fluid and add more communicational flow  
   to the section (Barbour 2013). The focus of the hosts will here be more specified  
   and researched upon. 
  
 
Sharing Economy  In this research study Sharing Economy can also be referred as SE.  
 
 
 
 
 
 
Macro, meso and micro approach 
 
 The approach for the research study is to apply a macro, meso and micro approach. The reason for 

the choice of approach is in order to provide the different levels of analysis in a top-down approach to create 

a higher level of understanding the research study. (Barbour 2013). The main interest is to have a flow 

within the literature review to organize the different terminology and for the reader to have a complete 

understanding of the study (Barbour 2013). 
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1. INTRODUCTION 
 
 
 

• Introduction 
• Problem statement 

and reason for study 
• Research Question 

GUIDE FOR SECTION 

In this section, it will be provided an 

introduction for the research study and 

the research questions aimed to be 

studied. This will be followed by an 

introduction to the company AirBnB 
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1. Introduction  

1.1 Introduction to the research study 

 

The sharing economy has experienced high growth in the last couple of years (Cheng, 

2016), and has especially affected the tourism industry, which is seen as the sector that had the 

most dramatic impact on the sharing economy as a first mover for its growth (Cheng, 2016).   The 

term collective consumption arised with the creation of possibilities for pioneers of new started 

companies to achieve a place in the hospitality industry (Thano, 2015). Thereby creating a 

disruptive innovative approach to the traditional ways of the hospitality business.  

 

AirBnB has been indeed a pioneer in the accommodation sector, even though being one of 

the last ones compared to the other competitors in the market (Taylor, 2018). Another perspective 

to take into account is the changed preferences from tourists and travelers. More are pursuing the 

customized and local experience of travelling instead of the traditional accommodation in hotels 

(Guttentag, 2015). Hereby AirBnB do provide a offer to these types of travelers and guests. 

 

The term pricing is an important mechanism in the platform economy, since AirBnB is very 

dependent of their hosts pricing due to the fact that their revenue depends on the commission 

received from the hosts. Therefore, for the study it will be researched, how hosts pricing are 

affected, and introduce the company in question, and how they are positioning in the sharing 

economy.  

 

It will be looked firstly at a macro level into the definition of a platform and overview of the 

sharing economy and how it interacts between the different stakeholders. This is in order to get an 

understanding of the different external factors and in which frame the hosts are inserted in. It will 

be done in order to provide us with a deeper understanding of the context and relations between 

AirBnB and the hosts. Furthermore, it will be looked into revenue models, and which revenue 

models are accessible within AirBnB. Not only to understand the balance between supply and 

demand in the context of AirBnB but also providing a framework in which the hosts operates.  

 

Thereby it will be looked in depth into the profile of AirBnB as the company at a meso level 

to obtain insights about the platform company that the host uses and also mention some of the 

challenges that are present in a platform business, that can have an effect on hosts determination of 

price.  
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This is followed by the micro level, looking more specifically into the hosts and how they 

define their price. This will provide a framework for the analysis, together with the Wang (2017, 

“Price Determinants of Sharing Economy Based Accommodation Rental: A Study of Listings from 

33 Cities on AirBnB.com”) study, which gives an overview on how to direct the research and 

analysis.  

 

Wang (2017) studied some of the variables present in the AirBnB world, such as 

cancellation policies, types of beds, and location which have been linked to being factors related to 

profitability in the traditional hospitality industry, and following the same rational, it was found 

through literature review that amenities and the feedback system are now more than ever 

correlated to price implementation. This overview is necessary to have an understanding of how 

amenities and reviews can be positioned in hosts rationality in the decision of their prices. By 

adding mixed methods by making a triangular approach to data, it is firstly explored, through a 

survey, how do hosts position themselves in regard to pricing, secondly a data set will be extracted 

from insideAirBnB, for the existing listings in Copenhagen, in order to see if some of the rankings 

made by the hosts could be correlated to a negative or positive influence on price and overall a set 

of interviews will be made to validate the results. This approach hopefully will validate our 

hypothesis regarding amenities and review scores. In the end it will be provided a clear vision of 

how hosts can measure certain amenities and reviews score into achieving a better pricing. This 

will provide guidance in how amenities and the different review scores can be added to the hosts 

perception of price in terms of positive or negative influences.  

 

1.2 Problem statement and reason for research 

 

 AirBnB is a growing online marketplace that facilitates rentals between hosts and guest.  

  

In achieving a preferable value in pricing, hosts and AirBnB should be aware of, how they 

should define their prices and what do effect the price for the bookings. The motivation for this 

research is taking inspiration from Wangs study to clarify the gab in understanding amenities and 

reviews score more in-depth, and if they either provide value or devalue in regards to hosts pricing. 

With the hosts having a significant role in adding content to the AirBnB online platform, it is 

appropriate to look more into the hosts and their determination of price and what they take into 

consideration. Hereby, this research study will add more value to hosts and suggestions towards 

how future price determinations can be effected by certain amenities and reviews scores. This 

requires also to understand the external and internal factors, as the company AirBnB and also the 
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sharing economy, hence the sub-questions were created to support the findings and providing a 

good structure.  

 

1.3 Research Question and Sub Questions 

Research Question:  
How can certain amenities and reviews scores influence the hosts pricing in the sharing 

accommodation economy of AirBnB?  

 
Sub questions: 
 

1. How to define AirBnB in the sharing economy as a platform model?  

 

2. Which pricing is accessible in the sharing economy of the accommodation sector?  

 

3. How do hosts determine their price?  

 

4. Which influence does amenities and reviews score have on host pricing?  
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1.4 Introduction to Company 

 

In the present research, the case company is AirBnB (Air Bed & Breakfast) that will be 

studied. AirBnB is an online two-sided platform, peer-to-peer platform with stakeholders such as 

hosts, employees, guests and the communities they uphold (AirBnB, 2019). The founders of AirBnB 

realized that the platform technology made it possible to do a completely new business model that 

could change the traditional economical factor of the hotel industry. They have headquarters in San 

Francisco and are nowadays a global company. They offer an online platform in the hospitality 

industry for renting short-term houses/apartments, where they facilitate the contact between 

hosts, that are listing their apartments/private rooms/shared rooms, and guests that are searching 

for accommodations.  

 

AirBnB was founded in 2008 having already 5 million+ listings worldwide with presence in 

over 81.000+ cities in 191 countries. Their world short-term rentals value share in 2018 was 26% 

with a world value growth in 2017-2018 at 23,5%. AirBnB is estimated being at least worth 38 

billion dollars in pioneering efforts in using technology for the hospitality industry (Taylor, 2018). 

The company configures with the pay-per-booking model, and charges a 3% fee to the hosts and 

from 6%-12% to the guests. Their core business is lodging, but AirBnB is looking forward to 

expand through the acquisition and launches of additional services. (Euromonitor International 

2018).  

 

AirBnB’s purpose is to create a world where sharing is made easy with the assistance of 

technology, while empowering people to share their spaces for becoming hospitality entrepreneurs. 

AirBnB do not own or manage any property, they don’t own any of physical capital besides their 

offices, while the traditional hospitality industry has to have the property to buildings in order to 

have an hotel. This gives the consumer the opportunity to rent anything from a sofa to a house. 

Through the online marketplace, AirBnB users have the choice to get accommodations that match 

their individual’s needs, where AirBnB takes a percentage of the rental from the host and also from 

the guest (Kavadias, 2016). With AirBnB not having to provide any payment for managing physical 

assets, they have no huge investments, which makes them able to charge lower prices for their 

users. Usually they charge 30% lower than hotels (Kavadias, 2016).   

 

 As said earlier AirBnB is a two-sided platform, which is connected to the two-sided 

networks effects, this means that you have two sides that are dependent on each other. AirBnB has 
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the hosts on one side and the guests on the other which are interacting with each other through the 

platform provider, in this case AirBnB.  

 

AirBnB provide a platform that has an architectural structure for the product/service and for the 

two user groups to interact with each other but also making possible to change side at any time, 

while also keeping order and rules to uphold the protocols and pricing regulations and govern the 

transactions (Eisenman, 2006). On AirBnB the hosts attract guests, and at the same time the guests 

attract hosts. This is due to the two-sided network effects with positive feedback. It is important to 

have these effects and growth to attract participants to at least one side of the platform, and 

companies will usually use money on this to do so. They are well aware that if one of the sides joins 

the platform, the other side will follow (Parker et al. et al. 2016).  

 

AirBnB’s value proposition is “Feel at home anywhere you go in the world”. They make it easy 

for guests and hosts to connect with each other in a form of collective consumption. AirBnB is a 

platform that offers value as a Digitalized Interactive platform (DIP), where the offerings are not 

seen as finished, but there is a continuity by engaging actors/hosts in connecting with other actors 

such as firms and their ecosystem, where it is all wrapped up in a combined interactive system 

(Ramaswamy et. al 2018). The digital marketplace offers now artefacts, persons, processes and 

interfaces, that are referred as the digitalized interactive platform (DIP). This is where value is 

processed through interactions, versus the traditional way of value, which was created through the 

exchange of a fixed product or offering between a company and their customers (Ramaswamy et al. 

2018). A platform’s value is created by their community of users, therefore the online marketplace 

must focus on external activities which implies an inside out perspective, that relates to focus on 

functions such as marketing and information technology then the operations, which are considered 

for them outside of the scope of business (Ramaswamy et al. 2018). 

 

1.5 The general market and competition in the industry 

To provide an overview of the competitor scenario, it is possible to find the common 

competitors for both hosts and AirBnB, which are hotels, the traditional hospitality industry, which 

still holds on to a certain share of the revenue share of the overall hospitality industry. When 

looked at only the competitors of AirBnB, besides hotels, other platforms that provide similar 

services, e.g. HomeAway, Tripadvisor and Booking, are also competing for the share of revenue, 

even though there is some core attributes that AirBnB does not offer, but when compared to 

Hotels, AirBnB has several benefits to offer consumers (Guttentag, 2015).  
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One of the benefits renting in AirBnB is the price. AirBnB’s median rates are less expensive 

when comparing an entire home/apartment to a four-five star hotels room. AirBnB’s rates for 

private rooms can be sometimes compared to the daily rates of. Some guests also prefer to be in 

local residences instead of a hotel which can be connected to the change of mentality in terms of 

tourism, and also, AirBnB hosts may provide the guests with local advice to attractions and places 

to see. It also allows guests to have amenities such as washers, full kitchen and so on, that normally 

are more difficult to find in the traditional hospitality industry and normally accompanied by an 

extra cost (Guttentag, 2015). AirBnB accommodations give guests the opportunity to experience 

the local experience of a city and not the regular “tourism experience” (Guttentag, 2015).  

 

AirBnB beats the pipeline business such as hotel, in creating feedback loops. They rely on 

reactions from the community to see what the consumer needs. In contrast, the traditional pipeline 

businesses rely more on mechanisms of control – that is, editors, managers, supervisors – this is to 

ensure the quality and controlling market interactions. These mechanisms are quite costly and also 

inefficient for them to grow to a bigger scale (Parker et al., 2016). Platforms are becoming more 

and more common and the prospects of growth in returns can be hard within a competition in two-

sided industries. Because of the development in technology, platform has become more widespread 

in the recent years (Eisenmann, 2006).  

 

AirBnB has several competitors, that, as mentioned previously, offer similar and identical 

services, these include Wimdu, 9flats, Roomorama, HomeAway, HouseTrip and Tripadvisor 

(Guttentag, 2015) as some of examples. To have a better comparison and benchmark HomeAway, 

Tripadvisor and Booking.com are chosen as the main competitors in the platform industry. 

 
Figure 1: Timeline, Authors  
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 These new platforms were launched in different times but with an average difference of 5 

years being the latest AirBnB which launched in the year 2008.  
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• Micro 
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GUIDE FOR SECTION 

The literature review is a way to 

create an understanding of the 

research study’s background theory in 

the sharing economy and pricing for 

the reader to understanding which 

macro, meso and micro factors to take 
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2. Literature review  

2.1 Introduction to RQ  

 

The aim of this research study is to examine, how amenities and reviews can affect hosts 

pricing determination based on the study of price determinants of sharing economy from Wang 

(2017), but firstly we need to understand the sharing economy, AirBnB as a platform and the hosts 

pricing to understand the overall setting. For that reason, the research question was developed in a 

way that allowed the authors to continue the study provided by Wang (2017) but also understand 

the host environment within AirBnB and in the sharing economy, hence, the support from the 

different sub-questions. 

 

Wang’s results were indeed essential to continue developing his research, since he provided 

the necessary framework to allow a hedonic approach to price by depicting the different variables, 

such as cancelation policies, parking around the premises, in being or not being a superhost, type of 

bed, instant booking amongst others. This research was provided by a quantitative analysis by 

regressing price through linear QR models and linear OLS models to detect if there were linear 

relationships between price and the set of explanatory variables mentioned previously. It is hoped 

that the literature review will assist in understanding why the feedback mechanism has gained 

importance in terms of defining price. In the traditional hospitality industry, amenities are studied 

in luxury hotels in terms of willingness to pay (Heo et al., 2015) and its affect. For that reason, and 

in accordance to literature already existing, amenities and the different review scores will be 

inserted in the research since there is a gap in Wang studies, that allows for further research in 

understanding the amenities and reviews scores more into detail. 

 

2.2 Hedonic model approach 

 

To understand pricing, it is necessary to have look into the hedonic perspective of it which 

means deducting all the non-observable prices (Heo and Hyun, 2015). Hedonic prices have been 

studied for a certain time and are associated with the different characteristics of a product or service 

and are normally measured and observed by understanding, which of the factors have influence and 

regress them against price to create hedonic price indexes (Rosen, 1974). This implies that the 
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observed price on service/product and the different set of characteristics constitute the hedonic 

price (Rosen, 1974).  

 

The conceptual framework of the hedonic model complies then with the assumption that for 

all the independent variables there is an equilibrium price (Watkins, 2001).  

 

Understanding how it is possible to apply this approach to the price that hosts have defined 

it is needed to, of course, see which variables should be considered. For instances, according to Heo 

and Hyun (2015) certain amenities affect the price in the traditional hospitality section, hence it is 

hypothesed that certain amenities will also affect price in the sharing economy of AirBnB. The 

same can be argued regarding feedback mechanisms where it will be provided a theoretical 

framework to also understand their effects. The hedonic approach is natural framework to depict 

prices in the different variables that compose it. Wang (2017) has studied some variables, in the 

AirBnB host scenario, that are correlated and significant to price and where the hedonic model was 

applied on the data set of 33 cities to evaluate the affect over price.  

 

2.3 Levels of pricing  

2.3.1 Macro   

 

To provide an overview, this macro section will guide towards an understanding of 

platforms and the sharing economy and thereby leading into the different kinds of revenue models 

and pricing strategies to understand what is the vision of the hosts and how they are inserted in it. 

This section will be done to understand how the new sector of sharing economy is determined and 

showcasing some of the influences of the decisions done by AirBnB that can affect the host. 

 

2.3.2 The sharing economy  

 

The sharing economy is based on the concept built on a type of economy assembled many 

years ago, when people would exchange goods for the ones that were missing. The concept evolved 

to a more monetary concept, where people renting would utilize the non-used summer houses to 

rent to friends or acquaintances. Before the platforms took action on the sharing economy, it was a 

possibility to lend or rent personal items to family and friends, but to lent or rent to strangers was 

more complicated since it could arise some trust issues in regard to the uncertainty of a guest’s 
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house not to be damaged or ruined. Here platforms are capable of applying insurance contracts and 

systems to encourage good behaviour (Parker et al., 2016). The sharing economy has the recent 

years evolved as a new business model that has transformed not only the tourism and hospitality 

industry, but many others. 

 

 The sharing economy (SE) has experienced growing public interest in the last five years, 

with introducing new players entering the many industries and fields. The rapid growth in the SE 

for the past decade is much related to social economic conditions in the pursuit of a better value 

distribution of the supply chain (Cheng, 2016). The SE has made dramatically impacts on several 

areas of the today social economic system. It has been estimated that the SE will potentially grow 

to 335 billion dollars by 2025 compared to the 15 billion dollars in 2015 (Cheng, 2016). When the 

SE emerged, it had a higher impact on the tourism and the hospitality sector, it allowed the sector 

of hospitality and tourism to be one of the first movers to take advantages of the profitability. SE 

allow tourists and residents to distribute their home, cars etc., and monetizing them. Many have 

stated sharing as one of the mainstream performances of tourism and hospitality, with visitors to 

want better value for money, sustainable tourism products and the authentic tourism experience 

(Cheng, 2016). Below is graphic the growth of sharing economy compared to the traditional 

tourism through the years. 

    
    Figure 2: Tourism Industry, Cheng 2016 

   

 Looking from a supply chain perspective, that SE has opened supply portfolio of tourism 

options, as it also is so easy and cheap for a new start-ups to get into the market. The online 

platform also generates opportunities for SE start-ups to let their consumers access a huge range of 

goods and services, with the offer in high standards and affordable prices, in comparison to the 

traditional pipeline hotel businesses. One of the most critical aspect is that SE can allow tourists 
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destinations to better respond to demand in offering more alternatives to the tourism services 

(Cheng, 2016). 

 

2.3.3 Tourism overview and consumption 

  

 Tourism is accounted for being a sector of economic activity that aims to generate goods 

and services to fulfil that collective and individual needs (Thano, 2015). As it is stated in Statista 

2018, the travel and tourism industry is one of the world’s largest industries. It has a global 

economic contribution of over 7,6 trillion U.S. dollars in 2016. The impact is also directly related to 

accommodation, transportation, entertainment and attraction, which are 2,3 trillion U.S. dollars in 

2016. Worldwide, the tourism has experienced growth almost every year. Tourist’s arrivals have 

increased from 528 million in 2005 to 1,19 billion in 2015 (Statista, 2019).  It has been forecasted to 

reach 1,8 billion by 2030. Every year, Europe is the part of the world that reaches the most 

international tourist arrivals (Statista, 2019).  

 Tourism is an individual way of consumption inserted in the national economy, mainly 

called as “the tourism consumption”. Tourism consumption is all the expenditure that a tourist pays 

from his/her own pocket for goods and services that are consumed during the time of stay, and also 

for the goods and services produced by different sectors, in this way to support the increase of 

tourism consumption (Thano, 2015).  

 

2.3.4 Platform definition 

“Products and services that brings together groups of users in two-sided networks are platforms.” 

(Eisenmann, 2006,) 

 

The platform definition states that it is a business that creates value interactions between 

producers and consumers. The platform is an ecosystem of different actors, that has the job of 

building an infrastructure, that is open and provides the opportunity for participative interactions 

with governance conditions (Parker et al., 2016). In the earlier days before platforms became the 

norm of businesses, it was normal for firms to be pipeline businesses. The structure of these 

businesses was having the procedure of first creating value with producers, and then having the 

customer receiving that value in the other end. A company would firstly make a product or service 

and then offer it for sale to the end consumer. These businesses can also be called linear value 

chains.  
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 In the recent years, companies has tend to shift from this traditional system towards the 

platform structure, that is more complex in the relationships between producers, consumers and 

the platform. Many actors are interfering at the same time. Everything is either being exchanged, 

consumed or co-created to value (Parker et al., 2016). There are still many pipeline businesses 

today, but the challenges are, when a platform enters the same market, then the platforms virtually 

wins. Platform makes the process easier without having too many gatekeepers. Gatekeepers are the 

ones that control and allow processes to come through. In eliminating gatekeepers on the platform 

gives the consumers a better chance to customize the offerings, so it fits to their needs (Parker et 

al., 2016). Platforms also provide other sources of value creation and new forms of supply. For e.g. 

AirBnB does not own any rooms themselves while in Hotels they need to own, this gives them a lot 

of freedom and decrease costs related to resources on estate (Parker et al., 2016).  

 

2.3.5 Platform types 

 

A multi-sided platform ordinary arises, when groups needs contact to each other without 

experiencing difficulties between the interactions. They need to access each other easily and 

directly.  

 

For a multi-sided platform to succeed it is important to obtain a “critical mass”, which means 

having enough participants for growth (Parker et al., 2016). For securing this critical mass, it 

entails having both groups on board of the platform in a sufficient amount for the creation of value 

(Parker et al., 2016).  

 

 When creating a multi-sided platform, there needs to be a balance of the sides of the 

platform with making sure they have the enough amounts of groups. Pricing is a key element for 

balancing this process, although it is also critical to maintain the platform, products and services 

and how they governance the interactions between the different groups (Parker et al. 2016). In 

securing critical mass, there are 3 different strategies, zigzag strategy, two-strategy and 

commitment strategy. Zigzag is a strategy used by e.g. Youtube that pushes participation through 

both sides at the same time. It gets more people to upload and more people to view. The two-step 

strategy entails in persuading one group to join the platform and when achieving the right amount, 

the other groups are being pursued to join. This strategy especially works for companies that make 

money on advertising, because they use advertising as bait for attracting people to the platform 

(Evans et. al 2016). As for the commitment strategy, it is an approach in commitment, where one 
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group needs to make investments for being able to participate. Although these groups will not pay 

unless being certain that the other group will show up (Parker et al., 2016).  

 

Two-sided platform differs from the basic ways of how other services perform. In the 

traditional value chain and value, it often goes from left with costs to the right that entails revenue. 

In two-sided platform, it is mainly costs and revenue and these flow at the same time in the right 

and left, because of controlling both groups on each side. The platform has costs on both sides in 

services and can also collect revenue from both.  

  

 AirBnB is a known as a two-sided platform, where groups and members can meet (Evans et. 

al 2016). Their job is to attract at least two customers to connect them in interaction with each 

other. Their most important source of revenue is their customers (Evans et. al 2016). Businesses 

like AirbBnB, Pinterest, Spotify and Uber all have in common that they connect members to one 

group, these business help people that are looking for something like a ride or drivers looking for 

passengers. You can also call them “Matchmakers” they are quite different from the traditional 

ways of the college economics. These platforms have a totally different set of rules to follow in 

comparison to the traditional manufacturing business that sells material stuff. The material that 

AirBnB sells are the groups they help bring together, not a raw material like a physical bed or 

room, that Hotels do (Evans et. al 2016).  

  

AirBnB has two sets of customers, the guest and the host, and in order for AirBnB to 

succeed, both sides need to be attractive to each other (Eisenmann et al., 2006) but this task is very 

difficult since both sides have different needs and of course there is a side which has more weigh - 

normally the one that can give more revenue to the platform (Eisenmann et al., 2006). 

 

Two-sided network effects are two sides on platform that attract each other. For e.g. with 

Uber it is drivers attract riders and riders attract drivers. In the same case with AirBnB with hosts 

attracting guest and guest attracting hosts. These kinds of businesses attract the two-sided 

network effects with positive effects. The importance of positive effects is due to the fact that both 

sides win with the increase of users in the opposite side (Parker et al., 2016).   

Network effect can at time be confused with virality. It is about the concept of a brand or idea being 

spread from an Internet user to another rapidly. Virality is a tool to attract people to a platform, 

but the difference is that network effect keeps them in staying. So virality is encouraged people to 

join, whereas network effects are concerned with creating value for people on the platform, so they 

will stay using the online marketplaces services (Parker et al., 2016).  
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2.3.6 Supply and Demand in Two Sided Platforms 

In order to understand AirBnB concept it is necessary to understand how the generality of 

the two-sided platforms work. As stated earlier two-sided means that the consumers and producers 

both need to on boarded to be able to interact with each other (Hagiu, 2009) and it has been already 

studied that one side of the markets arrive first to the platform (Hagiu, 2006). If one of the sides 

doesn’t on board, it could happen that the platform turns irrelevant since the platform ‘job’ is to 

connect both parties (Parker et al., 2016). 

As known, AirBnB charges the service fee of around 3% to hosts and averagely 6-12% to the 

guests which means that they are charging more on the consumer side implying that it exists a 

surplus of supply implying a competitive environment (Hagiu, 2009) between the hosts. Besides, 

the rationale behind two-sided platforms is to extract higher service fees or commissions in the side 

that has more power and this can be explained due to the fact that guests have a higher demand for 

variety (Hagiu, 2009). The rationale behind it is explained by the elasticities and the marginal costs 

on both sides, which in AirBnB is reflected in having elastic consumers or guest’s due to the low 

pricing on the host side (Rysman, 2009). Hosts provide apartments/houses, but in the end, it is the 

guest who has the decision power to book or not to book, which can or not provide payments for 

AirBnB and ultimately, for the host. 

Although AirBnB has inherit quite a big consumer base, achieving faithful guests and hosts, 

but are hosts as faithful or are they multi-homing (Hagiu, 2006)? It is interesting to understand 

AirBnB versus competing forces, specially because older platforms such as Booking are now also 

giving the possibility to common home/apartment owners to list their asset just like AirBnB. This 

is also one of the possible reasons for the service fee from the host side to be diminished versus the 

guest since other platforms charge more to the host, with Booking charging averagely 15% and 

versus 3% from AirBnB  

2.3.7 Value proposition on an online platform 

  

Value is one of the most important elements for keeping participants on a platform. One of 

the issues with multi-sided or two-sided platforms is managing to satisfy everyone on the platform, 

for the users to want stay. They have to control that enough users participate like for e.g. the 

producers, so the consumers want to engage in the platform as well. A term that is used, is the 

“value pie”, the bigger the pie, the more likely there is the chance to give every group a big enough 
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slice. The less of friction and difficulties, there are on a platform, the better is the value outcome 

(Evans et. al 2016). But only a friction that is significant enough will create value, because it makes 

a difference on the platform for the users (Evans et. al 2016). Value grows if the platform matches 

demand from both sides of the platform (Eisenmann, 2006). 

 

2.3.8 Revenue models in the sharing economy 

A lot of pricing can be applied in a business context, below are explained revenue models in 

relation to AirBnB to give an overview of the different approaches to take into consideration in the 

housing market. 

2.3.8.1 Sharing economy pricing 

 

Pricing has been acknowledged to be a critical factor, if you want to succeed in the 

accommodation industry. With sharing economy having the growth in supplier communities for 

accommodation rentals, there a reason for looking into the insights of pricing is an important factor 

for stakeholders to improve themselves and developing their business.  

Some of the price indicators in the traditional sense of the hospitality industry would be star 

ratings and corporate associations. For the sharing economy, this approach is too unconventional 

and unsuited, because the usage are the personal assets for residents. That is why, it is significant 

to look into the price indicators that are related to accommodation of the sharing economy, that is 

hosts, amenities/facilities and specific accommodations (Wang, 2017). Due to high tourist’s 

demand, the sharing economy based accommodation rental business has experienced extremely 

high growth. Tourists see the advantages with accommodation rentals because of the costs 

reduction and the possibility in exploiting culture and social exchange with the hosts so it is 

necessary to understand also how the platforms acts and how hosts are charged.  

 

2.3.8.2 Transaction model 

The transaction model is, where a company receives a fee for executing a transaction. There 

are two types of transaction models; endogenous and exogenous transactions. Endogenous 

transactions are when users buy a physical or digital good and service from the platform, whereas 

exogenous are when the platform sells third-party, or user-generated content, to its users or 

provides the possibility for transaction between them (Enders et al. 2008). Here the platform can 

charge a fee on the amount of transactions and thereby achieve a profit.  
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If the transaction fees are low, the amount of transactions has to be high in order to be 

profitable. The alternative to this is having a small number of users to trade with a high repeated 

pattern of transactions throughout the platform (Enders et al., 2008). A term mainly used for the 

digital marketspace is thelong tail, this is a concept that focuses on less popular goods with less 

demand. But, it is argued, that these goods increase because of the change in self-space and growth 

in online marketplaces. The interaction in the long tail is with people that have never meet before. 

Therefore, trust is an essential factor for people in trading through a platform. Before executing a 

transaction, users need to trust the product and the company.  

Users want information about the product and company from a source they see as 

trustworthy. Thereby, trust is a key indicator for this model to be successful. Companies with this 

pricing model rarely have contact with their users, they instead engage their users to do business 

with contacts. This can be achieved by; 1) increase trust, 2) provide search tools for the goal in 

connecting supply and demand (Enders et al. 2008). To increase trust a platform should show the 

relations between contacts and ensure a high degree of privacy.  

To secure supply and demand a platform would need to offer tools to connect people enable 

high participation in online communities (Enders et al., 2008). The transaction revenue model 

provide a perception of AirBnB pricing for the hosts and guests in transaction, whereas the 

commission section below will show as relation between the two. This is to get an understanding in 

how AirBnB and hosts are aligned in their pricing interaction. 

2.3.8.3 Commission model 

The commission model would be thought of a type of transactional revenue model, but 

mainly where a party is charged a commission fee for every transaction, that it will mediate 

between the two parties. It is one of the most common revenue model for the online marketplaces 

where it is a case of selling items in a digitally sense and charging a commission as a percentage or 

fixed price on all items being sold (Pahwa, 2017).  

 Platforms that are dependent on a fee of the value for interactions may do a measure 

on interaction capture, that will show the reflection of value between the interaction on the 

platform. This could for example be a metrics, where you track the gross value of the interaction 

managed by the platform that will be the main indicator of its activity level (Parker et al. 2016).  
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2.4 Meso  

 

 The meso level approach takes AirBnB’s business model radar into account. Following, it is 

taken a look at the different challenges that can occur in AirBnB and hence affect the hosts. 

 

2.4.1 The Business Model Radar   

Our aim with the Business model radar also called the Service Dominant Business model is 

to predict the competitive positioning between AirBnB and their competitors. The Service 

Dominant Business framework has components that involves approaches of business services and 

their composition with business model and strategy. 

Our world is getting more and more service based, because of the increase in service 

industry in the world’s proceeding economies. The service sector is achieving being a dominant 

economic activity in providing more than 70% of advanced countries GDP (Lüftenegger, 2013).  

The dominance of the expansion of service is known as the experience economy and is a 

result of the evolvement of Information and Communication Technology, with providing solutions 

that were not possible beforehand. Although service is dominant, the product is still important, but 

the value is applied in the usage and benefits of it, which is called the service. The purpose of the 

business radar model, also called Service Dominant Business Model (SDBM), is to reframe the 

business model into a service context, due to the growth in the service economy. (Lüftenegger, 

2013). 

    

    Figure 3: Business model radar, Lüftenegger et al. 2013 
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The Service Dominant Model is visualized as below in figure 2 and shows the central aspect 

that is the value-in-use proposition, which is given by the different touch-points towards the service 

user. The second inner circle reflects how the service is managed in co-producing the value-in-use 

proposition with different and several actors. The third circle is the cost-benefit that indicates the 

cost-benefit of the actors, which encourage each of the parties to engage in the business 

(Lüftenegger, 2013). Lastly outside the circle is the identification of the actors. These actors had an 

important value on the Management and Cost-benefit pillars (Lüftenegger, 2013).  

                  

Looking deeper into AirBnB’s Service Dominant model in the AirBnB perspective, but 

focusing primarily on the host side, AirBnB is one of biggest short-term rental services. AirBnB has 

500.000 stays each month, and more than 4 million offering in rentals around the world (Pillow, 

2019). As mentioned earlier, the different circle has different meanings (Figure 2). In consideration 

for the actors, we have AirBnB, partners, hosts and guests. To avoid being too complex in the 

description it was chosen partners as a total of partners, instead of listing all of them. The value 

proposition that AirBnB delivers is rental of homes through their online marketplace, adding 

features and services for hosts. AirBnB they profit from the commission on the hosts bookings and 

also the guests, and this is where they achieve a cost benefit for being involved.        

 

   
   Figure 4: Business model radar AirBnB, Authors  

              

 The service AirBnB offers is the most essential one of the platform itself. To look further 

into the AirBnB’s partners, it is possible to observe that they are trying to move into helping the 

communities where they are inserted. This is possible to see through the partnership between 
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AirBnB and Nest, with working together to conserve energy and promote cleaner environments 

(Guesty, 2015).  

 

The hosts are an essential link in creating value-in-use, because if there were no listings, 

there would not be any guests and the same vice versa. For hosts, AirBnB provides the platform to 

showcase their homes/rooms, but they take most of the operational aspect in it, taking care of 

check-ins, cleaning and for instances, making sure the relevant taxes related to accommodation are 

taken care of. For the hosts, one of the motives, mainly could be extremely monetary but could be, 

the convenience in renting out their place, which might be available in the timeframe and the 

chance to participate in a multicultural environment.  

 

This convenience and also predisposition to make profit for something privately owned, is 

achieved by the fact that it is free to create a listing and being member of the AirBnB community, 

and also, the low commission fee of 3% for the hosts. Lastly, the guests benefit the local experience 

(Guttentag, 2015) as preferred by many instead of the traditional tourism way of vacation. They 

want to feel “the real way of life” (Guttentag, 2015) in the different locations to where they travel.  

 

2.4.2 Disruptive innovation  

AirBnB is a huge part of the disruptive innovation it is one of the many businesses, that 

have transformed the hotel industry while becoming a strong competitor in the market while 

adding alternative benefits in the economy sector. To begin with, the traditional market for tourism 

accommodation is regards to tourists renting accommodation from Hotels, that are the more formal 

businesses. AirBnB has managed to shake up this business model, and form an online marketplace 

to rent place from one person to another (peer-to-peer accommodation).  

2.4.3 Challenges in AirBnB that can affect host pricing 

  

 Running and managing a two-sided platform is not easy, when it is necessary to handle two 

user groups at once, especially in a competitive industry. The platform provider has to both collect 

revenue for both sides and manage growth and willingness to pay (WTP). A two-sided network 

usually has what is called a “subsidy side”, this is the group of users who are very valued by the 

other user group. The amount of subsidy users has a huge impact on the networks effects, and 

enhances and builds a proper value proposition for the platform. The goal is to achieve a “cross-

side” network effect, this happens when the platform can attract enough subsidy-users, so the other 
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users, the money-side, are willing to pay a greater amount of money to reach them. This also works 

the other way around, more money-side users there are, more the platform will be more attractive 

to subsidy-users, captivating them to sign up (Eisenmann, 2006). Cross-side is mostly positive, but 

can also reveals to be negative in a way for example with ads on platform services.  The challenge 

with having pricing power on both sides is in which degree should the platform providers engage 

one group raise in subsidizing, and how much will the money-side/user pay for that value.  

 

Same-side network effects can also be quite a challenge, which can be trying to attract more 

users to one side, encouraging even more people to the weaker side. Same-sided networks effects 

mostly has an negative impact, because they bring more people into the platform and this is 

associated with competition and rivalry in the B2B market (Eisenmann, 2006).  

2.4.3.1 Competition 

  

The first mover advantages can be quite advantageous in platform competition, but not 

always trustworthy. Due to the slowness of the market changes, the late mover’s advantages are 

mainly that they are more resilient. They avoid the challenges that pioneers have and are better at 

implementing the latest technology trends into product designs or even having the chance to 

redirect the pioneer competitors’ products and overpower them on the cost efficiency ratio. 

(Eisenmann, 2006).  

2.4.3.2 Multi-homing 

Hosts nowadays don’t have only one solution for the market of the peer-to-peer 

accommodations. Major websites known in the hotel industry took advantage of the momentum 

and entered the market by offering the possibility to the common house owner to publish their 

listing. 

 

It was already mentioned some of the main competitors of AirBnB – TripAdvisor, Booking 

and HomeAway; now we should question If AirBnB is indeed more competitive to be seen as a the 

only peer to peer platform being used or if actually the hosts are turning multi-homing since these 

competitors appeared and took advantage of the momentum. When the host is faced with different 

choices, of being attached to only one platform or actually seeking to take advantage of other 

platforms he has different rationales behind. 

 

Multi-homing can be defined as using different services or platforms that provide more or 

less the same as the one already in use (Sun et al., 2018) and it could be driven by the 
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complementary notion of use, the costs involved and the personality of the individual (Sun et al., 

2018). The notion of complementarity aids in understanding why some hosts have more utility in 

adding one platform to their portfolio, it could be because of the complementary information it 

provides or the different kind of services it offers, that add up to the already existing ones in the 

current platform (Sun et al., 2018). But adding new platforms isn’t just about adding value and 

information to the host, there is also a perceived cost.  

 

As per the study of Sun et al., (2018), where the focus is mainly on the guests which can be 

related to the vision of the host, there could be two types of perceived cost, the seeking and 

integration cost. The first is in regard to understanding other platforms and searching for them, as 

for the latter, it can be interpreted as the process of integrating the new platform and the 

consequently learning how to use it (Sun et al., 2018). Even though there is a possible perceived 

cost, hosts will still adopt several platforms due to the total gain (Sun et al., 2018, p.716). 

 

2.4.3.3 Development in the market 

  

Even though a platform can be already succeeding in pricing and competition, there can still 

be challenges. A platform can quickly be out-dated by a new incoming competitor entering the 

market. Many platforms can experience being overlapped in each others databases, and actually 

having the same end-users. The problems occurs when another platform forms better functionality 

of a multiplatform bundled solution, where the functionality is set to a lower price (Eisenmann, 

2006, p.8). Challenges and changes especially happens in the fast moving technology, that evolves 

quickly and then provides greater opportunities that disturbs the ways of how things have been. 

This is called “convergence”, where services that at first only had one purpose and could only do 

one thing, have now incorporated new functionalities. The platforms way of dealing with these kind 

of challenges is either to sell out to the threat or to leave the field (Eisenmann, 2006, p.9).   

 

2.4.3.4 Discrimination  

 

The term digital discrimination has become a common word nowadays in AirBnB, because of  

racial aspects, this is due to the reporting of several cases of discrimination within the AirBnB 

(Cheng, 2016). The term indicates the definition of circumstances, where a person or group is 

treated less admiringly than another person or group based on their background features or 

personally characteristics on the internet (Cheng, 2016). To built further on to the perspective of 
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trust, many built an effort to facilitate trust, where the platform encourages hosts to give personal 

profiles and pictures, they even link up their personal profiles of Facebook accounts, using social 

media in building trust and accountability. A Harvard business paper from July 2004, looks into 

how discrimination occurs on AirBnB between non-black and black hosts (Edelman & Luca, 2014). 

 

Transactions on a platform like AirBnB’s platform are not without any risks, thereby to 

facilitate the transactions, AirBnB provides a user reputation system, that both includes 

quantitative and qualitative review ratings of both the guests and hosts. One feature of the review 

system is allowing hosts and guests to post public pictures, which includes their pictures and their 

first names for achieving trust, but unfortunately it can also appear to have a negative effect. From 

the Harvard study of Benjamin Edelman and Michael Luca, Jan 2014, they find that non-black 

hosts are able to charge 12% more than black hosts, also black hosts receive a larger price penalty 

for having poor location scores in relations to non-black hosts (Edelman & Luca, 2014). The aim of 

the study is to see the differences and gaps in prices between hosts and races. There are different 

determinants of prices on AirBnB between the regression of price and information on the site.  

 

It is shown that price increases with the number of accommodating, location ratings and 

presence of social media. Hosts who provide LinkedIn, Facebook and Twitter accounts increases 

their likelihood and their trustworthiness. The analysis also stats that listings of photos are quite 

important (Edelman & Luca, p.8, 2014).  

 

The main results shows that non-black hosts earn 12% more for a similar apartment with 

similar rating and photo in relation to black hosts (Edelman & Luca, 2014). Although it can be the 

some black hosts’ properties tend to be have properties that looks worse, but it is not believed to 

have an influence for the main results (Edelman & Luca, 2014).  

Discrimination is a concern in not only in the workplace, also in the housing market. With face-to-

face interaction it is not possible to reduce the factor of unnecessary information, whereas with 

digital transactions it is possible to control which information comes out, but it depends on the 

platform and design of the online marketplace (Edelman & Luca, 2014). On eBay it is the case, that 

a buyer are not able to see seller’s name or photo, or the other way around. AirBnB also have the 

case of preventing hosts and guests from sharing email or phone numbers before booking, but this 

is caused to prevall parties avoiding AirBnB fees (Edelman & Luca, 2014). The barriers for AirBnB 

is seen to be their lack of liability and the economical perspective, because no legal principle or 

customer demands pushes AirBnB to take any action on the issue to prevent discrimination. 
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2.4.3.5 Legal issues 

  

When looking at the platform from a broad view and from what was mentioned so far, it is 

very easy to understand where AirBnB brings value in opening a new market for tourists, also in 

how they provide an extra income for the conventional user which can utilize their space and cover 

their fixed costs (Guttentag, 2015) and even help with the local communities. Nevertheless, the 

‘’mine of gold’’ can provide some issues due to its disruptive innovation. 

  

Firstly, there is an issue with its regulations (Guttentag, 2015), with the growth of Web 2.0 

most of the governments were not ready in terms of regulations to control such websites, or lacked 

the expertise. When AirBnB was inserted nothing regarding health or safety was mandatory, 

neither could AirBnB oversee thousands or millions of listings scattered through different cities 

and countries. On the traditional side of hospitality, hotels, hostels and in every hospitality 

business, have several rules and requisites in regard to hygiene, safety, minimal areas and so on 

that must be respected in order for the business to prevail.  

 

On the other hand, it is necessary to understand that most of the apartments, shared rooms 

or private rooms are inserted in common buildings or condominiums where the continuous arrival 

of guests, possible noise and overall hassle can be very bothersome for the rest of the residents. 

These residents may sometimes fear for their safety, and have an unpleasant experience (Guttentag, 

2015). In regard to the house market, it is necessary to understand that not all users have the same 

judgement and entering such a business can be seen as a huge investment and they might take 

advantage of it (Guttentag, 2015). 

  

 Taxes are also another sensitive issue surrounding AirBnB: where does the obligation to 

pay taxes falls on? AirBnB has now several headquarters throughout the world but they are not 

inserted in every country so it is difficult to understand who has the obligation to pay taxes, is it 

the owners since they are the ones providing their accommodation in the respective city or is it 

AirBnB who handles all transactions (Guttentag, 2015)? From country to country it is possible to 

observe different ways to handle with the disruptive innovation. 

  

 As an example, one can look at the Portuguese case scenario, or more specifically the Lisbon 

scenario, where the city, just like many others, was overwhelmed with the increasing number of 

AirBnB listings. In October 2018, new rules were created to control the exploitation of the city 

centre, such as the control from condominiums, fiscalization rules and exploitation of certain areas 
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of the city to make sure locals could still afford to live in the centre of the city (Antunes, 2019, 

Journal Expresso) (Baptista, 2018, Journal Expresso). As a comparison, we can also look at 

Copenhagen’s government awareness regarding AirBnB where most of their concerns was in 

regard to limit the number of days a person can rent their apartment for short term and making 

sure all the profit was reported to the tax authorities (Nielsen, 2018, Journal DR). Denmark has 

been the first country to get AirBnB to agree on such an arrangement. The agreement is to ensure 

that the hosts’ pay the right amount of tax (Local DK, 2018).  

  

As we can see it is still being studied by each government how to overcome such situations, 

how to adapt to this new type of economy. No perfect solution was found, and no country follows 

the same rules. 

 

2.4.3.6 Trust issues  

  

To drive a platform like AirBnB as a peer-peer accommodation platform, it is essential to 

create a value in trust between hosts and guests. It can be difficult for hosts to make their 

accommodations available for potential hosts and a challenge to achieve the trust that is needed.  

 

To handle these challenges AirBnB uses Web 2.0 features that gives hosts the features for 

hosts to reach the potential guests through technological infrastructure advancements. AirBnB 

allows their hosts free access to services for reaching the tourism accommodation sector and to 

compete with the traditional hospitality industry. The AirBnB web 2.0 features also allows hosts to 

create trustworthy relationships with guests. The trust has a high impact and is necessary for 

succeeding in peer-peer accommodation, because many people are careful when hosting a complete 

stranger in their house or sleeping in a stranger home as well (Guttentag, 2015).  

 

The biggest tool for AirBnB, that reflects trust is the review scores, that allows the hosts 

and guests to post their reviews public for everyone to see.  

 

“Reputation mechanisms are essential for online transactions, where the parties have little prior experience 

with one another. This is especially true when transactions result in offline interactions” (Guttentag, 2015, 

p.1195). 
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Reputation systems give the opportunity for the hosts and guests to learn more about each 

other before proceeding with transactions and also making an incentive for both parties to act in an 

acceptable manner (Guttentag, 2015). These services are mostly applicable for AirBnB, but are also 

being recognized by the traditional sector. Trust is also gained by direct messaging and 

communication between hosts and guests and through the user profile, where there can be 

displayed a personal photo and descriptive information about the host. For CouchSurfing for 

example. it has been shown to have a major impact on hosts decisions about accepting guests 

(Guttentag, 2015). AirBnB has implemented several identify verifications, which includes 

identification by photo and phone number authenticating and to link one’s AirBnB profile together 

with their Facebook and LinkedIn accounts (Guttentag, 2015).  

 

2.4.3.7 Profit (Professional and non-professionals) 

 

AirBnB is a peer-to-peer platform, as mentioned before, but it is acknowledged that there is a 

new niche in the market, open for everyone to use, hence professionals will try to take advantage of 

it. 

 

It was difficult for AirBnB to distinguish which hosts were acting as professional or not, but 

recently, acknowledging that there were indeed professional host and/or companies, they inserted a 

new type of host, the professional host, which gives benefits the hosts in allowing, for instances, 

integrating AirBnB with certain hospitality software’s (AirBnB, 2019). For AirBnB to provide this 

extra tool could be because they see the benefits in differentiating the ‘’amateurs’’ from the 

professional hosts. 

 

Li et al., (2015, p.30) studied the differences between the professional and non-professional hosts 

and discovered that the revenue for the first is 16,9% higher and a 15.5% higher occupancy rate. 

For AirBnB these kinds of findings might have been the trigger to start treating differently the 

professional hosts since it is with them that it is possible to increase most the revenue due to a 

more correct pricing. 
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2.5 Micro  

 

The micro section will contain more in depth about the hosts behaviour, and stating the 

literature within pricing, amenities and reviews scores in the hotel industry, having in 

consideration the study made by Wang (2017). Consumer expectation versus value has been 

applied in the recognition of the consumer behaviours’ effect on hosts pricing. 

 

2.5.1 Pricing strategy Hosts 

 

 The thesis focus is to understand how certain amenities and review scores affect pricing 

while depicting the AirBnB and host environment. Earlier, it was described the transactional and 

the commission revenue model, to understand not only how AirBnB profits but how hosts might 

perceive it. Several pricing determinants are outlined below, which look more in depth into what 

the hosts should consider when renting out their accommodation.   

 

 When sellers, as hosts, set prices, they may be controlled by one of the two margins: the 

demand margin and the competition margin. In regard to competition margin a host sets the price 

equal to the marginal impact to the guest utility, but a host may set a lower price because of the 

demand margin. Thereby the higher the price it is, the lower the demand for a platform and the 

host (Viecens, 2009). 

2.5.2 Hotel pricing factors amenities, reviews and services 

 

  For comparison purposes with the pipeline businesses and platforms, it is important to 

compare and benchmark further the analysis.  The hotel price is conducted into five categories 

these are: site- specific characteristic, quality-signalling factors, hotel services and amenities, 

accommodation specification and external market factors (Wang, 2017). According to Wang (2017) 

the most important factor for site-characteristic for hotels are the location.  

 

Location plays a big role for the investment of hotels. On hotel sites the location are 

specially given in context to the distance to the city centre, transportation and popular attractions. 

(Wang, 2017). Study shows that the less distance to the city centre is related to higher prices for 

hotel rooms. Second category is quality-signalling factors, which is defined as information of the 

quality, such as star rating, online customer rating and chain affiliation. These accommodation 

systems are divided into classes, categories or grades in relation to physical and service 
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characteristics. The findings indicate that ratings has a positive effect on hotel pricing in Western 

and Eastern countries (Wang, 2017). Online customer rating has a huge acknowledgement in the 

hotel business and shows the service quality and image. Branded chain affiliation shows an 

important quality indicator for hotels. Studies show that hotels that are associated with branded 

chains charge higher prices. The third category of hotel pricing is referred to hotel amenities and 

services. Higher room rates can be related to provision or additional services as express check out, 

breakfast and advanced bookings. From studies in 2010, a service such as providing internet has 

shown to have a positive effect on hotel pricing, although it has gained a negative effect since 2010, 

because of accessibility of internet almost everywhere (Wang, 2017). Category fourth is 

characterized by the different number of rooms, the building age, bar, car park, fitness 

accessibilities and swimming pool. Last, but not least, category five determine the market and 

industry factors such as competitors that influence the price (Wang, 2017). 

 

2.5.3 Definitions Amenities  

	
Amenities are common in the traditional hotel industry and they are normally associated 

with shampoos, body lotions, soaps and other possible offers left in the room for the guest room 

(Heo and Hyun, 2015). In AirBnB the term is still used to describe WiFi, sheets, towels, basic 

toiletries (such as shampoo, body wash and paper supplies). In case there’s a kitchen it should be 

also considered washing up liquid or dishwasher tabs in case there is a dishwasher. AirBnB has a 

concise list that contains elements such as (Airbnb, 2019) air conditioner, hair dryer, iron, dryer, 

TV, indoor fireplace, kitchen, hearing, hangers, washer, hot water and cable tv. Of course, a host 

can offer more amenities such as capsules for the coffee machine, something typical from the region 

and those are amenities that can bring the “wow” factor and surprise the guests. The proper set up 

of amenities can help for profitability and also provide customer satisfaction (Heo and Hyun, 2015). 

Heoa et al. (2015) suggests that the proper set of amenities can help in profitability and improve 

customer satisfaction as well.  

 

2.5.4 Amenities indicators on price 

	
 Hotel amenities and services usually are reflected by a higher rate, if they are present, such 

as minibar, televisions, safes and hairdryers. Higher room rates are also associated with additional 

services as express check out, breakfast and advanced booking. 
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From the paper of Wang (2017) it is suggested that the amenities such as WIFI, Smoke 

detector, TV could have a positive effect on pricing which can be correlated to studies in the 

traditional hospitality industry.  Breakfast on the other hand is researched as having a bad effect on 

the pricing (Wang, 2017).  

  

WIFI is associated with having a positive effect in the hotel industry, when consumers are 

allowed access to use it (Wang, 2017). This is also the case with TV and hairdryer that are 

regarded as hotel amenities and services. As for the smoke detector, it is a little more complicated 

to understand the effect. Smoking diminishes the pricing, therefore having a smoke detector could 

indicate the prohibition of smokers, and hence reflection higher price effect on the booking (Wang, 

2017). AirBnB is continuously making efforts to make sure, that it is offered smoke detectors or 

carbon monoxide alarms, in the US. almost all hotel rooms have had smoke detectors since 1990 

and it is normally found mandatory in some countries (660NEWS, 2018), but an incident in a hotel 

in 2017 made focus on the problem of not having a carbon monoxide alarm, due to gas leaks (CNN, 

2017). Essentials should include amenities such as an iron, coat hangers and hair dryers 

(Guestready, 2017).  

  

For a closer look towards the family segment, AirBnB’s own report states that the family 

segment is growing, due to families getting more value for less money by renting from AirBnB. 

Families can save an average of 131 dollars per day on a family-sized accommodation by booking 

on AirBnB, they also want more amenities than a hotel can offer and will also search for the local 

experience. Family-friendly AirBnB homes across the U.S. are growing fast, and there are 250.000 

family-friendly homes listed on AirBnB. A kitchen to prepare meals is also preferred for families, 

because dining out is often quite expensive (Vacation, homes and Condo rental, AirBnB). With 

families wanting to cook, it is also a fact, that they except the essentials and cooking basics, that 

normally a well-stocked kitchen has (Guesty, 2017). 

  

Sources for amenities like washer and dryer have been stated to have an increase in price 

(Bostonhospitalityreview, 2017), as for essentials such as clean sheets, towels and basic toiletries of 

shampoo, bodywash, consumers do expect to be present (Guesty, 2017). 

 

2.5.5 Definition Reviews 

	
The consumer’s opinion is found to raise more confidence in the public than 

communications from a company. Even though users can be afraid of fake comments/reviews and 
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biased information, the fact is that most consumers do trust social media reviews. This is certified 

by their travelling behaviour, where they search for online advice or gaining further information 

before their bookings (Martin-Fuentes et al., 2018).  

 

The feedback mechanism has been inserted in the sharing economy because of its lack of 

known identities who verify the quality and the working conditions (Abramova et al., 2017). Since 

the business is in a peer-to-peer platform with money exchange involved, a tool had to be developed 

to gain trust within the users. The most well-known tools are the reviews and the different score to 

evaluations (Abramova et al., 2017).  

 

AirBnB makes the user understand the need for trust by forcing not just the guest, but also 

the host evaluate each other but, AirBnB also supports both parties by having a customer service 

specialized in intermediating possible issues between the host and the guest. Whenever there is a 

break of trust, AirBnB is ready to activate a $1 million in insurance for the host (Abramova et al, 

2017). 

 

Besides being a feedback mechanism between users it is also a distinguishable factor 

between the different listings, in either turning them more attractive or less attractive and also 

affecting the price range the listing can achieve.  

 

Abramova et al., (2017) conducted a study to understand if there was a connection between 

the willingness to pay and the feedback mechanism, more specifically in terms of positive feedback, 

and concluded that the more positive reviews there are the greater the effect in the willingness to 

pay. On AirBnB the feedback mechanism is divided into different signals. The first one is to review 

the overall classification of the apartment, then there are several sub-classifiers for the location, 

cleaning, the accuracy of the listing with reality, the notion of value, the check-in, communication 

and the value.   

 

2.5.6 Review indicators on price 

	
There can be different types of review scores but they all have different effect on price. 

Location reviews are considered to have a positive effect on pricing in the hotel industry and this is 

due to the fact that if the location is closer to the focal point, as the city centre, it is related to a 

higher price. So the further the focal point is from the hotel can be translated into a lower price 

(Wang, 2017). From a hotel review of certain attributes, it is shown that attitudes of the employees, 
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cleanliness and the neatness of the property, service quality are key satisfiers in the perceptions of 

hotel guests. It is a known fact in the hotel industry that the customer communication in terms of 

marketing purposes and customer communication can create customer loyalty and retention 

(Heiden, 2014). Therefore, it can be stated that communication is an important factor not only for 

pricing purposes but also for hosts in creating loyalty for their guests. Verhoeven (2009) studied 

behavioural price cues in hotels and one of his findings was regarding the presential check-in 

versus the self-check-in, in which the self-check-in had a negative impact on price. It is possible to 

infer, regarding the review scores on the check-in and specially on AirBnB where hosts are 

expected to participate and be part of the community, that the higher review scores on Check-in 

can be associated with a presential check-in and hence a positive influence on price. 

 

2.5.7 Reviews Consumer buying behaviour 

	
 Developing an understanding of price as a value mechanism, as for instances the value 

review and review accuracy, can be related to value and how the consumer perceives that value. 

From the study of Cronin et al. (2009), the objective was to identify the relationships between 

quality, value, satisfaction and behavioural intentions. There is evidence that quality, value and 

satisfaction influences consumer behaviour in the service industry. It is a fact that, quality does 

affect the perceptions of value, satisfaction and the overall behaviour of the consumer. The service 

quality is a big decision-making factor for consumers, and they weight the quality of service higher, 

than other the costs related. Service management literature sees customer satisfaction as a result of 

a customer’s perception of the value they receive, whereas value equals the perceived service quality 

related to price (Cronin et al. 2009). Therefore, customer satisfaction is concerned to being highly 

connected with value, and based on the service quality attributes the customer associates it with the 

price paid. If a consumer buys a service, then the perceived value of that service and satisfaction is 

affecting the price.  

2.5.8 Rating versus expectations 

	
 From studies, it is shown that promotional variables as price, brand etc. have an influence 

on the perceived quality. Although further investigation has been done on the effects on product 

ratings in terms of overstatement and understatement of product quality.  

 

The two hypotheses were:  
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• “Subjects who read the overstatement of product quality and find their expectation negatively 

disconfirmed will rate product quality higher than subjects whose expectation of performance are 

“realistically” low” (Olshavsky, 2006). – This indicates that if a consumer buys a service, and 

if their expectations are higher than they expected, they will rate it higher. So as e.g. a 

consumer buying a rental for a low price, the consumer’s negative expectation is being 

disconfirmed, and thereby they will rate it higher (Olshavsky, 2006).  

 

• “Subjects who read the understatement of product quality and find their expectation positively 

disconfirmed will rate the product lower than those subjects whose expectation for product 

performance are high” (Olshavsky, 2006, p.19).  – If a consumer has a positively mind-set 

about a product, but the product not living up to the expectations, they will rate it lower.  

 

These hypotheses will be considered to the research, as the prices are also affected by consumer 

behaviour and expectation of quality and price. The perspective of customer buying behaviour 

provides an insight towards what consumers are thinking in regards to stating their value of a 

rental experience and expectations. 

 

2.5.9 Dynamic Price 

	
The dynamic price came with the surge of machine learning, and it started firstly with 

travel agencies and flight companies where they wanted to optimize their price according to the 

demand and at the same time considering all the factors inherent to the business while making the 

prices volatile at every point of the day (Gibbs et al., 2018). In the sharing economy and its 

platforms, we see how the dynamic price importance grew; platforms for car-sharing rides such as 

Uber focus now in perfecting their prices in order to have both demand and supply on boarded in 

their platform (Gibbs et al., 2018).  

AirBnB has a tougher challenge then Uber in regard to pricing since from day one they 

gave the liberty to the host to define their price, and, as mentioned before, most of the hosts, 

specially at the beginning, were non-professionals. For them the prices would be based on the host 

knowledge, and these could be either higher or lower than the price in equilibrium (Gibbs et al., 

2018). For the platform, AirBnB, this means they have no control on the maximization of their 

profit. They depend on the host to make the best decision to maximize their profit and hence 

AirBnB profit. In this part, the host motivations also take place; are they publishing their listing to 
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overcome fixed costs, are they only making the listing available for vacation periods, or are they 

commercializing their apartment/house to maximize their revenue in the end of the month? 

AirBnB while trying to overcome the host inexperience, or their lack of purpose in 

maximizing their profit, slowly inserted the so called ‘’Smart Pricing” tool which takes into 

consideration the demand and prices of listings being booked with similar accommodations and 

suggests a price to the host (Gibbs et al., 2018). But even though AirBnB perfected their tool it is 

still on the host side to take it in consideration and use it.  

 

Gibbs et al., (2018) conducted a study in Canada in order to see the discrepancies between 

the traditional hospitality industry, in terms of occupancy rate, average daily rates, price 

discrepancies between weekdays and weekends and also to understand if AirBnB hosts are actually 

applying a dynamic price by comparing it with the traditional industry, which is already is 

considered to use a dynamic price.  

 

The authors analysed the coefficient of variation and the frequency of price fluctuations and 

discovered that indeed there is evidence that changing of seasons, difference between day of the 

week, and special holidays are taken into account. Although they differentiate some dates, the 

frequency that the prices are changed for 52.2% of the studied market is zero (Gibbs et al., 2018). 

 

With the push from AirBnB in enhancing the price algorithm hosts still decide to not use 

the smart pricing tool which gives space in the literature to understand their motives behind the 

decision. 

2.9 Hypothesis development 

	
 In total, it was made 19 hypotheses to clarify if amenities and review scores have a positive 

or negative effect on host. 13 hypotheses for amenities were created to get a closer look and insight 

in different effects it has on price. These amenities include: WIFI, essentials, kitchen, elevator, 

cooking basics, family/kid friendly, hair dryer, laptop friendly, carbon monoxide, smoke detector, 

TV, washer and breakfast. As for the different review scores, it was made 6 hypotheses, which 

include, overall score for reviews, review accuracy, review check-in, review communication, review 

location, review cleanliness and review value.  

  

From the literature review it is shown, that some of the amenities can have a positive and a 

significance in price, whereas some could have a negative effect. This will then either confirm or 

rejected from the findings.  
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Hypothesis for Kitchen related amenities: 

Hypothesis 1a: Breakfast has a negative and significant influence over price. 

Hypothesis 1b: Cooking Basics has a positive and significant influence over price. 

Hypothesis 1c: Essentials has a positive and significant influence over price. 

Hypothesis 1d: Kitchen has a positive and significant influence over price. 

 

Hypothesis for Electronics: 

Hypothesis 1e: Carbon Monoxide Detector has a positive and significant influence over 

price. 

Hypothesis 1f: Hair dryer has a positive and significant influence over price. 

Hypothesis 1g: Elevator has a positive and significant influence over price. 

Hypothesis 1h: Smoke Detector has a positive and significant influence over price. 

Hypothesis 1i: TV has a positive and significant influence over price.  

Hypothesis 1j: Washer has a positive and significant influence over price. 

Hypothesis 1k: WiFi has a positive and significant influence over price. 

 

Hypothesis for Environment 

Hypothesis 1l: Family/kid Friendly environment has a positive and significant influence 

over price. 

Hypothesis 1m: Laptop Friendly environment has a positive and significant influence over 

price. 

 

 

Amenities  Reason of hypotheses literature 

positive/negative 

WIFI Wang suggest that WIFI is known as a 

significant positive effect on price, thereby it 

stats our hypothesis as positive (Wang, 2017). 

Carbon Monoxide detector For business travellers, it is stated that a carbon 

monoxide detector should be included 

(Guestready, 2017), therefore it is based, that 

the hypothesis has a positive effect on price. 

Cookings basics For family travellers, it suggested that it is 
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beneficial to have a well-stocked kitchen, based 

on these assumptions, it is stated by the 

hypothesis, that having a kitchen creates a 

positive effect on price (Guestready, 2017). 

Elevator - 

Essentials Consumers except clean sheets, towels and basic 

toiletries as shampoo, conditioner and body 

wash. Thereby it is created the hypothesis on 

essentials having a positive effect (Guestready, 

2017). 

Family/kids friendly It is a fact that families will get more space for 

less money, and a growing number of families 

choose AirBnB, thereby it is believed that it has 

a positive influence on price (Cansoy et al. 2016).  

Hair dryer Wang determine Hairdryer as a significant 

factor with a positive outcome for hotels price, 

there it is based, that this hypothesis has as 

positive (Wang, 2017). 

Kitchen For family travellers, it suggested that it is 

beneficial to have a well-stocked kitchen, based 

on these assumptions, it is stated that having a 

kitchen creates a positive effect on price 

(AirBnB, 2016). 

Laptop friendly For travellers that are on business, they would 

need a laptop friendly work space (Guestready, 

2017). That is why it is created the hypothesis 

should have a positive effect.  

Smoke detector Wang suggests that hosts who allow their 

guests smoking could reduce their value of their 

property. Thereby they charge a lower price. 

Based on the above, a smoke detector provides a 

positive affect (Wang, 2017).  

TV Wang determines TV as a significant factor 

with a positive outcome for hotels price, thereby 
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the hypothesis is stated as positive (Wang, 

2017).  

Washer Washer is considered as a significant factor for a 

higher price, therefore as sated by the source, it 

is suggested that having a washer has positive 

effect on price (Bostonhospitalityreview, 2017) 

Breakfast Wang suggests the provision of breakfast to be 

determinant indication to have a negative effect 

for price. Hereby we stat this hypothesis to be 

negative (Wang, 2017) 

Table 1: Amenities, Authors  

 

As stated in the literature review in regard to the platform industry, reviews scores are a 

feedback mechanism that AirBnB uses to gain trust within the different actors within the platform. 

Below the review score hypotheses are stated and backed up from the literature review.   

 

Hypothesis for the reviews: 

Hypothesis 2a: When hosts have higher review scores for Accuracy it is certain that it will 

have a positive influence over price. 

Hypothesis 2b: When hosts have higher review scores for Cleanliness it is certain that it 

will have a positive influence over price. 

Hypothesis 2c: When hosts have higher review scores for Check-in it is certain that it will 

have a positive influence over price. 

Hypothesis 2d: When hosts have higher review scores for Communication it is certain that 

it will have a positive influence over price. 

Hypothesis 2e: When hosts have higher review scores for Location it is certain that it will 

have a positive influence over price. 

Hypothesis 2f: When hosts have higher review scores for Value it is certain that it will 

have a negative influence over price 

 

 

Reviews Reason of hypotheses literature 

positive/negative 

Review Rating The value that reviews have overall, creates 
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trust between hosts and guests, hereby it is 

stated, that thee value of reviews should create a 

positive significant for price (Trust section). 

Review Accuracy When a guest’s expectations are higher than hey 

reality they face, they might be disappointed. 

Therefore, a lower score on Accuracy would 

reflect disappointment to the hosts (Olshavsky, 

2006). This is why it is suggested, that the 

review accuracy have a positive effect on price. 

Review Check-in Check-in scores can be associated not only with 

a positive influence on price but a higher score 

can be also affiliated with a personal contact 

(Verhoeven, 2009) with the guest. 

Review Communication Customer communication is correlated with 

customer loyalty having a positive effect on 

hosts in achieving customer retention. Based on 

the previous statement a hypothesis towards a 

positive effect on price (Heiden, 2014) 

Review Location From the study of Wang (2017) location is a 

fundamental element in determining price in the 

hotel industry. Hence, it is hypothesised that the 

location review has a positive effect on price.  

Review Cleanliness 

 

 

Cleanliness is associated with higher satisfaction 

in the hotel industry, therefore these 

assumptions give a base to create the hypothesis 

to have a positive effect on price (Jeong & Jeon, 

2008). 

Review Value When guest’s expectations are higher than the 

reality the guests face, they might be 

disappointed. Therefore, a higher review score 

on value can be correlated to a lower price 

(Olshavsky, 2006). This is why it is suggested 

that the hypotheses for the review accuracy have 

a negative effect on price. The higher the review 
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score for value, the lower the price, this is taking 

consideration of rating versus expectations 

(Olshavsky, 2006). 

Table 2: Review Scores, Authors  

  

 The goal with the hypothesis is to either confirm or reject them. It is claimed that they 

either have a positive or negative impact on price. It has been provided the necessary framework to 

believe the amenities and review scores mentioned above have a certain influence over price, hence, 

an analysis will be provided to confirm or reject the hypothesis. Bellow a figure was made to 

provide an overview of the 19 hypotheses. 

 

      

 
Figure 5: Hypotheses, Authors 
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3. METHODOLOGY 
 
 
 

• Research method  
• Mixed method 
• Research philosophy  
• Mixed Exploratory 

survey 
• Quantitative 

Evaluative data  
• Qualitative Interview 

Explanatory 

GUIDE FOR SECTION 

The methodology section provides 

the research approach for the 

study.  

It will consist of the grounded 

reasons and methods, and 

explanation towards the 

conception in how the methods are 

applicable for this research. 
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3. Method 

3.1 Research method  

 

For the chosen research approach, it will be applied mixed methods as both qualitative and 

quantitative methods. 

 

The approach is based on the conceptual framework, that consist both in the inductive and 

the deductive reasoning. The research made by Wangs’ (2017) is tested to provide a confirmation 

of the validity in the study, but it will be also provided more findings in topic. It is started from the 

findings of Wang 2017, and added the hedonic model approach for the additional research. 

Hypothesis will be created and thereby from the findings it will be either confirmed or rejected.  

 

 “Building a Conceptual Frame: Philosophy, Definitions, and Procedure”, from Yosef 

Jabareen (2017), describes how to build a conceptual framework, which arises from the existent 

multidisciplinary literature in the process of forming a theory (Jabareen, 2017). It predicts in 

grounded theory, which is theory extracted from systematically collected data and analysed 

throughout the research process. It is a method, that involves data collection, analysis and theory, 

and provides relational structure between them (Bryman, 2012).  

 

The conceptual framework lies in a methodological approach that interacts with induction, 

extraction of concept from data, and deduction which aim is to create hypothesis between the 

different concepts. The data in this framework should be a combination of various types of primary 

and secondary data as books, articles, newspapers, essays and interviews. The process intertwines 

concepts and data, and there has to be a stable consistency between the two and as well a 

comparison between the different types of evidence. In this assignment, this will be achieved by 

cross checking qualitative and quantitative data, with articles, data sets, surveys and interviews 

(Jabareen, 2017). The conceptual framework is merely a network of linked concepts, that will 

provide a more in-depth and comprehensive understanding of the phenomenon. It will be obtained 

insights to how different concepts play different roles in the study and also an interpretative 

connection to social reality (Jabareen, 2017).  

 

Generally, there are three different theories for the research approach. The deductive, 

inductive and abductive, which underlie the relations between research and theory. The deductive 

is focusing on theory leading to hypotheses and whether these hypotheses are rejected or confirmed 
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throughout data collection and findings. In the end, it can lead to the revision of the theory 

(Bryman, 2012). Whereas as in the inductive theory it starts with observations and findings, which 

then leads to a theory and evolves into the results (Bryman, 2012). Abductive theory considers the 

understanding of people, in the field the researcher is studying. It is about seeing the social world 

and recognize it from the studied perspective (Bryman, 2012).  

 

The research strategy includes mixed method with qualitative and quantitative 

methodology, which can entail both an approach of deductive and inductive reasoning as well 

which will be applied in the research. 

3.2 Triangular approach 

 

In order to increase validity, it was implemented a triangular approach to the mixed data 

(Wilson, 2014). For this reason, we collected three types of data from different sources to complete 

the cycle in the conceptual model. Triangulation is normally applied with mixed methods and has 

several benefits such as having different views of a certain phenomenon and also understanding 

that there exist different levels of complexities when overtaking a certain problem (Moran-Ellis et 

al. 2006). 

 

Firstly, it was collected data from hosts around the world as an exploratory approach to the 

hosts to understand the value attributed from AirBnB to them and how they rank the different 

amenities and types of review scores in affecting the price. Secondly, a data set from InsideAirBnB 

was explored to regress certain amenities and the types of review scores to price through an 

ordinary least squares regression to understand the different influences over price. And thirdly, as a 

confirmation, we performed three interviews to provide the extra support to the hypothesis.  

 

3.3 Structure 

  

This projects outline will start with an abstract in summarizing our introduction to our 

thesis and company. Next phase is the literature review, which implies the platform industry and 

sharing economy followed by an introduction of the case company. Our literature review will help 

to create an overview of the macro, meso and micro level to achieve an insight to the market, 

industry, AirBnB and the hosts, accordingly. A methodology section will depict the methods to 

answer the research questions and sub questions. Thereby, the main results of qualitative and 
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quantitative data will be presented. This is followed by discussion/conclusion in answering the 

sub-questions.  

 

3.4 Research Philosophy 

  

Research philosophy refers to a method of beliefs and assumptions about the expansion of 

knowledge. In every stage of the research it will be obtained number of assumptions throughout 

the process. These assumptions will include perspectives on the human knowledge, which are 

regarding epistemological assumptions, and also about the encounter of realities in the research, 

thereby defined as ontological assumptions.  

  

In the research study it will be applied, as mentioned previously, the conceptual framework 

which includes mixed methods of both qualitative and quantitative.  In this approach it can be 

applied different philosophical understandings within both of the methods. It relates to both the 

understanding of ontology and epistemology. The focus of the ontology approach concerns “what is 

reality?” (Patel, 2019, p.1) which concerns the nature of social entities and the reality that is, 

whereas epistemology is accountable for “how can I know reality?” (Jabereen, 2009, p.51). The 

epistemological assumptions relate to “how things really are” in a reality, and what it tells us about 

the “real world” (Jabereen, 2009, p.51). It concerns the assumptions about knowledge and what 

creates the acceptable, valid and legitimate knowledge and how we do communicate that to others.  

 

3.4.1 Critical realism 

  

The theories used in the research paper have the assumption of the critical ontology 

approach. It is necessary to clarify what kind of approach in philosophy will fit the most and to 

avoid the research approach being too complex. Therefore, it will be applied the critical ontology 

approach that focuses on “realities are socially constructed entities that are under constant internal 

influence” (Patel, 2019, p.1).  

 

In the research paper, it is essential to show that social communities like AirBnB and their 

actors are under constant change influenced by the internal factors in the online marketplace 

(Vanson, 2014). Critical realism focuses on explaining what we see and experience in regard to the 

structures of reality that form events (Saunders, 2012).  
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3.5 Exploratory Survey 

3.5.1 Research design 

  

 The research design for the surveys are a combination of both qualitative and quantitative 

data. The research strategy is in regard to the exploratory study. The aim of an exploratory study 

is to ask open questions, to explore the case and also achieve insights in the topic of interest. 

Research questions commonly start with “What” and “How” (Saunders, 2016. p.174-176). This 

method is very useful if the purpose is to clarify the researchers understanding in an issue, problem 

or phenomenon, because of uncertainty of its nature. The advantages for an exploratory study are 

the fact that it is flexible and adaptable for changes, whereas it can happen that the researcher must 

be aware of the need of changed direction, as result of data can provide new insights. 

Since the purpose of the sample is to open ways to answer the research questions and to 

show in which variables the focus should be in the analysis it was used purposive sampling which is 

a non-probability form of sampling (Bryman, 2012). 

3.5.2 Analytical approach 

In the analytical approach of the survey it was taken advantage of the filtering option 

(Bryman, 2012) to make sure only hosts would answer the survey. The design per say was a mix of 

open questions with direct question of yes or no, or to be answered with the Likert scale. The first 

part of the survey focused on the demographics of the study, such as gender, age and also the main 

filter, mentioned previously, to understand if the participant is or not part of AirBnB. The second 

part of the survey is in regard to understanding in which location the participants have their 

listing, understanding the relevance of the main competitors for AirBnB and how AirBnB’s value 

proposition is understood by the participants. 

As for the third part of the survey is to understand how the architecture of the app is viewed 

and to rank the interface. The fourth part is one of the most important since we depict which kind 

of amenities and which type of reviews scores (e.g. location, value, cleanliness, value, check-in and 

accuracy) do the hosts think help them increase their revenue. The fifth and seventh parts of the 

survey have questions about their listing features e.g. number of bedrooms, number of bathrooms, 

instant booking, cancelation policy, if the participants charge for extra guests and cleaning and if 

the have the superhost status. The sixth part is related to the algorithm from AirBnB, smart 

pricing, to understand how hosts perceived; further in the literature it will be discussed how the 

algorithm affects the the trust with the platform; in order to understand how hosts do their prices if 
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they used it as inspiration to make their prices and if not, how do they create the prices. In case the 

participant uses smart pricing suggestion, we then ask if they change their prices or lower than the 

suggestion. 

3.5.3 Participants 

 

A total amount of 106 respondents in the survey was achieved with 91 reliable in people 

actually having used AirBnB for renting out their apartment or room. The participant was not 

giving anything for their participation. The respondent was from all over the world as Denmark, 

Australia, USA, Canada, Norway, Finland, Mexico, Germany etc.   

 

3.5.4 Data collection  

It will be conducted a survey to the hosts for achieving an understanding of which factors 

the hosts take into consideration for understanding how the different amenities and review scores 

are perceived by the host in terms of affecting their price. The link for the surveys will be shared 

through Linkedin, Instagram and Facebook and the survey will be made through Google Forms. 

The survey is where it is seen biggest potential to find the target group that has the highest 

familiarity towards AirBnB. It will be applied a comparative study to benchmark with other 

companies and relate a comparison to other successful or unsuccessful platforms.  

3.5.4.1 Measures 

We have chosen to divide our analytical approach for the survey in quantitative and 

qualitative, due to the fact that our survey is mixed. There for we will put in our quantitative 

measure into an overview, whereas 4 qualitative questions are being studied by coding methods 

(Miles et al. 2014). The Likert scale is used for setting up the survey which is an approach to 

investigate a cluster of attitudes, where a five point scale is applied (Bryman, 2012).  

Question Number Measure   

1:4; 7:8; 23:40 Likert Scale 1-5 
11; 14; 15; 20:22 Yes / No 1-0 
16 Higher / Lower 1-0 

19 Flexible, Moderate, Strict, Super Strict 30 Days, Super Strict 60 Days 1-5 
Table 3: Measures, Authors  

The role of the survey is indeed to create some statistics to support the findings of linear 

regression model and to infer some knowledge in the interview. It has purpose to define the 
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variables to work with and to also explore them. In this way, since the survey has an exploratory 

role in the research, it demonstrates which variables are of importance to the hosts in setting the 

prices.  

3.5.4.2 Coding of open-ended survey questions 

 In the surveys there are 4 qualitative open-ended questions with respondents being able to 

comments and elaborate questions. These will be analysed by First Cycle coding and Second Cycle 

coding. First cycle coding has been conducted with the descriptive technic which provides code 

assigned to labels to the data in order to summarize it in a word or a short phrase. In the second 

cycle, thematic codes will be identified and thereby processed by Magnitude coding, where 

frequency is taking into consideration of arranging the codes in order of repetitions in answers 

(Miles et al.2014).  

 Codes are like labels their job is to sign a symbolic meaning to the descriptive or inferential 

information achieved during a research study. Coding is conceived as data analysis, where some 

researchers believe that it is a technical, foundational work for a higher level of views about the 

interest of study (Miles et al., 2014).  

 Coding is a heuristic method of discovery, where it is justified a code for a piece of data as 

carefully by reading and reflection its core content or meaning. This provides an interpretive 

familiarity of every piece of information in the collection of the written text. Firstly, codes are 

assigned to data chunks to recognize repeated patterns. From the patterns, similarity in codes are 

collected together for the purpose to create a number of categorizes or as called pattern codes (Miles 

et al., 2014). The relationships between the categories are then conducted for achieving a higher 

level of analytic meanings for statements, theory and hypothesis. It will be applied coding 

throughout all the 3 interviews, to see how they are intertwined with each other in their findings 

and results. 

3.5.4.3 First Cycle Coding 

Coding is divided into two stages: First Cycle coding and Second Cycle coding. First Cycle 

coding methods are mainly for the data chunks, and to summarize segments of data, whereas the 

Second Cycle coding method, Pattern coding, is for the work of the results of the First Cycle codes. 

First Cycle coding has approximately 25 different approaches, which each have their function or 

purpose. It is not a rule to only pick one, some of them can be compatible, and it can be applicable 

to mix and match them as needed. In First Cycle the interviews will be identified into Codes. A 
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First Cycle code can account for a single term, for example PRICING. The terms must be clear, 

due to the difference of opinions between different people. Thereby in this project research there 

will be team coding to aim definitional clarity and to secure reliability. This provides a more 

credibility and trustworthiness for the findings (Miles et al., 2014).  

3.5.4.4 Second Cycle coding 

Second Cycle coding method, Pattern coding, is grouping the summarizing from First Cycle 

coding into smaller number of categories or themes. Pattern codes are explanatory or inferential 

codes, which means codes that identify a beginning theme or explanation.  

Pattern codes utilizes material from First Cycle coding to have more meaningful units of 

analysis and data. The four functions in order to apply during the Second Cycle coding are:  

1. It concentrates large amounts of data into smaller units of analysis 

2. It makes the fieldwork more focused, and provides data collection evolving to analysis 

3. It assigns a better understanding of incidents and interactions 

4. Especially for multicases, where several cases are studied, it gives opportunity for cross- 

 case analysis in finding common themes (Miles et al., 2014).  

3.5.4.5 Descriptive coding 

In many different types of coding approaches descriptive coding is the most applicable in the 

research due to the fact that the study takes social constructions into consideration, whereas 

descriptive coding is compatible with research more within the area of social environments than 

social action (Miles et al., 2014). Descriptive coding applies labels for the summaries of a word or a 

short phrase which can be often a noun. Eventually these descriptive codes assign a collection of 

topics for categorizing, that are helpful ethnographies and studies with a variety of data form 

including interviews, documents, etc. (Miles, et al. 2014).  

3.5.4.6 Magnitude coding 

Magnitude implies supplemental alphanumeric, symbolic codes or sub codes connected to 

coded data or a category for indication of their intensity, frequency, direction presence, or 

evaluative content. For Magnitude codes, they can be qualitative or quantitative and most 

applicable for mixed method and qualitative studies in education and social science. 
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3.5.5 Delimitations 

  

Even though it was stated that only people, who have rented out at AirBnB would be 

applicable for the survey, people can still misunderstand the purpose or questions, for that reason 

the researchers are aware that some of our 100 respondents may not have used the rental services 

of AirBnB, and thereby do now have the knowledge required to answer the survey. Due to this fact, 

the respondents had to check off the survey with answering “no” in case they had never used 

AirBnB to publish their listings, and these will not be used for the conduction of the research study 

(Bryman, 2012). The survey started with aiming hosts that have rented out only their private room, 

but this would create a lack of respondents and also validity, so it was expanded to private room, 

house or apartment. The authors are aware that it can arise some noise in the survey since they do 

not not know which answers entails which type of rental, but it will still help in the aim of 

achieving knowledge upon the different amenities and review scores and how it affects the prices of 

rentals in AirBnB. 

 

3.6 Explanatory Data Study  

3.6.1 Research design 

  

The quantitative data retrieved from “Inside AirBnB” is considered as pooled cross-sections 

since it was taken a random sample of listings from AirBnB in two different time periods, July and 

November 2018 (Wooldridge, 2012).  The choice of months was done through the analysis of the 

information provided by the platform “Elliot and me” (2019) to see the tourism trends and decide 

the months where in which Copenhagen had high or low season.  

The explanatory research strategy studies the relationships between different variables 

(Sanders, 2012).  

 

3.6.2 Data collection 

 

The data sets collected were obtained by random sampling from a specific population 

(Wooldridge, 2012). In the case of the dataset from “Inside AirBnB” the population number differs 

in both months, this is explained due to the fact that some of the listings existing in July 2018 may 

have been deleted and/or created in the meantime until November 2018 hence it is not the 
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objective of the study to follow the status of each individual over a time period hence we consider it 

is followed the random sampling assumption.  

3.6.3 Analytical approach 

 

To study how price varies with certain amenities, review scores, extra fees and seasonality 

and how these variables explain price it was used the simple regression model (Wooldridge, 2012,). 

The simple regression model normal presentation for Ordinary Least Squares (OLS) estimate is 

(Wooldridge, 2012): 

! = #$ + #&' + ( 

In the study presented our dependent variable is price of the listings and our independent 

variables can be found in a more descriptive way in Appendix 10. Bellow it is possible to find the 

equation used in our model: 

)*+,-. = #$ + #&/0-12+23	5--. + #67'8*1	)-9:0-. + #;<-=+->	<18+23. + #?<-=+->	<18+23.
+ #@<-=+->	A,,(*1,!. + #B<-=+->	/0-120+2-CC. + #D<-=+->	/ℎ-,F	G2.
+ #H<-=+->	/9II(2+,18+92. + #J<-=+->	K9,18+92. + #&$<-=+->	L10(-.
+ #&&M-1C9210+8!. +	#&6N*-1FO1C8. + #&;/1*P92	Q929'+R-	S-8-,89*.
+ #&?/99F+23	N1C+,C. +	#&@70-=189*. + #&B7CC-28+10C.
+ #&D51I+0!/F+R	O*+-2R0!. + #&HU1+*	S*!-*. + #&JV+8,ℎ-2.
+ #6$K1:89:	5*+-2R0!. + #6&MI9F-	S-8-,89*. + #66WL. + #6;X1Cℎ-*.
+ #6?X+5+. + (. 

 

To make sure the data was unbiasedness and that the regression was linear and unbiased we 

plotted all the models in R to make sure the Gauss-Markov assumptions of linear parameters, 

random sampling, no perfect collinearity, zero conditional mean, homoscedasticity and normality 

were followed (Wooldridge, 2012). The plots can be found in Appendix 12, as for the correlation 

tables and their significance they can be found in Appendix 11. 

 

During the treatment/cleaning of the dataset it was inserted  dummy/binary variables for 

variables such as amenities which were aggregated in one column in the form of text and had to be 

divided into several columns where the value 1 was used to differentiate the listing which certain 

amenities from ones that didn’t (0), in this was it was allowed to interpret the results in a 

quantitative way (Wooldridge, 2012). The same procedure was included for seasonality, where high 

season was allocated with the value 1 and low season with the value 0. As for the three different 

room types, they were also transformed into three dummy variables. 
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To treat the data and also to construct the OLS it was used R Studio (RStudio Team, 2016). 

 

3.6.4 Delimitations 

 

Through the analysis some of the cleaning and fitness methods might arise some bias. One of them 

is how the missing observations were treated. It is known that when there are missing observations and if 

the aim of the study is to perform regression analysis it is not possible to use that observation (Wooldridge, 

2012). There are several ways for dealing with missing values in the quantitative research theory, 

nevertheless, having the support from an external source on how to deal with the type of data collected from 

insideAirBnB (Cox, 2019) the authors tried to take advantage of the cleaning method used. The method 

selected to treat the missing observations was the listwise, or casewise, (Myers, 2011).  This type of 

approach to the data cleaning implies deleting the observations which in the chosen variables had no values, 

this method, as Myers (2011) refers, that is a method commonly used since it is easy to use. Nevertheless, 

there are some issues with using this method such as the fact it reduces considerably the sample size and can 

possibly introduce bias in the estimates (Myers, 2011). 

 

As for the fitness of the data, one of the methods chosen to verify  was the stepwise regression which 

allows to select subsets of variables and understand how can important or meaningful they are to the data 

(Thompson, 1995). This type of regression might provide the wrong degrees of freedom, and might incur in 

problems of replicableness (Thompson, 1995). 

3.7 Evaluative Semi-structured Interviews Study 

3.7.1 Research design 

To create more validity to our thesis, we have chosen to conduct qualitative semi-structured 

individual interviews with 3 people of 30 mins each. The aim is to create a normal setting as 

possible, so it will not affect the outcome of the participants answers. A semi-structured interview 

is used for researchers to keep a more open-mind about the outline of what needs to be known 

about, so that the concepts and theories can evolve from the data. This approach is inductive to 

theorizing and conceptualization as we also have mentioned earlier in our choice of research 

approach.  Our aim is to create a consistency throughout the findings and results from the data and 

surveys.  

For the research strategy, it was applied the evaluative studies which aims to find out how 

good something works, the research questions are more likely to start with “How” and “What” in 
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reference “To what extent”. Questions that are asked during data collection are “What”, “How” or 

“Why”. For the evaluative it is common to do comparison between events, situations etc. so the 

questions that are interesting to ask is referred to start with “Which”, “When”, “Who” or “Where”, 

these kind of questions helps to achieve effectiveness in comparison and also see how the 

performance is (Saunders et al., 2012, p.175-176). This study provides an influence, which focuses 

on an understanding on “how effective” but also the “Why” factor, and thereby comparing it to the 

existing theory (Saunders et al., 2012, p.175-176). 

These interviews will be open-questioned to create the possibility for more in-depth 

research and understanding of the hosts perspectives on pricing and how amenities creates an effect 

(Bryman, 2012).  We also conducted an interview schedule to set up an interview 

protocol/interview schedule (Appendix 4), to explore the topic thoroughly. It can have the 

advantage for the participants to reflect on the themes and the questions asked, and therefore create 

a completer amount of data collection (Saunders et al. 2012). 

3.7.2 Data collection 

To prepare the interviews it was asked to the four participants to bring the number of 

reviews they had in their listings since it was one of the questions and it is assumed by the 

researcher that it would be better to prepare them in advance. The four participants are Danish 

with their apartments listed in Copenhagen. This was done in order to give an extra support to the 

dataset and posteriors analysis in Copenhagen. The questions were made in a very open 

environment to give the possibility to the participant to explore the topic. 

 The interviews took place in the Copenhagen Library Black Diamond to provide a central 

location and a calm environment for all the participants. The questions were based in the data 

collected from the survey and confirmed in scraped data from AirBnB. In order to analyse the 

interviews content all the interviews were recorded transcribed and it was applied an interpretive 

qualitative analysis.  

 

3.7.3 Participants  

 

There were interviewed 3 hosts from AirBnB, that participated in this study (3 men from 

the age range 25-27 years old). They were all located in Copenhagen (Jhaver et al. 2018). 
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3.7.4 Types of interviews 

  

Interviews are categorised as: structured interviews, semi-structured interviews and 

unstructured or in-depth interviews.  

3.7.4.1 Structured interview 

  

The structured interview aims to use questionnaires, that are based on predetermined 

standardised or either identical set of questions, also known as interviewer-completed 

questionnaires. The questions should be asked precisely as written and same tone of voice, so there 

will be no indication of bias. The structured interviews are used to collect more quantitative data 

and are referred to as “quantitative research interviews” (Saunders et al. 2012). In comparison to 

semi-structured interviews and in-depth, also referred to as unstructured interviews, these are 

revised as “non-standardised” and qualitative research interviews.  

  

3.7.4.2 The semi-structured interview 

  

The semi-structured interview the researcher will have themes and some key questions 

listed that have to be covered for the research study, although the usage might differ from 

interview to interview. This states that you have to exclude some questions in certain interviews on 

correlation to the specific organisation into context in relation to the research overall topic.  

 

 The ordering of the questions may also vary dependingly of the flow of the interview and 

additional questions may be added to obtain essential insights while exploring the research 

question and objectives.  

 

 Audio recording and notes are needed since the interview is semi-structured. Additionally, 

to a list of themes and questions that are covered, interviews schedule is conducted, which is likely 

for this kind of interview for opening and further discussion and comments to closure of it.  

  

3.7.4.3 Unstructured Interview 

  

The unstructured interviews are an informal set up and the purpose for usage would be to 

explore in-depth a general area, that the researcher is interested in. These kinds of interviews are 
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referred as in-depth interviews. There is no kind of predetermined list of questions for this 

approach, but the researcher would need to have clear idea of what being researched and explored. 

The interviewee gets the chance to talk freely about events, behaviour and beliefs concerning the 

topic in mind, whereas this type of interview can also be called non-directive. It has been labelled as 

informant interview, where it is the interviewee’s perception that is guiding the interview and the 

topics that are discussed. In comparison respondent interview is interviews control the direction for 

the interview, but still allowing the interview’s thoughts and opinions (Saunders et al. 2012).   

 

3.7.5 Analytical approach 

3.7.5.1 Coding of interviews 

For the 3 interviews the approach of coding has been applied. According to Miles et al. 

(2014). The coding of interviews will be conducted by First Cycle coding and Second cycle coding, 

both using the descriptive coding approach as explained earlier in this chapter. This is used 

whereas we see the best opportunities in creating a descriptive overview of the interviews.  

3.7.6 Delimitations 

  

For the interviews, it was chosen to use descriptive coding for both First cycle coding and 

Second cycle coding. The researchers are aware that it can create a lack of context, because of the 

more descriptive approach. The concerns, there can be applied for semi-structured interviews are 

reliability/dependability.  

 

3.7.6.1 Bias 

  

For the conduction of interview, it will be taken into consideration concerns of bias both 

from interviewer and interviewee perspective. For the qualitative research, it can be a factor of 

concern if other researchers would attract similar information. 

 

There are 3 types to take into consideration, the first one being interviewer bias. This 

included the comments, the tone or non-verbally behaviour of the interviewer, that creates bias in 

the way the interviewees answers to the question asked. This can be, because of the attempt to 

impose your own beliefs and settings of references through the questions asked. The interviewer 

can also create bias in the way they interpret responses, where you are unable to gain the trust of 
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the interviewee and the personal credibility of the interviewer is lacking and thereby affect the 

value of the data with limitations.  

 

This can arise doubts in regard to its reliability and validity. For the interviewee bias, this 

certain type of bias can be caused by the interviewee’s perception about the interviewer or the 

perceived bias of the interviewer. For an interviewee, especially in a semi-structured interview, it 

the fact that it can be an intrusive process. An interviewee may be willing to participate, but can 

still be sensitive over the unstructured theme, therefore there can be a subject that they would 

exclude, to not get into sensitive topics of information. This can disturb the overall picture and 

only provide a partial picture of the situation. The bias can also be reflected in the results of the 

nature of the individual interviewee, called participation bias. The time that is required for the 

interview can result in an increase of willingness in taking part in it. This can bias the sample from 

the individual where the collected of data (Saunders et al. 2012).  

 

3.8 Secondary data  

The secondary data is collected through critically selected books, websites, statistics and 

articles, that we believe are valid and reliable for the research process.   

 

3.9 Reliability, Validity and Replication 

3.9.1 Reliability 

 

Reliability is about whether the result is repeatable and consistent. It is mostly taking into 

consideration when looking at the quantitative collection. This would be a factor in regard to the 

collection of the statistical data and our surveys.  

3.9.2 Replication 

 

Replication is quite close to reliability, but is concerned about the case of the researcher 

replicating the findings. In the research paper, it was used other research findings as inspiration 

and guideline for further research. It was used the case study of Dan Wang & Juan J- Nicolau, 

2017, for inspiration, but also for continuing their work and suggesting further research.  
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3.9.3 Validity 

 

For creating a research paper that has a valid outcome, it is necessary to have four different 

types of validity into account. There are; Measurement validity, Internal validity, External validity 

and Ecological validity. The research touches all of these aspects in either one way or the other 

(Bryman, 2012).  

 

Measurement validity is concerning mostly quantitative research and whether the 

measure reflect the concept that are in question. In this assignment, it is necessary to be aware of 

the surveys and dataset having the valid measures and consistency to reflect usable findings for 

answering our research question. The surveys are also related to internal validity and external 

validity, which is described below.  

 

 Internal validity reflects on the issue if two or more variables makes sense and holds water. 

In this case e.g. it would be, if it can be certain that variable x (Wifi) effects variable y (price), in a 

significant matter that reduces or increase price. Here are the data set is important model for us to 

create more validity.  

 

 External validity is not only referring to the 91 respondents alone, but on a broader level 

of a population, and giving more generalised findings (Bryman, 2012). Here it is necessary to get as 

much respondents as possible for the surveys so it is reassured that the findings become as valid as 

possible.  

 

Ecological validity is the case of the findings being relatable to people everyday life. In 

some way, the findings contain the daily life conditions, so it has to be as natural as possible instead 

of artefactual. In this case this could relate to the interviews.  

 

The more it is tried to create a natural or unnatural setting, the merely it would ruin the 

research to become ecologically invalid (Bryman, 2012). Therefore, it is necessary to be aware to 

not overthink the settings of the interview, but try to comprehend how the approach it as natural 

and common as it can be (Bryman, 2012). 
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4. RESULTS 
 
 
 

• Survey results 
• Data results 
• Interviews results 
• Hypotheses 

confirmation/rejection 

GUIDE FOR SECTION 

The result sections aim is to state 

the results of the qualitative and 

quantitative methods. The mixed 

methods consist of a survey, 

interviews and data, which are 

analysed and combined into 

conclusive findings. 
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4. Results & Findings 
 

To test our hypotheses for our amenities and review scores, we have taking inspiration from 

the Wang study from a further OLS regression of amenities and reviews, and further validated it by 

interviews, to see if there is a significant effect of amenities and reviews influence on hosts pricing. 

The propose of the survey is exploratory and for us to get a more indepth insight into AirBnB and 

hosts.  

 

4.1 Survey 

4.1.1 Results quantitative survey 

 

 The aim for the survey is to have an exploratory approach and a chance to get an 

understanding of how hosts and pricing are aligned. This will create a better insight into the hosts 

perspective in pricing while achieving more knowledge within AirBnB, amenities and reviews 

scores. The analysis is conducted to understand which findings that are important for the 

study.  The findings showed that the survey has mainly women respondents of 70%, whereas men 

are at 30%. The primary age is 25-34 years old, at 30%, which also confirms that AirBnB is quite 

popular among young people with 60% being millennials (Pillow, 2019). Below is an overview over 

the demographics.   

Category Questions Frequency Percentage 

Gender Man 27 30% 
  Woman 64 70% 

Age 18-24 7 8% 

 25-34 27 30% 

 
35-44 21 23% 

 45-54 17 19% 

  55+ 19 21% 

Country Listed  Australia 1 1% 

 Cape Verde 1 1% 

 Denmark 17 19% 

 Finland 1 1% 

 France 2 2% 

 Germany 1 1% 

 Italy 2 2% 

 Lebanon  1 1% 

 Norway 1 1% 

 Portugal 36 40% 
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 Republic of Guatemala 1 1% 

 South Africa 1 1% 

 Tanzania  1 1% 

  United States 25 27% 

  
N = 91 

 
 

   Table 4: Demographics, Authors  

 

 The highest respondents for the survey were Portugal, USA and Denmark. Out of the 106 

respondents, 85,8% had rented out their apartment, private room or house on AirBnB before, with 

14,2% that had not (See appendix 2). Therefore, there will be valid answers to go forward in this 

quantitative and qualitative research. For a segmentation of the respondents, below it is possible to 

see where the respondents come from out of the 91 respondents:  

 
Figure 6: Demographics Map, Authors 

 

The surveys were made to incur not only qualitative assessment but also quantitative to 

include rankings made through the Likert Scale. Some of the questions that were yes or no 

questions were coded as dummy variables with 1 for yes and 0 for no. This was done in order to 

quantify all the questions and understand the trend provided by all the answers.  

 

The questions were also divided in terms of category and sub category to have a better 

understanding in all the areas that were approached in the survey. The analysis will be done trough 

the rank which will be observed through the mean to signalize their importance and how the 

different hosts feel. It is important to note that there was a filter in the question 15, where it was 
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asked hosts if they took inspiration from the smart pricing tool, if they chose yes, they were 

forwarded to a special section where it was asked if raised the prices higher or lower than the smart 

pricing (question 16). For that reason, it is see that the number of respondents (N) diminishes from 

91 to 33. In question 35 and 36 there are respondents missing which can mean that the questions 

were skipped. 

 

To provide an overview it was divided the quantitative questions into categories of 

questions and then put into sub-category.  
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Category Sub-Category Question Number Mean N 

Platform Preference AirBnB 1 4,76 91 

 Homeaway 2 2,30 91 

 Tripadvisor 3 2,52 91 

  Booking 4 2,52 91 

Experience with AirBnB Experience 7 4,25 91 

  Interface 8 4,29 91 

Listing Details Number of Bedrooms 9 2,01 91 

 
Number of Bathrooms 10 1,51 91 

  Minimum amount of days 17 1,51 91 

Superhost   11 1,00 91 

Smart Pricing Usage * 14 0,21 91 

 Inspiration from * 15 0,36 91 

  Comparison with Real Price 
* 16 0,88 33 

Cancelation Policy   19 2,34 91 

Cleaning Fee * 20 0,82 91 

Extra People Fee * 21 0,66 91 

Intant Booking * 22 0,67 91 

Amenities TV 23 3,59 91 

 WiFi 24 4,80 91 

 Breakfast 25 1,99 91 

 Kitchen 26 4,36 91 

 Washer 27 3,48 91 

 Elevator 28 2,32 91 

 Essentials 29 3,45 91 

 Family Friendly 30 3,68 91 

 Laptop Friendly 31 3,40 91 

 Smoke Detector 32 3,36 91 

  Hairdryer 33 3,70 91 

Reviews Overal Importance 34 4,63 91 

 Location Review 35 4,20 90 

 Value Review 36 4,33 89 

 Communication Review 37 4,60 90 

 Check-In Review 38 4,39 91 

 Cleanliness Review 39 4,90 91 

  Accuracy Review 40 4,46 91 

* Binary Variables  
   

   

   Table 5: Quantitative Survey Results, Authors  
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In regard to the competitive environment around AirBnB, in terms of short term rentals, it 

is possible to see a clear preference form AirBnB, followed by Booking and TripAdvisor which were 

averagely ranked in the same way being last, HomeAway. These results can be interpreted as well 

that the Hosts are aware of other platforms. It wasn’t inquired in the survey if the hosts were 

multihoming but it is hypothesised that this preference might be correlated to multihoming factor. 

 

Since it was mentioned in the literature review the value proposition from AirBnB it was 

interesting to evaluate not only the user-friendliness and all the technological attributes from the 

platform but also the overall experience hosts have with AirBnB. Averagely these two questions 

were ranked with 4 (satisfied), meaning the hosts are satisfied with the technological part of the 

platform and also the overall satisfaction with it. It also included questions in regard to smart 

pricing (question 14, 15 and 16) since it is a tool provided by AirBnB which should bring value to 

the hosts, and help in assessing correctly the prices for their listings (Gibbs et al., 2018). 21% of the 

91 respondents answered no when asked if they were using this tool and 36% said they use it as an 

inspiration. This question is quite interesting to point out since it is something provided by the 

platform to bring value to the hosts, specially to help themselves (AirBnB) in reaching a higher 

profitability through a correct pricing from the hosts, since it is a variable that they cannot control 

and that AirBnB depends their revenue upon.   

 

Regarding the amenities section, where there was a high interest in understating how do 

the hosts perceive the different amenities with respect to their price and profitability. It is possible 

to see that “WiFi” and “Kitchen” were the highest ranked. “WiFi” seems for the host in having a 

big impact in their profitability and this is indeed interesting because WiFi is nowadays considered 

almost a normal set up, not an add-on. Not having it would be more abnormal.  

 

Following there is “Hairdryer”, “Family/kid Friendly” and “TV”, ranked 3, 4 and 5 

accordingly and, “Washer”, “Essentials”, “Laptop Friendly” ranked 6, 7 and 8, accordingly. The 

three amenities ranked the lowest were “Breakfast”, “Elevator” and “Smoke Detector” (11, 10 and 

9). This overview of ranking is important for the discussion to assess data versus hosts perception. 

 

As for the reviews section, similarly to the amenities, it was asked to the hosts the overall 

importance of the feedback mechanism, they’ve average rank was 4,63, very close to 5. Hosts 

clearly see how much the reviews are important for them. The most important reviews for the host 

were cleanliness and communication, followed by accuracy and check-in and lastly value and 

location review. These results might reflect their concerns when hosting. 
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From the survey, it is possible to see that 82% of the respondents have a cleaning fee and 

66% ask for a fee for extra people, overall shows that hosts are using fees to achieve higher 

profitability and to overcome some of the costs. 

 

4.1.2 Results qualitative Survey coding  

 

From the coding of the 4 questions from the surveys, many of the respondents shared the 

same understanding of AirBnB. With using magnitude coding in Second Cycle coding, the codes 

have been categorized in terms of frequency of similar answers. For the advantage in usage of 

AirBnB, in level 1 of frequency (see appendix 3) most people replied with money being a big 

incentive for using the platform, whereas in level 2 (see appendix 3) people connected it with 

security, trust, practical platform and easy to use. This shows us some of AirBnB´s true value 

proposition for the hosts and towards interpreting how people value the services provided by 

AirBnB.  

 

For the question regarding how people set their price for their apartment or house, level 1 

(see appendix 3) indicates that people had high tendency of comparing prices within the area as well 

the average price in the same area, so taking that into account, hosts research and benchmark 

themselves on other properties and hosts prices to determine their own price. In level 2 the market 

demand, competition and AirBnB suggested price/smart pricing had a high rate in answers, and 

shows that external factors as market and competition is to be aware of, when hosts set their prices. 

 

For getting closer into AirBnB tool of smart pricing it was asked if the respondents what 

they thought of the smart pricing tool. Level 1 (see appendix 3) had a high rate of people indicating 

that the tool sets the prices too low and that it is simply not a good tool. Although getting mainly 

negative responses, people also acknowledged the fact that the tool provides them inspiration and 

references to set a price.  

 

The last qualitative question is referred to what people took into consideration while setting 

a price for their property. This reminds some of the second qualitative question, but this was in 

determination of what they take into consideration and not how they put their price. In level 1 

market demand, high/low season and comparable prices was the highest indicator for the hosts for 

setting their daily price, which states that seasonality is a preferred element to take into account 
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besides comparable prices and market demand. In level 2 (see appendix 3) there is competition and 

time of year, whereas time of year also indicates a part of seasonality and making sure if it is 

summer or winter to determine a higher or lower price.  

 

4.1.3 Conclusion survey 

 

The overall findings from the surveys, both qualitative and quantitative, show that AirBnB 

clearly has a significant high rate of acknowledgement from hosts in usage, which gives them an 

great advantage in relation to their competitors as Booking.com, Tripadvisor and HomeAway. 

Hosts overall have a good experience with AirBnB and appreciate the interfacing of the platform. 

Most hosts had cancelation fee, where they can choose between 3 different cancelation policies that 

AirBnB offer them.  

 

Factors like amenities, review scores and external market factors are very significant for 

hosts to set their pricings. The highest rated amenities were WIFI, continued with kitchen, which 

are the two most significant amenities for the hosts to offer their guests. Out of the different kinds 

of review scores, cleanliness had the highest score from our respondents, where the followed review 

was overall importance.  

 

The respondents have a tendency to look at other hosts and competitive prices to get an 

indicator on how they should do their own price in comparison. Although people did agree that the 

smart pricing tool is not profitable for them to use, although some state that they do use the smart 

pricing tool for inspirational purposes. Seasonality, competition and market demand is an efficient 

factor for hosts as well, because they are aware of prices need to relate to demand, season of guests 

and tourists for them to achieve bookings.  

 

4.2 Interviews 

4.2.1 Results 

 

As stated in the methodology section there were 3 interviewees with 3 hosts that had 

experienced hosting on AirBnB for some time. As claimed it was used First Cycle – and Second 

Cycle coding for all of the interviews which were combined to see a pattern between the respondent 

and their answers. For First Cycle coding, it was conducted through descriptive coding for each 
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question followed by Second Cycle coding also with the descriptive coding measure to analyse the 

First Cycle codes.  

 

Their reason for using AirBnB was very clear stated in the cause of making money (see 

appendix 6). They were not familiar with the term superhost, that AirBnB determines for hosts that 

have high ratings on their review scores. Neither of them were currently using AirBnB for common 

reason of moving to another place, which caused conflict in continuing usage of the platform. The 

common type of room they rented out was their whole apartment. The value proposition of AirBnB 

was from their perspective, it is the fact that it is easy to use, a familiar brand and that is closed a 

gap between guests and hosts, and creating new possibilities in that way. Most of the interviewees 

did not use the smart pricing tool, but the experience for one interviewee was that it suggested too 

low of a price. Although the suggested price was also a starting point for setting a price themselves. 

They determined their price looking around the neighbourhood and compare, also by research 

about the average in the market, so to do benchmark from their hosts competitors.  

 

It was asked to the interviewees which amenities they had, that included home cinema, fresh 

towels, non-smoking, kitchen, no animals, bed linens and TV, but WIFI was the most common 

amenity mentioned. To see what kind of value the amenities have for achieving better income the 

interviewees saw WIFI, elevator and kitchen most probability for them. Thereby it was asked 

which were the 3 most important ones, WIFI definitely had the highest rating, followed by kitchen, 

hair dryer, fresh towels and home cinema. In how often they changed price, their pricing strategy 

was based seasonality and higher in the summer, with one having a static price.  In regard to the 

strategy in changing prices they mentioned to change according to weekend, weekdays etc. they 

applied a static price, but they had differentiations between weekdays and weekends and offering 

discounts if a guest stayed all week, whereas one interviewee had the same price all the time 

without any differentiation.    

 

In regard to review scores, the ones that were most important to them was the location 

review. The number of reviews that the interviewees had, was all from 2-30 reviews. They all had a 

cleaning fee and it was commonly an extra fee on the price. It was mainly common to charge for 

extra people and was also an extra fee on the price. The reason for our interviewees for quit of 

AirBnB was the causes of moving, the hassle and not being allowed at their place to rent out. 
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4.2.2 Conclusion interviews 

 

The interviewees see AirBnB as a profitable service that closes the gap between guests and 

hosts, and it is easy to use, and a familiar brand. They researched themselves and benchmarked 

from comparing in the area and the average. There was not so much experience with the smart 

pricing tool, but it was based on suggesting a low price, although it was good as a starting point. 

Amenities that stand out the most were WIFI and kitchen as the basic most important amenities 

for a host to create a profitable outcome.  

 

Price was determining by weekdays and weekends with higher pricing and also seasonality 

factors such as summer. Thereby primarily having a static price but changing after certain demand 

fluctuations. The most important review score was location for their price, and the common fees 

they had was cleaning fee and extra people fee, which was just added to the price. They stopped 

using AirBnB mainly of moving, but also due to the hassle it was to rent out and the regulation of 

allowed rental. 

 

Quantitative data 

4.3 Data 

 

The goal with the analysis is to continue the study done by Wang (2017) in his published 

paper “Price determinants of sharing economy based accommodation rental: A study of listings 

from 33 cities on AirBnB.com”. Wang (2017) provided a study in 33 cities (Copenhagen was not 

included) to determine the effect of 25 variables on the pricing of AirBnB. Wang (2017) to model 

his data and also to see how the price fluctuates with the different subcategories, the author used a 

linear QR model and linear OLS regression to understand the linearity between price and the 

chosen variables. 

 

4.3.1 Trial of data 

 

As a first trial, and to provide a valid framework, we collected data from the same third-

party website, insideAirBnB.com (n.d.), for Copenhagen listings in July, 2018. The aim wasn’t to 

obtain the same results, since, as explained previously, the data is different and the city was not 

included in the main study, but there was a need to verify if further studies would complement the 

one made by Wang (2017). 
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From the initial data set of all the Listings in Copenhagen, of 26.560 it was divided the data 

set in two data sets, one for training with 10.000 entries and the other, for testing purposes, with 

16.560 in order to validate the regression in both data sets. Both results point in the same direction.  

 

The equation used was the following: 

 

)*+,-. = #$ + #&M(:-*ℎ9C8	M818(C. + #6Y(IP-*	9O	K+C8+23C.
+ #;U9C8	ℎ1C	1	)*9O+0-	)+,8(*-. + #?U9C8	ℎ1C	GR-28+8!	L-*+O+-R.
+ #@A,,9II9R18-C. + #BY(IP-*	9O	N18ℎ*99IC. + #DY(IP-*	9O	N-R*99IC.
+ #H728+*-	U9I-. + #J)*+=18-	<99I. + #&$<-10	N-R. + #&&G2C8128	N99F+23.
+ #&6<-=+->	M,9*-C. + #&;/12,-018+92	)90+,!	+C	Q9R-*18-.
+ #&?<-Z(+*-C	[(-C8	)*9O+0-	)+,8(*-.
+ #&<-Z(+*-C	[(-C8	)ℎ92-	L-*+O+,18+92. + (. 

Most of the variables used are dummies while our discrete variables were the number of 

listings, the number of people it can accommodate, number of bathrooms, number of bedrooms and 

the review scores. An explanation of the variables can be found in the Appendix 11. The aim with 

the replication of the study was to guarantee not the values but the negative/positive influence on 

price, since it is impossible to guarantee the same numbers as explained previously. 

 

4.3.2 Ordinary Linear Regression 

 

For the Wang (2017) recreation we selected most of the variables as in his study to have a 

better understanding if Copenhagen followed the same trend as the 33 cities and also to raise 

validity in our main study. It was not expected to have the same estimates since it was only 

considered one city for the study and also due to the fact of having a reduced and different dataset 

some of the variables weren’t significant.  

 

It is possible to observe that both room types “private room” and “entire home” have a 

significant and positive parameter, where entire home has a bigger influence in the price and the 

private room with a lower influence as expected. The “superhost status” as expected has also a 

positive influence over price, with a positive influence of 28,43 when all the other variables are 

constant. The only parameters which weren’t the same as Wang (2017), probably due to the 
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differences in the data set mentioned previously, were the two verifications of identity from the 

guest side and the “number of bathrooms”. The “number of bedrooms” and “number of listings” had 

a positive influence over price, with 32,7 and 1,21 respectively and maintaining all variables 

constant.  

 

Although the Wang’s (2017) model was not confirmed in its totality, it was still possible to 

confirm the major influences on such as the “superhost” status, types of room and instant booking 

provided us the confidence to proceed with the main analysis. 

 

  Wang Recreation 

Variable Estimates SE P-Value 

(Intercept) -49,89 32,18 0,00 *** 

Superhost Status 28,43 0,01 0,00 *** 

Number of Listings 1,21 0,01 0,00 *** 

Host has profile picture -7,9 0,32 0,00 *** 

Host has identity verified 7,48 0,81 0,69 

Accommodates 30,17 1,96 0,05 

Number of Bathrooms 32,7 3,06 0,19 

Number of Bedrooms 51,37 3,4 0,01 ** 

Entire Home 333,79 2,01 0,00 *** 

Private Room 127,04 2,47 0,00 *** 

Real Bed 28,12 2,56 0,00 *** 

Instant Booking -11,11 6,33 0,00 *** 

Review Scores 1,49 5,17 0,81 

Cancelation Policy: Moderate 9,15 3 0,99 

Requires Guest profile Picture 54,24 3,6 0,48 

Gust Phone Verification -18,85 6,39 0,08 

Observations 10900 
  R2 / Adjusted R 0, 36 / 0,36 
  Signif. codes:  0 ‘***’ 0.001 ‘**’ 0.01 ‘*’ 0.05 ‘.’ 0.1 ‘ ’ 1 

   

   Table 6: Wang Recreation, Authors  

 

Following the results of the survey and the gap in the literature a regression is done to 

understand in a quantitative way the effects of the amenities, the different scores in the types of the 

reviews. With that motive, it was collected data from insideAirBnB.com (2019) for the months of 

July and November. We chose these two months as representative, accordingly, to high season and 

low season – the choice of the months was made according to the website and platform that gathers 
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data called “Elliot and Me” (Elliot and Me, 2019) - and it was implemented a dummy variable to 

measure seasonality. Not only the aim is to direct the reader to a better understanding of which 

factors influence the price but hopefully a better comprehension of which amenities to push more 

either to predict a better pricing or to achieve a higher price. 

 

To prepare the ordinary linear regression the data set was divided in two parts, one 

containing 20% of the data to test the fitness of the model and the rest to confirm the results. 

Bellow we can have a view of the descriptive statistics for the data and in the Appendix 10 it is 

possible to have a better understanding of the meaning of each variable 
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.  

 

  N Seasonality 

July 26250 1 

November 26016 0 

   

  

  Table 7: Initial Data sets, Authors 

 
 

Category Sub-Category Min Max Mean  Median  Std. 
Deviation N 

  Price 0,00 999,00 629,7 620 204,66 24290 
Extra Fees Cleaning Fee 0,00 999,00 240,45 200,00 155,60 24290 
  Extra People 0,00 900,00 76,12 0,00 105,83 24290 
Reviews Review Rating 20,00 100,00 95,04 97,00 6,19 24290 

 
ReviewAccuracy 2,00 10,00 9,71 10,00 0,62 24290 

 Review Cleanliness 2,00 10,00 9,43 10,00 0,87 24290 

 Review Check-In 2,00 10,00 9,82 10,00 0,52 24290 

 Review Communication 2,00 10,00 9,86 10,00 0,48 24290 

 Review Location 2,00 10,00 9,48 10,00 0,70 24290 
  Review Value 2,00 10,00 9,45 10,00 0,72 24290 
Room Type Pricate Room 0,00 1,00 0,17 0,00 0,38 24290 
  Entire Home 0,00 1,00 0,83 1,00 0,38 24290 
Seasonality Seasonality 0,00 1,00 0,51 1,00 0,50 24290 
Kitchen 
Related Breakfast 0,00 1,00 0,04 0,00 0,20 24290 

 Cooking Basics 0,00 1,00 0,26 0,00 0,44 24290 

 Essentials 0,00 1,00 0,96 1,00 0,20 24290 

 Kittchen 0,00 1,00 0,97 1,00 0,16 24290 

 
Carbon Monoxide 
Detector 0,00 1,00 0,07 0,00 0,26 24290 

 Hair Dryer 0,00 1,00 0,61 1,00 0,49 24290 
  Elevator 0,00 1,00 0,15 0,00 0,36 24290 
Electronics Smoke detector 0,00 1,00 0,64 1,00 0,48 24290 

 TV 0,00 1,00 0,66 1,00 0,47 24290 

 Washer  0,00 1,00 0,65 1,00 0,48 24290 
  WiFi 0,00 1,00 0,97 1,00 0,17 24290 
Environment Laptop Friendly 0,00 1,00 0,65 1,00 0,48 24290 
  Family/kid friendly 0,00 1,00 0,56 1,00 0,50 24290 
              Table 8: Descriptive Analysis, Authors  
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In order to do so it was used the R Studio to clean the two datasets. In both datasets, a 

dummy variable was inserted to include seasonality, following, the data sets were merged and 

shuffled in order to guarantee homogeneity in the dataset. It was also necessary to clean the data 

with a special emphasis in the amenities variable that had to be separated in 102 dummy variables 

that represented every single amenity in the Copenhagen dataset. Variables such as price of the 

listing, cleaning fee and extra people fee had the dollar sign and due to the parameters of the OLS, 

the signs were removed. Some of the listings didn’t have yet reviews or had non-available results, 

so it was used the listwise method to eliminate the missing values, and this method consists in 

eliminating lines from the data set where there are missing values.  

 

To verify the explanatory power from the amenities and review scores and its impact on the 

<6 to explain the price it was applied the method of splitwise (Verbeek, 2004) which helps depict 

the fitness of the three models built. For this is analysis it was applied a backward analysis where it 

was applied a control group containing the different review scores, seasonality and extra fees to 

understand the contribution of amenities, and a following one with amenities, extra fees and 

seasonality as control to understand the contribution of the review scores.  
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    All types of homes Entire Home Private Room 

Category Variable Estimates SE P-Value Estimates SE P-Value Estimates SE P-Value 

 
(Intercept) -72,11 32,09 0,03 * 84,32 33,45 0,01 * 57,374 57,14 0,32 

Extra Fees Cleaning Fee 0,48 0,01 0,00 *** 0,31 0,01 0,00 *** 0,22 0,02 0,00 *** 

 Extra People 0,08 0,01 0,00 *** 0,11 0,01 0,00 *** 0,12 0,03 0,00 *** 

Reviews Review Rating 2 0,34 0,00 *** 1,59 0,34 0,00 *** 0,6 0,66 0,37 

 
ReviewAccuracy 2,33 2,93 0,43 3 2,97 0,31 -8,42 5,56 0,13 

 
Review Cleanliness 0,43 2,03 0,83 2,9 3,26 0,16 9,45 3,9 0,02* 

 
Review Check-In 5,16 3,19 0,11 2,31 3,26 0,48 12,4 5,92 0,04* 

 
Review Communication 9,307 3,54 0,01 ** 0,49 3,62 0,89 1,84 6,48 0,77 

 
Review Location 42,3 2,09 0,00 *** 44,65 2,13 0,00 *** 43,74 3,9 0,00 *** 

 
Review Value -19,81 2,57 0,00 *** -17,43 2,6 0,00 *** -32,17 4,89 0,00 *** 

  Seasonality 12,05 2,67 0,00 *** 12,89 2,7 0,00 *** 4,16 5,05 0,41 

Observations 
 

19432 
  

16040 
  

3322 
  R2 / Adjusted R 0, 17 / 0,17 

  
0,12 / 0,12 

  
0,08 / 0,08 

  
Signif. codes:  0 ‘***’ 0.001 ‘**’ 0.01 ‘*’ 0.05 ‘.’ 0.1 ‘ ’ 1 

    
 

  
 

  
 

  
 

           
Table 9: First Control Group, Authors  
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    All types of homes Entire Home Private Room 

Category Variable Estimates SE P-Value Estimates SE P-Value Estimates SE P-Value 

 
(Intercept) 359,65 12 0,00 *** 484,13 15,97 0,00 *** 386,979 20,91 0,00 *** 

Extra Fees Cleaning Fee 0,42 0,01 0,00 *** 0,29 0,01 0,00 *** 0,22 0,02 0,00 *** 

 Extra People 0,58 0,01 0,00 *** 0,,08 0,01 0,00 *** 0,11 0,02 0,00 *** 

Seasonality Seasonality 8,73 3,35 0,00 *** 10,37 3,86 0,00 *** 2,73 5,08 0,59 
Kitchen 
Related Breakfast -34,99 6,44 0,00 *** -18,5 7,29 0,01 * -0,734 9,57 0,94 

 Cooking Basics 0,73 3,05 0,81 -1,51 3,11 0,63 0,12 6,28 0,99 

 Essentials -4,975 6,49 0,44 -0,91 6,71 0,89 -11,6 13,01 0,37 

 Kitchen 57,83 8,34 0,00 *** -12,56 14,37 0,00 *** -33,02 8,61 0,00 *** 

Electronics Carbon Monoxide 
Detector 0,77 5,25 0,88 3,08 5,41 0,57 14,74 10,42 0,16 

 Hair Dryer 19,74 2,79 0,00 *** 24,48 2,89 0,00 *** 29,06 5,41 0,00 *** 

 Elevator -6,52 3,66 0,08 1,94 3,85 0,62 -2,54 13,01 0,70 

 Smoke detector 11,86 2,81 0,00 *** 9,13 2,92 0,00 ** 3,33 5,4 0,54 

 TV 65,15 2,85 0,00 *** 27,28 3,06 0,00 *** 35,13 3,06 0,00 *** 

 Washer  27,68 2,8 0,00 *** 49,14 3,06 0,00 *** 6,45 5,52 0,,25 

 WiFi -6,01 7,95 0,45 21,46 8,32 0,01 ** -12,34 15,28 0,42 

Environment Family/kid friendly 60 2,69 0,00 *** 40,72 2,79 0,00 *** 21,11 5,43 0,00 *** 

  Laptop Friendly 4,31 2,87 0,13 2,35 3 0,44 -11,54 5,39 0,03 

Observations 
 

19432 
  

16040 
  

3322 
  R2 / 

Adjusted R 
 

0, 22 / 0,22 

  

0,13 / 0,13 

  

0,07 / 0,07 

  Signif. codes:  0 ‘***’ 0.001 ‘**’ 0.01 ‘*’ 0.05 ‘.’ 0.1 ‘ ’ 1 
    

 
  

         

         Table 10: Second Control Group, Authors  
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In the first control group, we can see the !" is lower in the three models of room type when 

compared to Table 11 which confirms the significance of amenities in explaining the whole model. 

The same can be applied for the second control group to verify the contribute of review scores for 

price. 

  

It was chosen amenities since it is one important factor affecting profitability in hotels (Heo 

and Hyun, 2015) and in the AirBnB pricing literature there was still a gap in understanding if they 

affect or not the pricing. The amenities were chosen in accordance with the survey done to the 

hosts to have a better perception in terms of depicting their vision on pricing and validating 

through a dataset.   

 

In terms of the fitness of the final model it was plotted in R all the necessary visualizations 

that can be found in Appendix 12. During the cleaning of the data set and when to continue 

verifying the fitness of the model it was looked at the plots to verify the Gauss-Markov 

assumptions of linear parameters, random sampling, zero conditional mean, sample variation in the 

explanatory variable and homoscedasticity (Wooldridge, 2012). Looking at the plots one can see 

that even though there are some outliers they are not as representative and all the three models are 

quasi-linear. For the type of room, there was the possibility to include also “shared-room” but due 

to the lack of fitness the fourth model was not included.  

 

Table 8 enounces the simple statistics of the data set in order for the user to have a better 

understanding of the variables and how they are accounted for. It is also necessary to explain that 

the descriptive statistics were made for the whole data set after cleaning. It was also included 

“Cooking Basics” along with “Essentials” to cover the probable confusion in the survey with what 

are the essentials precisely. The same relation was done for the “Carbon Monoxide Detector” and 

the “Smoke Detector” to exclude possible confusion from the hosts in the survey. 

 

4.3.3 Confirmation or rejection of Hypotheses 

 

In Table 11 results of the linear model for the three different room types are presented. The 

aim of the exercise was to predict price over certain attributes, these attributes were amenities, 

different types of review scores and extra fees. The amenities were mentioned and explained in the 

previous section as for the types of reviews, it was hypothesized that the different types of scores 

had a different influence over price according to literature review. For the goal of the study we also 
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deepened the Wang (2017) study by trying to see the difference significance they had when 

compared to the different types of room and when both types of rooms are combined. To have a 

better overview we suggest an analysis by variable in order to compare the three types of room. 

 

When observing the results for the cleaning fee, we can clearly see that it has a positive and 

significant influence over price. Even though the estimate is quite low it is still possible to 

understand that guests are willing to pay for it. The extra people fee has a very similar pattern to 

the cleaning fee, where we see an even lower but positive and significant influence over price 

throughout the three models, where we can infer that guests might be already prepared to have to 

pay these fees beforehand, hence their significance and positive influence. From the survey, it was 

also possible to see that most of the hosts (82%) also charge for cleaning fee and 66% of the hosts 

this provides an extra validation to the fact that these extra fees are commonly being used. 

“Seasonality” was correlated with the price of “entire home” and “All types of home”, this is also an 

interesting result to look at since it might be something related with the lack of dynamic price for 

private rooms whilst for “Entire homes” we might see the presence of professional hosts where they 

will be more thoughtful in including seasonality (Li et al., 2015) or even a host can be more 

sensitive in terms of readjusting their price to seasonality. We can also assume that customers 

perceive the changes of seasonality. 

 

For the amenities section, it was taken in consideration thirteen amenities types compressed 

into 3 categories. These categories are “Kitchen Related” which englobes “Cooking basics”, 

“Essentials”, “Breakfast” and “Kitchen”; “Electronics” including “Elevator”, “Smoke Detector”, 

“Carbon Monoxide Detector”, “Hair Dryer”, “TV”, “Washer” and “WiFi”; “Environment” which is 

in relation to being either “Family/kid Friendly” and “Laptop Friendly”. 

 

It was mentioned in the literature review that amenities may have a big influence on the 

price and how far customers are willing to pay for them (Heo and Hyun, 2015, p.167) and hence, 

some hypothesis were created to understand if they are confirmed or rejected by the analysis of the 

OLS and will be tested in the three models for the different types of house “All types of home”, 

“Entire Home” and “Private Room”. 

 

 

Hypothesis for Kitchen related amenities: 

Hypothesis 1a: Breakfast has a negative and significant influence over price. 

Hypothesis 1b: Cooking Basics has a positive and significant influence over price. 
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Hypothesis 1c: Essentials has a positive and significant influence over price. 

Hypothesis 1d: Kitchen has a positive and significant influence over price. 

 

As for “Breakfast” it has a significant, but with a slighter higher p-value, and negative 

influence over price for the “Entire Home” this can imply that guests are not willing to pay for it 

which decreases the price. The same can be found in the model for “All type of home” but with a 

lower p-value. Following these results hypothesis 1a is confirmed for all the models since it has a 

negative influence. “Cooking Basics” and “Essentials” and their respective hypothesis 1b and 1c 

have been rejected in all models since the variables are not significant to the model. “Kitchen” and 

its hypothesis 1d is confirmed only for “All types of homes”, where it shows a positive signal over 

price while being significant for the model. As for the “Private Room” it has a negative effect over 

price of -28,77 ceteris paribus. Here the hypothesis is rejected, but it is interesting to note that 

guests of private rooms might not be willing to pay extra for it. 

 

Hypothesis for Electronics: 

Hypothesis 1e: Carbon Monoxide Detector has a positive and significant influence over 

price. 

Hypothesis 1f: Hair dryer has a positive and significant influence over price. 

Hypothesis 1g: Elevator has a positive and significant influence over price. 

Hypothesis 1h: Smoke Detector has a positive and significant influence over price. 

Hypothesis 1i: TV has a positive and significant influence over price.  

Hypothesis 1j: Washer has a positive and significant influence over price. 

Hypothesis 1k: WiFi has a positive and significant influence over price. 

 

The hypothesis 1e, in regard to the Carbon Monoxide Detector is rejected for all the models 

since it doesn’t have a relevant p-value to support the hypothesis. The “Hair Dryer” is something 

that in the traditional hospitality industry we are used to having in every bathroom. Customers 

when travelling to AirBnB’s know that there is a difference between being a hotel and also being in 

someone’s apartment/house or room, which can translate into not being able to expect certain 

things. Having a positive influence over price when all variables are held constant, price increases 

averagely in all three models in 22.6 translating in the hypothesis 1f to be confirmed and validated 

in the three models. As for “TV” portrayed also as a common amenities in the traditional hospitality 

industry, it has a positive and significant influence over price in the three models, and we can 

assume a correlation with the motives provided previously for the “Hair Dryer” and confirm 

hypothesis 1i. 
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Depicting now the differences between the models we can observe the variable “Washer” is 

only positive and significant in the Entire Home and in “All types of homes”, with the latter being 

slightly biased since it takes in consideration all types of rooms. Washers might be something more 

expected in entire homes since the whole space is rented so it might be appreciated and with an 

influence of 49,32 over price ceteris paribus. Hypothesis 1j is then rejected. The “Elevator” does not 

show a significant p-value in none of the models, which makes us reject the hypothesis 1g. The last 

amenity related to electronics is the “Smoking Detector” where in the literature review it was 

mentioned that allowing smoking has a correlation with a lower price so we assumed that in order 

to have a smoking detector it makes impossible to smoke inside the property and hence increasing 

the price. In the model “All types of home” and “Entire Home” it is possible to observe this 

phenomenon where we see a positive influence and a significance at 0,05 level in “Entire Home” and 

in s higher significance level for “All types of homes” which allows us to confirm the hypothesis 1h 

for two of the models. 

 

Hypothesis for Environment 

Hypothesis 1l: Family/kid Friendly environment has a positive and significant influence 

over price. 

Hypothesis 1m: Laptop Friendly environment has a positive and significant influence over 

price. 

 

“Family/kid Friendly” plays a huge part in bringing a higher price which we can assume is 

related to families travelling together and wanting to make sure the listing is prepared to receive 

them hence their willingness to pay might be higher. This is confirmed by the results where it is 

possible to see a significance at a high level (0) and providing a positive mechanism into pricing in 

the three models. Hypothesis 1l is then confirmed for the three models. As for the “Laptop 

Friendly” and the hypothesis 1m, it is rejected since it shows no significance or influence over price 

in the three models. 

 

Hypothesis for the reviews: 

Hypothesis 2a: When hosts have higher review scores for Accuracy it is certain that it will 

have a positive influence over price. 

Hypothesis 2b: When hosts have higher review scores for Cleanliness it is certain that it 

will have a positive influence over price. 



	 84	

Hypothesis 2c: When hosts have higher review scores for Check-in it is certain that it will 

have a positive influence over price. 

Hypothesis 2d: When hosts have higher review scores for Communication it is certain that 

it will have a positive influence over price. 

Hypothesis 2e: When hosts have higher review scores for Location it is certain that it will 

have a positive influence over price. 

Hypothesis 2f: When hosts have higher review scores for Value it is certain that it will 

have a negative influence over price 

 

In regard to the review section, the “Review Rating” shows the total scores of the listing 

while the following ones are the scores for certain attributes. “Review location” and “Review Value” 

appear across the three models as significant variables over price. The review location has a quite 

high influence over price, of averagely 46 when all other variables are held constant. Location is an 

important factor, as mentioned previously (Wang 2017, p.121) so it is no surprise how big the 

influence it is over price. An AirBnB closer to the city center and another one 30km away from it, 

having the same characteristics will have a different price even though the similarity. The “Review 

Value is very interesting to observe since there is a negative and significant influence over price, It 

is possible to make some inference on the fact that maybe there is a price for value mechanism, a 

lower price increases the “Review Value” since customers might be more happy to pay less. In some 

sense, we can say that when the customer pays less and then is surprised in the quality of the listing 

they will give a higher score whilst if they pay higher than the perceived quality, they will not give 

a high score so we can infer that higher value scores implies a decrease in the price to match the 

true quality.  This type of review score reviews the price versus quality hence customers being the 

most judgmental upon this score. As for the “Review Communication” we can see it has a 

significant and positive influence over the “All types of homes” so it is difficult to infer about this 

result unless we assume that when the type of room is irrelevant, and the customer is only 

searching for listings and looking at the overall prices they might be willing to pay more when the 

score for communication is higher. “Review Cleanliness” appears in the models for “Entire Home” 

and “Private Room” with a lower significance over price but demonstrating that it can somehow 

determine the willingness to pay from the guest in paying extra for a higher review score on 

cleanliness. 

 

The hypothesis 2e and 2f are hereby confirmed. Hypothesis 2e, “When hosts have higher scores 

in the Review Location, it is certain that it will have a positive affect over price” is confirmed by also being 

one of the variables which was had a positive and significant p-value across the three models. 
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Hypothesis 2f states “When hosts have higher scores in the Review Value it is certain that it will have a 

negative effect over price” in the sense that the higher the review score it is obtained for value the 

lower the price will be. As it was stated review value has a significant p-value and a negative 

influence over price. If it was excluded the relevance in the three models it is possible to argue that 

the hypothesis 2c “When hosts have higher scores in the Review Cleanliness it is certain that it will have a 

positive effect over price” was confirmed. It had a higher p-value but indeed for the “Entire Home” and 

“Private Room” it is possible to observe a positive influence over price. All the other hypothesis 

from 2a to 2d have been rejected since they are not relevant to the three models. 

 

Overall the results were very interesting in terms of trying to understand the variables and 

what the correlation and how it affects the price for the different types of rooms and which 

hypothesis were confirmed. 



    All types of homes Entire Home Private Room 

Category Variable Estimates SE P-Value Estimates SE P-Value Estimates SE P-Value 

 
(Intercept) -149,05 32,18 0,00 *** 36,15 35,37 0,31 105,73 58,56 0,07 

Extra Fees Cleaning Fee 0,4 0,01 0,00 *** 0,27 0,01 0,00 *** 0,2 0,02 0,00 *** 

 Extra People 0,05 0,01 0,00 *** 0,08 0,01 0,00 *** 0,1 0,03 0,00 *** 
Reviews Review Rating 1,48 0,32 0,00 *** 1,27 0,33 0,00 *** 0,57 0,66 0,39 

 Review Accuracy 1,13 0,81 0,69 1,6 2,9 0,58 -9,47 5,48 0,08 

 Review Cleanliness 3,83 1,96 0,05 4,75 2,01 0,02 * 7,93 3,88 0,04 * 

 Review Check-In 3,99 3,06 0,19 1,14 3,17 0,72 11,3 5,83 0,05 

 Review Communication 9,09 3,4 0,01 ** 2,9 3,54 0,41 0,71 6,38 0,91 

 Review Location 46,3 2,01 0,00 *** 47,16 2,07 0,00 *** 44,95 3,85 0,00 *** 

 Review Value -24,73 2,47 0,00 *** -22,26 2,54 0,00 *** -32,14 4,82 0,00 *** 
Seasonality Seasonality 9,34 2,56 0,00 *** 10,73 2,63 0,00 *** 4,03 4,97 0,42 
Kitchen 
Related Breakfast -33,33 6,33 0,00 *** -17,21 7,15 0,02 * 3,03 9,37 0,75 

 Cooking Basics 0,03 3 0,99 -2,25 3,05 0,46 2,79 6,16 0,65 

 Essentials -11,25 6,39 0,08 -6,98 6,59 0,29 -14,24 12,75 0,26 

 Kitchen 60,52 8,2 0,00 *** -7,83 14,11 0,58 -28,77 8,44 0,00 *** 

Electronics Carbon Monoxide 
Detector 1,26 5,17 0,81 3,63 5,31 0,49 12,83 10,2 0,21 

 Hair Dryer 16,89 2,75 0,00 *** 22,37 2,84 0,00 *** 25,49 5,33 0,00 *** 

 Elevator -2,56 3,6 0,48 6,16 3,78 0,10 0,84 6,49 0,90 

 Smoke detector 10,13 2,78 0,00 *** 7,41 2,88 0,01 * 4,75 5,31 0,37 

 TV 65,9 2,81 0,00 *** 28,37 3 0,00 *** 37,24 5,28 0,00 *** 

 Washer  27,84 2,76 0,00 *** 49,32 2,85 0,00 *** 6,74 5,52 0,22 

 WiFi -11,36 7,83 0,15 16,47 8,18 0,04 -8,98 14,98 0,55 
Environment Family/kid friendly 62,9 2,65 0,00 *** 44,03 2,75 0,00 *** 22,87 5,31 0,00 *** 
  Laptop Friendly 4,05 2,82 0,15 1,97 2,95 0,50 -10,15 5,27 0,05 

Observations 
 

19432 
  

16040 
  

3322 
  R2 / 

Adjusted R 
 

0, 24 / 0,24 

  

0,17 / 0,17 

  

0,12 / 0,11 

  Signif. codes:  0 ‘***’ 0.001 ‘**’ 0.01 ‘*’ 0.05 ‘.’ 0.1 ‘ ’ 1 
       

         
         Table 11: Main Results, Authors
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This section will allow a 
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comparison for the mixed method 
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and future research for this study. 

The conclusion will provide the 

framework to answer of the 

research question.  
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5. Discussion & Conclusion 

5.1 Discussion & Theoretical Implications 

5.1.1 Macro 

  

The sharing economy is rapidly increasing and so is the tourism consumption and 

production. AirBnB has been the first movers in the disruptive innovation in changing the 

industry as a two-sided platform of hosts and guests. The hotels are the traditional pipeline 

business and they acknowledge new competitors in the online marketplace, which are 

changing the hotel economy. The revenue models that can be the most profitable in the 

sharing economy setting, in a competitive sense, are the commission and transactional model 

for platforms.  

  

Tourists are changing behaviours and buying services and goods for their own needs. In 

consideration to the experience they have evolved into a tendency to want the “local 

experience” instead of the “tourist experience”. Here AirBnB provides a beneficial solution of 

customization, that hotels are not able to fulfil. The difference between the traditional industry 

and AirBnB is that the platform has to maintain both sides, the entry and maintenance, which 

is facilitated by them. For obtaining a two-sided platform, AirBnB’s supply and demand needs 

to be equilibrium, this is due to the dependency they have of each other. In accommodating the 

host’s interests in using the platform, AirBnB offers a low price which is commission of 3% in 

their transactions, while guests are paying 6-12%. It could also be argued that they use 

commission revenue model one the hosts side and transactional revenue model on the guest’s 

side, but overall it is stated as the transactional revenue model.  

 

AirBnB came into the platform accommodation sector as the last mover, but they still 

managed to become a first mover in the disruptive innovation and are shown to be the most 

popular housing platform out of the 3 competitors in regard to our survey respondents. 

AirBnB offers alternatives to the accommodation industry and they differentiate themselves by 

offering the “local experience” to tourists and travellers, which some of the competitors are not 

able to offer. 
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5.1.2 Meso 

  

To understand how AirBnB operated the Business Model Radar was constructed to 

understand where and how they insert the revenue model. It is possible to see the different 

advantages from the relationship between the different stakeholders and how they use cost-benefit 

relations to have a good outcome. 

 

 

There are certain challenges that should be mentioned before getting in detail with the main 

analysis in the research. AirBnB, as a platform, has been facing discrimination in regard to the 

profile pictures of hosts, and this conflicts with trust, because when hosts show themselves, they 

are portraying themselves as more trustworthy but at the same time could imply racial problems. 

Leading to the factor of trust, AirBnBs review system makes the hosts more reliable and give an 

more transparent evaluation of the rental experience. This is also why it is important for the host 

to have reviews not only for trust, but for their determination in pricing. Not only trust might be 

a factor influencing the way they do pricing but also attributes such as the taxes now inserted by 

the local governmental entities, these are inserted as fixed costs and constitute variables in a 

hedonic way on how to do pricing. 

 

The prices are both affected in regard to internal and external factors. From the surveys and 

interviews it was achieved an understanding that hosts determine their price through different 

kinds of factors such as seasonality and benchmark with other competitors. In the interview, the 

hosts also stated that the different types of review scores are something to be aware in 

determining their prices, which it will be elaborated further on. 

 

5.1.3 Micro 

  

Thereby the hosts do not only think about their attributes as amenities and reviews in their 

rentals, but also about market demands, competition and challenges provided by the platform or 

the sharing economy. The hosts also commented using the AirBnB pricing tool, but not for make 

their own pricing, but in a more recommendation manner to get a base price, nevertheless, only a 

few of them use it for this purpose (36% of the survey respondents). The respondents both from 

interviews and survey, clarify that the pricing tool set the price too low, so overall it isn’t 
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attractive tool. This can be viewed as a challenge for the more amateur hosts which seek 

assistance to determine their price. 

 

In order to understand how the owner sets their price according to certain attributes such as 

amenities and review scores a hedonic approach was applied to deconstruct the price into 

variables. The amenities and review scores list on AirBnB were studied  in the dataset of the city 

of Copenhagen which contained 106 amenities but only 13 were regressed against price together 

with the different review scores, extra fees and seasonality. 

  

The approach that better fitted our model, and our hypothesis, was the hedonic price approach, 

since it states the possibility of dividing the price into non-observable factors (Rosen, 1974). This 

approach was made in order to complement the study made by Wang there was made an 

exploratory survey for the hosts in order to understand, how they rank the different types of 

amenities, different review scores. The survey gave us a vision on how they prioritize these 

variables.  



	 91	

Types of Review 
Scores Rank by Hosts 

 

Types of Amenities  Rank by Hosts 

Cleanliness Review 1 
 

WiFi 1 
Communication Review 2 

 
Kitchen 2 

Accuracy Review 3 
 

Hairdryer 3 
Check-In Review 4 

 
Family Friendly 4 

Value Review 5 
 

TV 5 
Location Review 6 

 
Washer 6 

 
 

Essentials 7 

 
  

Laptop Friendly 8 

   
Smoke Detector 9 

   
Elevator 10 

   
Breakfast 11 

   
 

   
 

 Table 12 & 13: Results Amenities & Reviews Scores, Authors  

 

To understand this ranking made by the hosts, it was regressed price against all the amenities 

in ordinary least squares regression. Since in the survey it wasn’t filtered for the different types of 

rooms, it was included three models, where it was presented the results for all types of home, 

entire house and private rooms to better understand the differences, and make sure it was 

provided the best overview of the results. The aim was to confirm the different hypothesis in the 

different models. 

  

The results provided in some way a complement to the ranking of the hosts in terms of 

prioritization to have higher price and higher profitability, but also raised some questions in terms 

of consumer behaviour. For instances, WiFi is considered extremely important for hosts to 

achieve a higher price but the results from the OLS showed differently, with the variable not being 

significant to price in none of the different room types and hence rejecting the hypothesis of WiFi 

having a positive effect over price. This type of result might have some bias in terms of 

interpretation from the host side, since they might see it as something mandatory to have, but in 

reality, guests might take it as granted, which might make them not willing to pay for it hence the 

results in the OLS. The interviewees mentioned WiFi as an important factor to achieve a higher 

profitability, but it is assumed to be aligned with the motives explained previously for the results 

of the OLS. 
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“Breakfast” has also an interesting result, since it was ranked in the survey as the least in 

contributing to profitability in terms of affecting the price. This result goes in hand with the 

results from the OLS since it has a negative influence over price in the models of “All types of 

home” and “Entire Home”, this negative influence can be explained by the guest not being willing 

to pay for this amenity. It was hypnotised that breakfast would have a negative influence over 

price which was confirmed. Looking at the other amenities inserted in the category “Kitchen 

Related amenities”, and accordingly with the results of the survey, it was verified that indeed 

kitchen has a certain effect over price, specially in the model of “All home types” where it shows a 

positive effect over price being the only model where the hypothesis was not rejected. As for 

“Private Room” model we reject the hypothesis since it provides a negative effect over price. The 

“kitchen” was elected as 2nd most important amenity by the hots, but it is inferred that it might be 

related to the same issue as WiFi, since for entire home it can be assumed that it has either kitchen 

or a kitchenette as for the “Private Room” model guests might not be willing to pay more for it. 

The hypothesis regarding the Cooking Basics and also Essentials were both rejected since the 

variables were not significant to the model. 

  

Moving to the amenities section regarding electronics, it is possible to observe that hosts give 

special importance to have a “Hair Dryer” in their listing because they consider it as something 

valuable. It was raised the hypothesis of the “Hair Dryer” being significant and also having a 

positive effect over price, this hypothesis was confirmed and aligned with the hosts vision in the 

survey. It is possible to infer, just like for the “TV”, where the hypothesis were not rejected as 

well, that guests somehow are willing to pay for certain attributes that the public is accustomed in 

hotels but understand that in AirBnB they cannot expect them, hence their increased willingness 

to pay and overall significance to price. These two hypotheses were confirmed in all the models as 

being significant and also positive in its effect. The “Smoking Detector” which was hypothesized 

to have a positive influence over price since it was found in the literature review to have a certain 

correlation with allowing smoking or not, was confirmed in two of the models “All types of 

Homes” with a higher significance, and in “Entire Home” with a lower significance. Hosts in the 

survey ranked it in a lower setting but guests might pay more in order to have the amenity. Some 

of the variables showed significance only in certain models which brings awareness for the 

differences in doing pricing for a “Private Room” and also for an “Entire Home” which is very 

important to depict the willingness to pay from the guest side. 
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As for the different review scores, 6 hypotheses were made. Two of them were confirmed in all 

the models and one of them was only confirmed for the “Private Room”. The review types ranked 

highly by the hosts didn’t appear to have significance in the model and hence rejecting the 

hypothesis for them. Hosts in the survey stated the most important review type affecting price 

was the review score regarding the cleanliness and communication. The three interviewees had a 

different opinion more in line with the results from the OLS, where they mentioned that the 

location review had the most impact on price. It can be that hosts are more confronted with 

cleanliness and communication issues on a daily base, hence thinking that it has the biggest effect 

over price, while in a more calmer and in a conversation setting, such as the interview setting, 

hosts understand that location factors are very important in determining price. The review type 

“value” shows a negative significant influence over price in the three OLS models, this is explained 

partly by the fact that the customer behaviour in terms of paid price versus observed quality has 

negative influence, since customers are happier in paying less and obtaining higher value for it 

(Cronin et al. 2009) and hence confirming the hypotheses that it has negative and significant effect 

over price. This negative influence means a higher satisfaction in terms of value (expectations 

versus reality) could translate in a lower price overall. Being such a type of review correlated with 

price, it is very natural, that it affects it.  

 

Overall, the analysis started with 19 hypotheses, 13 in regard to the amenities and 6 for the 

review scores and in which way they affect price. Not all were confirmed but it was indeed 

obtained a sense of how they affect price and how the hosts, depending of the room type, might 

want to focus while doing their pricing. Together with some of the challenges mentioned 

previously the host might want to make sure his/her pricing is in accordance with the still present 

challenges of the platform and also include some of the results provided by the analysis in the 

assignment. 

 

5.2 Managerial Implications 

5.2.1 Host 

 

The data set, interview and surveys show that certain amenities and different review 

scores do matter for price. Therefore hosts should take into consideration adding the amenities 

which influence price and take special notice in evaluating their reviews score to provide a more 
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dynamic and correct price for their listing. Adding the dynamic pricing instead of only applying a 

static price as some may of the hosts do can also make a difference in terms of achieving a higher 

revenue. Hosts should also be aware of challenges surrounding the platform. Policies are 

constantly changing in the environment of sharing economy since it is a very recent economical 

field.  

5.2.2 AirBnB 

 

In the findings, it was found that AirBnB could implement a better pricing algorithm 

solution. The smart pricing tool is stated as providing a too low price for rentals. This tool 

suggests a lower price which could be explained due to the overview of the equilibrium price 

between demand and supply that AirBnB has; it could also be due to the fact that for AirBnB 

having bulk transactions (higher occupancy rates) provides a more profitable outcome. 

Suggestions on how to evaluate the listings might also be received well since, hosts may be 

amateurs in regard to pricing, and it would provide a better understanding in how each variable 

weights on pricing. In the end, AirBnB only profits if there is an equilibrium in demand and 

supply with the correct revenue model and also if hosts provide the best price strategy since al the 

revenue is obtained through the transactional model. AirBnB could do a better work in 

understanding their hosts and their needs by studying the hosts behavior and motivations for 

pricing.  

 

5.2.3 Policy  

 

With the growth in the sharing economy and also with tourism being the sector most 

effected by it, governments need to be more inclusive of the SE and prepare the policies to be in 

accordance with these new developments. Regulations can have a big effect on companies as for 

example, added taxes as in Denmark and control areas in Lisbon.  

 

5.3 Limitation  

5.3.1 Theoretical limitation 

	
 During the course of the assignment one of the main goals was to obtain data directly 

through AirBnB. The researchers tried to communicate with the different contact centre and also 
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the office in Dublin to obtain data directly from the company. Unfortunately, AirBnB is very 

closed to direct contact with possible researchers and refer them to other places. It is necessary to 

infer that some articles are old, and might not be updated in the ways the platform economy looks 

like in the present day. It could have been found more theory towards the direct term of pricing 

and further studies on the area, but due to the scope of the research question, which was directed 

to studying the main amenities and different review scores, the scope was narrower. Although 

there are studies among the meaning of rating and amenities, it is hard to find out what each 

details amenity and review do and have of effect on pricing in general. 

 

5.3.2 Methodology limitations 

	
 The qualitative and quantitative research have had a broad perspective for a bigger 

understanding of context, but this can also prevail the lack of focus on the subject in question and 

which to be researched.  

  

The fact that the survey was made globally in terms of location, might also bring some 

inconvenient since the data set collected and the interviews were done in Copenhagen. Even 

though it is assumed as a limitation, the authors are aware that it was an exploratory survey to 

understand the trend and how hosts rank certain aspects of AirBnB and as for the data set it was 

used partially the Wang (2017) study to verify if some of the hypothesis developed by the author 

could be applied using only one city.  

   

As for the dataset, to increase validity it could have been included more cities to assist in 

increasing the number of observations and to validate the hypothesis in a more detailed manner.  

5.3.3 Further research 

	
 For further research, it is advised to look into other cities than Copenhagen and provide 

the same analysis in regard to the amenities which weren’t studied (it was only studied 13 out of 

106 amenities listed in the Copenhagen data set), and see, if there are  patterns in their influence 

on price between countries and/or cities. From the finding it is also clear that there is a gap 

between the perception of price from AirBnB’s perspective and the hosts. This gap should be 

studied further for gaining a shared understanding of setting price, so AirBnB can be able to meet 

the hosts needs in achieving the right price.  



	 96	

In comparison to the hotel industry it would be applicable to do a comparison in which amenities 

and reviews are the most important in both AirBnB and the hotel industry, and to see whereas is 

the difference and how come.  
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5.4 Conclusion 

 

Firstly, to get an overview how AirBnB operates it was tried to understand how they are 

inserted in the sharing economy and how it has been developing throughout the time. To increase 

the understanding it was looked into external and internal factors such as how the market 

operates in terms of supply and demand, and internally the possible revenue models that could be 

used by them. This approach gave a high comprehension level to understand where the host is 

allocated in the platform of AirBnB since it allowed us to understand some of the existing 

challenges for them. Since there is a gap in the literature, and one of the scopes of the research was 

to fulfill a study started by Wang (2017) and complement it with the insertion of the amenities 

and different review scores. It was found literature in regard to how amenities affected price in 

hotels and also in terms of feedback mechanisms which motivated the authors to understand how 

it affects pricing in the host environment.  

 

For that reason, it was applied a conceptual framework, where nineteen hypotheses were 

built over three models divided by room type, “All types of home”, “Entire Home” and “Private 

Room”, to test them in how they affect pricing, either in a positive or negative way. To provide an 

exploratory overview it was built a survey of 91 valid respondents and to validate the hypothesis 

three interviews were held to understand the hosts perception of price and the effect of certain 

amenities and reviews scores. 

 

The results show that certain amenities and review scores do have influence in price 

setting for the hosts across the three models. From the nineteen hypotheses, it was confirmed in 

the three models, three hypotheses in regard to amenities and two for the review scores. The 

amenities in the category of electronics, which demonstrated a significant and positive influence 

over price were, “TV”, and “Hair Dryer” we infer that it might be related to the fact that these 

amenities are normally found in the traditional hospitality industry and the guests are not 

expecting to have access to them but are willing to pay an extra. As for the amenities in regard to 

the environment of the listing, it is depicted that “Family/kid friendly” has a positive and 

significant influence over price, which could be correlated to the fact that AirBnB is better 

allocated for families. These amenities were all ranked highly from the host side and validated 

through the interview. 
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The hypotheses that were confirmed for review scores, were review location and review 

value. It was stated in the literature review that review location score would have a positive effect 

on price, which the data confirmed. Also, it can be validated by the interviews as an important 

factor in affecting price.  

 

For the review value, it is suggested from consumer consumption literature and overal 

expectation of ratings, that the higher score in the review value, the lower the price, this was 

confirmed by the data analysis, and also validated from our interviewees.    

 

Overall, it is confirmed that certain amenities and review scores influence in 

determining price. This factor is relevant for hosts to be aware of in which mechanism that can 

help them in achieving a more profitable price and also raises awareness for them to implement a 

dynamic price in terms of including the different review scores in it and making the price more 

aware of the amenities.  
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7. Appendix 

Appendix 1 – Survey Questions in Numbers  

 
Question Number Question 

1 Please rank the websites/platforms below in terms of your preference when renting out your home? [AirBnB] 

2 Please rank the websites/platforms below in terms of your preference when renting out your home? 
[Homeaway] 

3 Please rank the websites/platforms below in terms of your preference when renting out your home? 
[Tripadvisor] 

4 Please rank the websites/platforms below in terms of your preference when renting out your home? 
[Booking] 

5 Why do use AirBnB? 

6 What are the advantages for you in using AirBnB? 

7 How is your experience with AirBnB from 1-5? [Satisfaction] 

8 How is the interfacing (the website/platform usability) on the AirBnB platform from 1-5? [Interface] 

9 How many bedrooms do you have in your listing? (If you have several listings please use the average) 

10 How many bathrooms do you have? (If you have several listings please use the average) 

11 Are you a SuperHost? The superhost status is having a high response-rate, almost no cancellations and a star 
rating higher than 4.8* out of 5*.  

12 How do you set the price for your apartment/house? 

13 What do you think of AirBnB smart pricing tool? 

14 Do you use AirBnB's smart pricing (AirBnB algorithm) tool to set your price? 

15 Do you get help/inspiration from smart pricing? 

16 Do you set the price higher or lower than the suggestion from AirBnB smart pricing? 

17 What is the minimum amount of days for a guest to book your property? 

18 What do you take into consideration while setting the price for your property? 

19 What is your cancellation policy? 

20 Do you have a cleaning fee? 

21 Do you charge for extra guests? 

22 Do you have instant booking? 

23 Which amenities/facilities do you consider important to help you achieve a higher revenue?  [TV] 

24 Which amenities/facilities do you consider important to help you achieve a higher revenue?  [WIFI] 

25 Which amenities/facilities do you consider important to help you achieve a higher revenue?  [Breakfast] 

26 Which amenities/facilities do you consider important to help you achieve a higher revenue?  [Kitchen] 

27 Which amenities/facilities do you consider important to help you achieve a higher revenue?  [Washer] 

28 Which amenities/facilities do you consider important to help you achieve a higher revenue?  [Elevator ] 

29 Which amenities/facilities do you consider important to help you achieve a higher revenue?  [Essentials (Salt, 
Pepper, Oil etc.)] 

30 Which amenities/facilities do you consider important to help you achieve a higher revenue?  [Family 
friendly] 

31 Which amenities/facilities do you consider important to help you achieve a higher revenue?  [Laptop friendly 
and workspace] 

32 Which amenities/facilities do you consider important to help you achieve a higher revenue?  [Smoke detector 
] 

33 Which amenities/facilities do you consider important to help you achieve a higher revenue?  [Hairdryer ] 

34 How important are reviews for you? [Reviews] 

35 Which type of review scores are most important for you in achieving a higher revenue? [Location review] 

36 Which type of review scores are most important for you in achieving a higher revenue? [Value review (The 
price versus reality)] 
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37 Which type of review scores are most important for you in achieving a higher revenue? [Communication (The 
communication to the hosts)] 

38 Which type of review scores are most important for you in achieving a higher revenue? [Check-in review] 

39 Which type of review scores are most important for you in achieving a higher revenue? [Cleaniness review] 

40 Which type of review scores are most important for you in achieving a higher revenue? [Accuracy review] 

Source: Authors 
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Appendix 2 – Survey Results  
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Appendix 3 – Coding Surveys  

 
Coding of qualitative surveys 
 
 
 

 

 
 
 
 
 

First Cycle coding -Descriptive coding 
What are the advantages for you in using AirBnB? 

 

•  Money,  User friendly, security, hosting request, largest audience, good interaction, 
practical platform, easy to find guests, low service fees, good reputation, trust, huge 
audience, comfortable, flexible, visibility, good business, more organized, 
confidence, marketing, easy to manage, secure payment, well-known platform, tax 
right off, long term renters, one-stop shop.  

Money Level 1 

Level 2 Security Trust Platform Practical  Easy to use 

Level 3 

Level 4 

Well-known Largest audience User friendly Low service fees 

Flexible  Visibility A lot of customers Simple 

Second Cycle Coding 
Magnitude Coding  

What are the advantages for you in 
using AirBnB? 
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•  Copenhagen average, similar apartments, market demand, statistics and demand, 
average of the area, average prices, comparing prices in market, similar listings, 
comparing prices of the house nearby, hotel prices, algorithm, price friends had, 
compared to competition, AirBnB suggested price, eye on AirBnB’s price tips, 
manually, AirBnB estimates it, based on the market, high and low season, average 
price in other apartments, demand, higher price for weekends and holidays, 
competition, compare to similar properties, competition and special events, 
compare comparable housing, AirBnB’s pricing recommendations, high/low season 
discounts and long term discounts, market analysis, look at local other prices, 
manually after market research, area and comparison, market driven, review similar 
listing.   

First Cycle coding - Descriptive coding 
 How do you set your price for your apartment/house?  

Average price in 
the same area 

Level 1 

Level 2 Market demand Competition AirBnB suggested 
price/smart pricing  

Level 3 Season 

Second Cycle Coding 
Magnitude Coding  

Comparing prices 
within the area 

How do you set your price for your 
apartment/house?  

Hotel prices Level 4 Friends Beyondpricing.co
m 
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•  Terrible, prices are too low, I have not tried it, inefficient, dangerous, I don’t think it is a 
helpful tool, it suggest very low prices, suggests prices which are less than haft of what I 
get bookings for, underestimate a lot, not good, I have never used it, prices are too low, 
it’s ok, it always put prices lower, could help but set too high prices, prices are generated 
are usually too low, too low, reliable, good idea, don’t know, still have a lot to improve, 
helpful, is not real, use it as a reference, a nice reference point, it is an inspiration only, 
unreal, rubbish, I don’t like it, it does a fair fast, simple estimation, ridiculous, I don’t 
like it, it is not fair, pressing down the price too much, demand, good to get an 
indication, not the best, good at time, prices too low, not in the host’s favor, not real, 
never tried, hate it, not impressed, not accurate, too low, sets price too low, works well 
for me, inaccurate, not a huge fan, ridiculous, off the mark, too low prices in the start, 
better of it separated weekdays and weekends, haven’t used it, not reflective of my area, 
rip off for hosts, poor, does not work.  

First Cycle coding - Decriptive coding  
What do think of AirBnB smart pricing tool? 

  
 

Put prices too low Level 1 

Level 2 Usage for 
inspiration Reference 

Level 3 Helpful 

Second Cycle Coding 
Magnitude Coding   

What do think of AirBnB smart 
pricing tool? 

Not good  
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•  Season, average in the area and expenses, market, season, competitors and costs, 
weekend/week, special events and average occupancy, value for money, location, time of 
year, average price of the area, season and the market offer/demand, time spent on 
cleaning, high/low season, the day of the week, costs and competition, season, current 
performance, the bills, demand and location, the prices of properties around mine, 
competition, location, comfort, neighborhood and number of nights, location and 
capacity, prices of similar properties, high as possible, season, holiday, day of week, kids 
friendly, weather, time of the year, market offer, demand, gated community, great 
neighborhood, wifi, cable, prices on other apartments close by, my competition, events 
in town, hotel pricing, comparable properties, market in my area, season of the year, 
market rates, hotel rates, quality of other listings, market price, profitability, comparable 
properties and costs, location, competition, comfort, amenities, season, competitions 
prices, holidays, events, condition of home, time of year and events in the area, 
competition, prices around me, guests might be willing to pay, amenities, market, 
affordable, season, prices around town, seasons, competition, time of year.  

First Cycle coding – Descriptive coding   
What do you take into consideration while setting the price for your property? 

  
 

High/ Low Season Level 1 

Level 2 Competition 

Comparable 
properties 

Level 3 

Second Cycle Coding 
Magnitude Coding  

Market demand 

What do you take into consideration 
while setting the price for your property? 

Amenities  Location Special events Duration of stay 

Time of year 
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Appendix 4 - Interview Protocol 

 
 
Main RQ: How can certain amenities and reviews scores influence the hosts pricing in the sharing 

accommodation economy of AirBnB?  

 
 
Purpose 
To gain a better understanding of the relationship between price and hosts of AirBnB, and which 
amenities and attributes, that affects the pricing.  
 
Target  
The targets are AirBnB host that have rented out their place or room before.  
 
Interview Framework 
It will be a process of open-ended questions with possibility for further discussion and outputs. It 
is based on 23 question using a tunnel technic starting with regular questions preceding going 
more into-depth.  
 
Interview Setup 
The interview is set of 30min. pr. respondents.  
 
Interviews 
There will provided a generic overview of the interview process with clarification of topic. 
 
Questions 
 
General 
 

1. Where are you from? 
2. Why did you use AirBnB? 
3. Are you a Superhost? 
4. Are you still a user or have been? 
5. What did you rent out? 
6. What do you think is AirBnB’s value proposition? 

 
AirBnB pricing 
 

7. Do you use the smart pricing tool? 
8. Do you think that AirBnB is being helpful with providing the smart pricing tool? 
9. How did you determine your price? 
10. What do you think of the prices that AirBnB provides for suggestions? 

 
Amenities 
 

11. Which amenities do you have? 
12. What type of amenities gives your apartment probability?  
13. What do you believe are the 3 most important amenities? 
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Setting a proper price 

14. Do you change prices and how often? (If not what price?) 
15. Do you have a different price for weekdays, seasons, holidays and weekends? 
 

Reviews 
16. Which reviews are most important for you? 
17. Which of the reviews are most important for you in setting a higher price and create a 

profitable outcome? 
18. How many reviews do you have?  

 
Fees 

19. Do you have a cleaning fee? What did you charge? 
20. Which kind of influence, do you think it has on the price you set? 
21. Do you charge for extra people? What did you charge? 
22. What kind of influence, do you think it has on the price you set? 
23. Do you offer breakfast? 
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Appendix 5 – Interview Questions 

 
Interview semi-structured 
 
 
Main RQ: How can certain amenities and reviews scores influence the hosts pricing in the sharing 

accommodation economy of AirBnB?  

 
 
 
Printed out list of amenities plus reviews 
 

1. Where are you from? 
 

2. Why did you use AirBnB? 
 

3. Are you a Superhost? 
 

4. Are you still a user or have been? 
 
 

5. What did you rent out? 
6. What do you think is AirBnB’s value proposition? 

 
7. Do you use the smart pricing tool? 

 
8. Do you think that AirBnB is being helpful with providing the smart pricing tool? 

 
9. How did you determine your price? 

 
10. What do you think of the prices that AirBnB provides for suggestions? 

 
11. Which amenities do you have? 

 
12. What type of amenities gives your apartment probability?  

 
13. What do you believe are the 3 most important amenities? 

 
14. Do you change prices and how often? (If not what price?) 

 
15. Do you have a different price for weekdays, seasons, holidays and weekends?  

 
16. Which reviews are most important for you? 

 
17. Which of the reviews are most important for you in setting a higher price and create a 

profitable outcome? 
 
 

18. How many reviews do you have?  
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19. Do you have a cleaning fee? What did you charge? 

 
 

20. Which kind of influence, do you think it has on the price you set? 
 

21. Do you charge for extra people? What did you charge? 
 
 

22. What kind of influence, do you think it has on the price you set? 
 
 

23. Do you offer breakfast? 
 
  

24. Why did you quit? 
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Appendix 6 – Interview Table 

 

    Question 
Number   First Cycle Second Cycle 

1  Copenhagen Copenhagen 

  Copenhagen  
    Copenhagen   

2  Making money Make more money * 

  On vacation Free Space 

  Knowledge Curiosity 

  Curiosity  

  Tax-Free  
        

3  Not familiar Negative 

  Do not know No Knowledge 

  Can't remember  
        

4  No Not anymore * 

  Moved Moving 

  Not allowed  

  Big problem  
        

5  Whole apartment Whole Apartment * 

  Two bedroom apartment  

  One bedroom apartment  
        

6  Providing the platform Easy to use 

  Easy to connect the host with the guest Familiar Brand 

  Gives an overview Closed the gap between host and 
guest 

  Open platform  

  Easy to compare to other hosts  

  Gap between hosts and guests  

  Nice website  

  System is nice  

  Common brand  

  Easy to set up  
        

7  I don't remember No * 

  Yes Yes 

        

8  Good tool Think it would be helpful 

  Useful Did not use 
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  Starting point Not profitable 

  Low price Suggested low price 

        

9  Similar patterns in other listings Looked around the neighborhood 

  Things I offer Average 

  Looked around the neighborhood  
        

10  Not very useful Starting Point 

  Very much under Low Suggestion 

  It wasn't profitable  

  Lot of work  
        

11  Linens Home Cinema, 

  Playstation Fresh Towels 

  Towels WiFi * 

  Shampoo Non-Smoking 

  Home cinema Kitchen 

  Kitchen No animals 

  WiFi Bed Linens 

  Television Television 

  Fridge  

  Shower  

  Non-smonking  

  Non-animals  

  Freezer  

  AirBed  

  Balconies  

        

12  Kitichen WiFi * 

  WiFi Elevator 

  Home Cinema Kitchen 

  Kitchen  

  Basics  

  Shower  
        

13  WiFi Kitchen 

  Fridge WiFi * 

  Not sharing AirBnB Hair Dryer 

  Fresh Towels Fresh Towels 

  Home Cinema Home Cinema, 

  Kitchen  

  Hair Dryer  

  Elevator  
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14  Two times a week Stactic Price 

  Using three prices Higher in the summer 

  Change of season Seasonality 

  Higher price for one night stay  
        

15  Stactic Discount 

  Same price for the whole week Weekend higher 

  Booked really fast Same Price 

  Discount for full week Dynamic 

  Weekend prices higher  
        

16  Value  Value 

  Location Communication 

  Communication  Location * 

  Cleanliness Cleanliness * 

  Expectations of value  
        

17  Location Review Location 

  Living close to metro  

  Increasing number of reviews leads to higher prices  
        

18  2 2 

  15 15 

  30 30 

        

19  Yes Yes 

  Too much trouble without cleaning fee  

  High Cleaning fee  
        

20  No cleaning fee higher price Yes 

  AirBnB is clever Extra Fee on the price * 

  Cleaning fee as an extra fee  

  Cleaning fee to buy equipment  

  Cleaning fee used to make up the time spent in clean  
        

21  Had three spaces to sleep on Yes * 

  Yes No 

  Fee to pick up airbed  

  After two people  

  Small fee  
        

22  Group of friends willing to pay 10% extra Extra Fee on the price * 

  Extra Free  
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23  No No * 

  Cereals and small stuff  
        

24  Moved in with girlfried Moved 

  Not allowed Was not allowed 

  Had a strit guest that moved during the stay Hassle 

  Wanted to move alone  

  To buy better furniture  

  Not really comfortabe with sharing personal space  
    Unknown people   

N=3 
 

  
* patterns found in at least 2 of the interviews  
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Appendix 7 – Transcription Thor 

 
Interview Thor Holmgaard 
 
Fie: So first questions is, where are you from? 
 
Thor: I am from Copenhagen, Denmark, born and raised 
 
Fie: Yes, and why did you use AirBnB? 
 
Thor: Mainly to earn some money, beside my previous job. I think yeah, yeah mainly to earn 
money, and also because at that time tax-free.  
 
Fie: Are you a Superhost, do you know what Superhost is? 
 
Thor: Yeah, I, well I am not currently renting out but I am pretty sure, I achieved that status. 
 
Fie: Okay, how did you achieve, was it just because of good ratings or? 
 
Thor: Oh I can’t remember the system right now, but yeah I had a good ratings, quick response 
time, and well yeah all the boxes were checked off to become a Superhost, if I remember correctly.  
 
Fie: And are you still a user or have been?  
 
Thor: A user or a host? 
 
Fie: Host 
 
Thor: Eh, no I shut that one down. When I moved from the apartment. 
 
Fie: Yeah when was that? 
 
Thor: Eh, at least, at leasttwo years ago. 
 
Fie: Ok, so 2017 ish. 
 
Thor: Yeah if not before that. 
 
Fie: Maybe 2016 ish 
 
Thor: Yeah, and then price at, I think I used the service for, I can figure out afterwards, but I 
think, it was around 2 years on going 
 
Fie: Ok used the service? 
 
Thor: Yeah  
 
Fie: That is quit some time as well 
 



	 157	

Thor: Yeah 
 
Fie: What did you rent out? Was it like a room, your whole apartment? 
 
Thor: The whole apartment, two bedroom apartment on Amager. 
 
Fie: Do you remember how many square meter it was? 
 
Thor: Yeah 54 
 
Fie: What do you think is AirBnB’s value proposition? Like what do you think their value is 
offering to you as a host? 
 
Thor: As a host, the value is its rather common brand, everybody knows it, so it is fairly easy to 
set up, and get starting.  
 
Fie: So like brand recognizing in some short of way? 
 
Thor: Yeah it is easy to set up, everybody knows AirBnB, so it’s, it’s a good way to get into that 
sort of a business. I don’t really know anything else besides AirBnB, so that’s like why I started 
there.  
 
Fie: Yeah doing that one. Where did you recognize AirBnB? Do you remember was it through 
friends or? 
 
Thor: Yeah it was, a friend of us Louise, she had good experience with it, and recommended it.  
 
Fie: Did you use the smart pricing, that they had. 
 
Thor: Yeah at some point I did, arg I cant remember cause, does it regulate itself? 
 
Fie: Yeah I think, it has, where you can put in and they suggest a price for you too yeah 
 
Thor: I did use it a bit, but after that I just had a fixed price, and because I remember that there 
was too many trying to get the apartment and then I just had a fixed price. 
 
Fie: Ah there were too many to try to… 
 
Thor: Yeah I got enough requests so I just had a fixed price 
 
Fie: Ahh okay you didn’t wanted to use too much time, because you knew there were coming 
offers anyway. 
 
Thor: Exactly, but in some periods I just lowered a bit, if I didn’t had enough, and in the 
summertime I just raise it so. 
 
Fie: Do you think AirBnB is being helpful providing the smart pricing tool? 
 
Thor: If they were helping, helpful? 
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Fie: Then you know what you should set your price as…or like giving, if there are helpful in 
suggesting a price you can use. So is it helpful they give you tools and stuff on the website or do 
you maybe like that you are just setting a price yourself. 
 
Thor: Well it is a helpful tool, if you don’t really wanna research prices in your area. Ehm, I did 
some research and figure out where the levels were, but yeah it is a good tool, if you don’t really 
wanna all the hustle and yeah. 
 
Fie: But what do you think, that what would you recommend like your own research or the smart 
pricing tool? Do you think that the price that they gave you was profitabile for you? 
 
Thor: In the long run it wasn’t that profitable. Because there is a lot of work to, set up all, and for 
my point of view, I normally had like a weekend at the time, so I think there were too much work 
involved.  
 
Fie: In terms of making money? 
 
Thor: Yeah, with that suggested low price. Ehm but then again, I think, it also depends on how 
you have set up your AirBnB, because I had to do it all by myself. If I had like a hosts to make sure 
everything was set up, and make sure to give out the key, maybe the suggested price, would be 
more I think to do. 
 
Fie: Yeah if you had some, like because you had to do everything yourself. How did you determine 
your price? 
  
Thor: Yeah I just looked around the neighbourhood what the prices were, and ehmm. 
 
Fie: So you did that more that the smart pricing tool? 
 
Thor: Yeah yeah, definitely 
 
Fie: Okay, and then we have some, it ‘s called….it’s because we are doing like a data collection for 
amenities. And amenities is if are you have WIFI, you have kitchen, like it is the facilities of your 
place, so all of these stuff. And I just wanted to check with you, which kind of amenities you have, 
like did you have kitchen WIFI and all these stuff. You had Kitchen, WIFI, television… 
 
Thor: Yeah the television was home theatre so, it was like an operated television if you will. Ehm 
with playstation as well. 
 
Fie: Yeah playstation and bathroom you had as well. 
 
Thor: Yeah 
 
Fie: Did you also have like towels and stuff? 
 
Thor: Yeah, freshed towels, one for each individual, who was staying there. 
 
Fie: Yeah 
 
Thor: And of course fresh…. 
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Fie: Fresh shampoo and stuff? 
 
Thor: Yeah shampoo and yeah bed linnels as well of course. 
 
Fie: Ehmmm, which types of these amenities of the amenities you have, you think gave your 
apartment the most profitability? Like what was the most important, you think was for the guests 
like or for you also to determine your… 
 
Thor: I think what sold the whole apartment was that everything was there, like a fully kitchen , a 
fully bathroom, you do not have to share anything. 
 
Fie: Did you have washer? You had dishwasher? Noo. 
 
Thor: No, there wasn’t any washer or dryer. And you have to clean up by hand in the kitchen.  
 
Fie: Yeah, ehmm what are…if you had to pick 3, which most important amenities, do you think is 
the most important? 
 
Thor: Ehm…. 
 
Fie: Like yeah WIFI or… 
 
Thor: WIFI is definitely needed because a lot of tourists don’t have roaming in like all over the 
world. So WIFI is number one.  
 
Fie: Definitely 
 
Thor: Yeah fresh towels for taking a bath is, I would say obligated to when you are renting out. 
Yeah now I rented out a whole apartment, but is that like something that you have been taking 
in….. 
 
Fie: Consideration? We have been doing some tests in comparing private rooms and whole 
apartment, and see what the difference in, what is valuable and what is not. And then we are 
combining them together in the tests.  
 
Thor: Yeah but, well WIFI, fresh towels, yeah the home cinema was also definitely a plus, 
definitely 
 
Fie: Do you change prices and how often? And if not what price? You said, you had a fixed price 
right? 
 
Thor: Yeah, it.. well, it wasn’t that fixed because I lowered it a bit in the period where there wasn’t 
that many requests, but… 
 
Fie: But you maybe did it in terms of season, maybe seasonality? 
 
Thor: Yeah yeah definitely, it was way higher in the summer of course, cause yeah there was just 
too many who wanted to live there.  
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Fie: Yeah, and how often did you change the price? Was it like 2 a year or 2 times a year or 
maybe? 
 
Thor: Maybe more 2 times a week maybe 
 
Fie: And then the next question is, do you have a different price for weekdays, holidays and 
weekends, seasons? 
 
Thor: Yeah I did, weekends was of course a higher price. I don’t remember if holidays were 
different, but yeah weekend was of course a bit higher, but then again I also had, I am not sure if 
that is gonna be a question, I had this if you rented for a whole week, the you got some, some… 
 
Fie: Discount or? 
 
Thor: Yeah exactly 
 
Fie: And then on your side as a host, you have like these different kinds of reviews, that you got 
from the guests, which reviews were the most important for you to have, or to have a higher 
rating on, because there are a view there was like value or something, and then there is one, there 
is location, where they give different kind of reviews, so if there was one you was really happy for 
getting high or it was maybe, if you recall? 
 
Thor: I cant remember by this point, ehm but something like how clean was the apartment, did it 
live up to the expectation, ehh and location.  
 
Fie: And which, okay this question is long, which of the reviews are most important for you in 
setting a higher price and create a profitable outcome? So like which of these reviews, if you have 
really high cleaning would his give you, would this set you a higher price maybe for the next 
guest, and it could give you more cash in the end, like if you.. because as higher your reviews get, 
the more guests will be interested in you, and then maybe you could set the price higher. 
 
Thor: Yeah I see. Yeah the more reviews I got, and most of them was of course, It think it was.. 
was, is the rating 5 out of 5?  
 
Fie: Yeah 
 
Thor: The more I got, and the higher in generally it also got, the higher the price I set as well. 
 
Fie: Okay so you actually had that as a comparison. 
 
Thor: Yeah in the beginning it was rather cheap for, for what the place was. But after I got settle 
in and got good reviews, the prices were matching. 
 
Fie: Exactly, so the more demand you got, the more you could allow yourself to put your price 
higher. 
 
Thor: Yeah, yeah, exactly 
 
Fie: How many reviews do you have? Or did you have? But I don’t know if you can remember, 
maybe it is hard to. 
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Thor: Lets see if I still have it. I think I disabled the place but maybe I can log in. All right I have 
it here, I got 30 reviews.  
 
Fie: So oh okay people giving you stars or commenting? 
 
Thor: Yeah, both I think 
 
Fie: Okay 
 
Thor: But maybe this is just reviews as a host 
 
Fie: Okay 
 
Thor: Yeah I can’t really see the apartment right at this moment, but I can see all the reviews I 
got. But I can’t see any stars or…pros and cons 
 
Fie: Yeah like details. But it is nice to know like 30, because we haven’t got like, we don’t actually 
know how, but it’s to know how high, like how many, how many you got to take that into 
consideration. And then the next one is do you have, or like did you have a cleaning fee? 
 
Thor: Yeah I think so. 
 
Fie: Do you remember, what is was? 
 
Thor: This is just a guess, I think maybe 75 DKK 
 
Fie: And what kind of influence do you think it has on the price? Do you put your price lower 
then, because you know that the cleaning fee is going to be on top of that or? 
 
Thor: I remember, I just had the price fixed and then the cleaning was just like a extra fee for the 
time sepnt on cleaning and of course buying equipment and you know. 
 
Fie: Yeah. Ehm did you charge for extra people? 
 
Thor: Yeah I did. When it was more than 2 I think, because it is a normal bedroom with two beds, 
but I had the option as using the couch as well, so yeah after two people there was a fee. 
 
Fie: Okay, ehm and what kind of influence do you think that had on the price? Was it also just an 
extra fee on top of? 
 
Thor: Yeah that was an extra fee, I think, it was 150 DKK. 
 
Fie: Okay, and that was just on top of the rest of it. 
 
Thor: Yeah  
 
Fie: Ehm and did you offer breakfast? Did you buy stuff for them in the fridge or anything? 
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Thor: Ehm I didn’t. It wasn’t something that , they were suppose to expect, but I had something 
stored, so they had like cerials and small stuff like that. 
 
Fie: Last question why did you quit? 
 
Thor: Ehm well, I moved in with my girlfriend, I previous lived in the apartment and I just stayed 
at other places, but at that point I moved in completely with my girlfriend, then I just thought it 
would be easier to just get one renter, what is it called? 
 
Fie: Yeah residents 
 
Thor: Yeah exactly   
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Appendix 8 – Transcription Søren 

 
 
Interview Søren Winther 
 
Fie: Okay so he first questions is, where are you from? 
 
Søren: I am from Denmark, Copenhagen Amager.  
 
Fie: And why did you use AirBnB? 
 
Søren: Hmmm, I mean I used it, when I bought my apartment and I was kind of curious to see 
how it worked because I have already been using it as guest, and I wanted to see how easy it was 
too actually be a host. And of course it would be nice to have more money as well. So that was the 
main reason I tried it out at first. 
 
Fie: Are you a Superhost?  
 
Søren: I am not familiar with the term Superhost, I do not think.  
 
Fie: Should we all the definitions, yeah. A superhost is where you have more than.. 
 
Catarina: 4,8 in reviews, but also it is assigned by AirBnB. 
 
Søren: Okay, I mean I used it, I used to be a host back in 2014, and I didn’t, not recently, I do 
know, if it is something they had back then, I don’t recall. Ehmmm…And I have like, ehmmm, I 
have lost my old AirBnB account, so I cannot go back and back trace my reviews and stuff. But I 
recall I got, I got pretty good reviews, like I never, I never got any unpleasant reviews, but I am, I 
am not sure I was a Superhost. 
 
Fie: But you won’t call yourself, like an Amateur host? 
 
Søren: No no, I definitely like put in some effort and like scouted the market before hand to see 
what was expected of me I’ll say.  
 
Fie: So more like a professional then an amateur maybe? 
 
Søren: Yeah I would say so. 
 
Fie: Ehmmm are you still a user? 
 
Søren: Ehmmm, no not as a host, but very much as a guest I would say.  
 
Fie: Okay, and you said you had also been hosting a lot 
 
Søren: Exactly, yeah. 
 
Fie: Ehmm, what did you rent out? 
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Søren: I rented out my whole flat, ehmm, started out with a, I bought my apartment doing the 
summer, and ehhmmm, then there was a lot of personal things and I was doing the renovations 
and stuff, but I was not really ready to move into it. Ehmm, so I felt like, yeah why not, I can see, 
if I can rent it out on AirBnB, and so I did, and I did for like at least 4 months I think. Eh, where I 
like, I had, I had visitors pretty recently, pretty often, I would say, ehmm, and that was…what 
was the question again? 
 
Fie: it was ehmm, what did you rent out? 
Søren: Ah yeah okay, so the whole apartment. 
 
Fie: The apartment, yeah. Ehmm, what do you think is AirBnB’s value proposition? Like where do 
you think that they give value to you as a host. 
 
Søren: As a host, ehhmm, like definitely providing the platform, like it makes it very easy to 
connect the host with the guest, and that is like, that’s the main thing and that’s, I think that’s the 
whole like idea about AirBnB and why it works so well. Ehmm, more than that I think it gives a 
ahhh, ehmmm what can you say, I think it gives a overview how other views, other host also use 
it, you can like, it is not a closed platform, it is very open, so you can see, what others are doing 
and you can compare yourself to them. 
 
Fie: Ahh okay, so you can actually see other prices and stuff. 
 
Søren: Exactly and then it is also something, I was very not concerned with but something I was 
very, ehmm, aware of and used to my advantage.  
 
Fie: So you can actually benchmark from others? 
 
Søren: Exactly, exactly, yeah. Ehmm, and like it is just like putting in your location and going in 
again, ehmmm, seeing I live out in Amager so I can see what kind of similar apartments are next 
to me, and I can say okay my apartment is properly not as good as his apartment, but it is better 
than her apartment, so my price should be somewhere in between. 
 
Fie: So you can actually determind using like other? 
 
Søren: Exactly yeah 
 
Fie: Interesting 
 
Fie: Ehmm, do you use the smart pricing tool or did you? 
 
Søren: Ehmm, I have been reading up on it, and I was not available back in 2014, but I used a lot 
of what can you say, my own calculations. Like doing what I just said. And I would take like a 
sample size of I can’t remember, if it was 10 or 15 different apartments out in my area, and I would 
compare it to the rest and I would like do an, do an average and see, this is pretty much what I can 
get, ehmm, and then I could like make my apartment a little better by having at least better 
pictures , because back in 2014 was not very professional pictures  I think, . 
 
Fie: Oh okay, so you actually optimized in that way? 
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Søren: Yeah, yeah definitely, and I think pictures is so important, like whenever I use it as a guest, 
I am also like scrolling through, and if it doesn’t catch my attention immediately, I scroll pass it. 
 
Fie: Yeah okay. Ehmm, do you think AirBnB is being helpful with providing the smart pricing 
tool? 
 
Søren: Ahh yeah, I think so, like I mean I have read about it, because I was going to listen to you 
of course, and if I had the option back in 2014, I would definitely have used it, because it would 
have ehmmm, it would have ehmm make me spent less time doing research.  
 
Fie: Your own research 
 
Søren: Yeah right  
 
Fie: Ehmm, how do you or how did you determind your price? But you mentioned… 
 
Søren: Yeah I mean, I looked into of course, like the average, my apartment is a two room 
apartment, one bedroom. Ehmm, so I looked into like having the same, ehmm, what do you say, 
the things I offer like I have a bathroom they can use, I have a ehmmm washing machine, eh 
dishwasher so on so on so on, WIFI of course. Ehmm, and I didn’t have like a tool saying okay 
ahhh because I have WIFI my apartment is 100 DKK worth more, but I would like estimate it and 
say okay I have that, and they don’t. So my price maybe go up 50 DKK and so on. So that was 
pretty much what I was doing at the point.  
 
Fie: Yeah in terms of. How many square meters, are your apartment? 
 
Søren: It is 60 I think 
 
Fie: 60? 
 
Søren: Yeah 60 
 
Fie: What do you think of, but now when you haven’t tried the pricing tool, we have a question, 
what do you think about the prices that AirBnB provides for suggestions? 
 
Søren: Oh yeah yeah, I think they had that. Ehmmm, I think for most part I was not very useful 
back in 2014, so that is like my, what I used. Ehmm, because it was very much under, what I could 
actually get for my apartment. 
 
Fie: Oh okay, so they actually had something similar to like a tool that could help? 
 
Søren: Right and I think like from AirBnB perspective and from my perspective was of course 
different, there perspective would be, they want my apartment rented out all the time  
 
Fie: Yeah 
 
Søren: And I want my apartment rented out whenever it is easy for me and whenever I can get the 
most out of it. So it is like conflicting things  
 
Fie: Exactly because of the perspectives yeah 
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Søren: Right. 
 
Fie: What was it called the tool, that, do you remember, the one that was back then? 
 
Søren: I think it was just like, I put in, like it is a two bedroom apartment, one bedroom 
apartment. 
 
Fie: You just put in your stuff, and then it pops up with 
 
Søren: Yeah and then it suggested like a price, and I could see it is already low considering the 
other apartment in my area. 
 
Fie: Okay 
 
Søren: So It was not working that well back then I think, so yeah 
 
Fie: Ehmm, okay and then we have some amenities. Here so it is. Is it another one? 
 
Catarina: But we can list some of them 
 
Fie: I have it on my computer 
 
Søren: Jus do it on the computer, that is fine 
 
Fie: But this is maybe inspiration for some of the stuff 
 
Søren: Yeah we can just start by this, and when the computer is up, then I’ll start talking about 
what actually matters. 
 
Fie: Yeah exactly  
 
Catarina: There is listed there amenities  
 
Catarina: But I can do it by heart. Like amenities such as kitchen, you allowing smoking, or have 
you have a smock detector, you have a dishwasher, you have a washing machine, you have a 
clothing dryer, heating, things like this are amenities, a teressa, a pool.  
 
Søren: Yeah, I can like a try and list what I have, and then list what I might want to have, or what 
I, what I  place value in that others have. So whenever I offered my apartment out, it was non-
smoking, and it was ehmm, no animals, that was also an option. I had a kitchen, I had like a full 
kitchen, I had a stove like ehm different kitchen remedies. Ehmm oven, ehmm freezer, ehmm 
fridge so on, ehmm of course bathroom with a shower, and I had like, I had, I had a bought this 
stupid large shampoo thing, like yeah you can have this. So that was like for the guests as well. 
And then of course, I had like, my bedroom, where I had two people that chould sleep there and if 
they said they wanted more, I could like role out a airbed out in my livingroom, which I would 
like go out to my parents collect the airbed and role it out and make it nice and everything, ehmm 
so I think I mean I said my apartment could hold 4 people up to that. Ehmm, then I have two 
balconess. And ehmm I have ehmm, what else is? 
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Fie: WIFI? 
 
Søren: I have WIFI of course, yeah. I have WIFI, I have a television, ehmm. 
 
Fie: Did you television have cable like cable TV or? 
 
Søren: Yeah you just turned on and like  
 
Fie: Full package. 
 
Søren: Yeah like 500. Ehmm I had… 
Fie: Did you offer like breakfast? 
 
Søren: No but I was considering it, but it was like too much work. Because whenever I rented out 
my apartment, I would say out in my parent house, which is pretty much near by there, so I could 
stay whenever I want. But I did not, what else? I was also considering like at that point I have 
seen now in Copenhagen it is like a thing, and also in other cities, like renting out bikes at the 
same time, so when you rent my apartment you can also rent two bikes. 
 
Fie: Ahh okay yeah 
 
Søren: And I think that is also a really big selling point in Copenhagen at least. So I was 
considering that, but I again it was like too much work, for what I wanted to make of it. Ehmm, so 
if there is any more amenities I’m sure to say if I have it or not, but I cannot remember 
everything. 
 
Catarina: If I can ask, did you have family friendly like ticked? 
 
Søren:  Yeah I did. 
 
Fie: what types of Amenities gives your apartment profitability?  Like which did you thought was 
the… 
 
Søren: Most valuable?  
 
Fie: Yeah 
 
Søren: I mean to me location is the most valuable. But out of amenities I would definitely say 
WIFI and how many people you can host like I said I could host 4 people, and I was willing to go 
get that stupid bed, and have it out in my living room and stuff. Ehmm and shower of course and a 
kitchen like ready, where you can actually buy food from supermarket and cook at home. And I 
would place them as the most central amenities.  
 
Fie: Okay because our next question is also what do you believe are the 3 most important 
amenities? 
 
Søren: Yeah that would be like a kitchen, a functioning bathroom with everything you need with 
hairdryer and stuff, ehmm and WIFI of course. 
 
Fie: Do you change prices and how often? 
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Søren: Yeah I did actually, ehmm I remember like during the period I was hosting, I was primarily 
using 3 prices, in the beginning I was just curious to see, okay will this work, because like as you 
said like, there was this tool in the beginning, which like you can sell your apartment for this 
much. And I was like yeah but I think I can sell it for more, so I tried out. And it like just booked, 
booked, booked, booked, came like this. Ehmm so I found out I could actually rent out for a higher 
price and this go like really fast, ehmm and then I like at some point the late summer I could see 
season was changing I would say, of course people do not have holiday more and stuff, the price 
will go down, so I went down to the first price I had.  
 
Fie: Okay 
 
Søren: So I was really aware that seasonal changes are very much a thing, like you should be 
aware of. And something I used as well. 
 
Fie: Yeah because our next question is also, do you have different prices for weekdays, seasons and 
weekends? 
 
Søren: I had the same price for the whole week, it was more like ehmm, I think I started hosting 
during, July I’ll say, and the first 3 weeks, I just had the same price and I could see, they were 
getting booked really fast. And I had not opened up the next weeks yet, so I was like, just to see 
what happens, and when I opened the next weeks, I did it like with a higher price and they just 
got sold out immediately as well. 
 
Fie: Okay so you actually tried one week and then you saw how it, that is also how you determind 
your price to see. 
 
Søren: Exactly  
 
Fie: Do some try outs in some sort of way 
 
Søren: Defintely 
 
Fie: Okay so then we go more to reviews, which reviews are most important for you? 
 
Catarina: We have the list here 
 
Søren: Okay 
 
Fie: Yes there is value, locations, communication, check-in, so different kinds of reviews they can 
give you. 
 
Søren: I think, it’s like a, it’s like a mix of value and communication I would say, that would be like 
the most important both as a like guest and host I think. Ehmm, because like if you rent a place 
and it doesn’t live up to your expectations it’s like the value you have, you think it is worth, then I 
think you will feel like you have a bad time. So I would say maybe value is the most important.  
 
Fie: And which of the reviews iare most important for you in setting a higher price and create a 
profitable outcome? 
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Søren: Yeah, I think the reason I could rent out my apartment for as much as I did, I think like it 
was a good price. I can also see the price has dipped like the last 4 years, which is interesting, 
ehmm is my location, like I live pretty, I live very much next to the metro station, and I live 10 
min from Amager beach, like during the summer and that then I remember like my selling point, 
my headline for my thing was like nice two bedroom apartment, 10 min from the beach, 5 min 
from the metro something like that. And I think that, yeah, was the most important thing. 
 
Fie: Yeah so location would be review that would be most important. 
 
Søren: Definitely 
 
Fie: How many reviews did you have? 
 
Søren: I think. I would say like 15 maybe. 
Fie: 15? 
 
Søren: Yeah between 10-15, more like 15 
 
Fie: Yeah. Do you have a cleaning fee? 
 
Søren: Yeah I did, I was very aware of that, because like a, what do you say, during, I think in 
Copenhagen ahh, at least from my, what do you say, from my knowledge and from being in this, 
there is a lot of shorter days, like people stay here for 3-4-5 days, and not like 2 weeks, so I wanted 
to, I think there is a lot of hassle, I don’t put a cleaning fee on, so like I had to spent like 2 hours 
scrubbing everything, changing everything, whenever I had like new guests. Ehmm, and I 
remember putting it relatively high, like 40 euros maybe, like 45 euros or something. Ehmm to 
like ehmm, to like make up for the time I spent cleaning it of course. 
 
Fie: Mhhh which kinds of influence do you think it has on the price you set? Like the cleaning fee? 
 
Søren: I think AirBnB is really clever in the way they ehmm, they present it, because when you, 
when you scroll down, like when you look at all the pictures and everything, they don’t really 
show it until you clicked on it I think.  
 
Fie: Ahh so then you are already… 
 
Søren: Yeah you are already kind of in love with this apartment. Okay I want this one, and then 
you see fuck cleaning fee 100 euro, okay but I want it anyway right. 
 
Fie: Yeah 
 
Søren: So I think they are a little dirty a little smart there, but it works.  
 
Fie: But did you experience like having a 40 euro cleaning fee that does, so people won’t …. 
 
Søren: No no, not at all, like no no, it was like ahhh, whenever I put it up it would be booked in 
like half a day or something, like for 3 weeks, so it was just like so fast.  
 
Fie: Do you charge for extra people? 
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Søren: Ehmm yeah I did like, I did a small fee, if I had to like get out the madras and ahhh, in the 
living room.  
 
Fie: What did you charge?  
 
Søren: It was not that much, it was less than the cleaning fee. 
 
Fie: And what kind of influence do you think it has on the price? Do you think people are fine with 
paying extra? 
 
Søren: yeah I think they are fine, like ehmm, I am pretty sure, like especially let’s say you are a 
group of friends and ehmm or either you stay like, you are there with your girlfriend or boyfriend, 
and then you pay one thing, and bring 2 more friends and you have to pay like 10% extra it is still 
so cheap if you split it right, so I would say it is ehmm, yeah it’s cheaper and it’s fine like. 
 
Fie: Yeah, it is okay for. And then the last questions, and them maybe you kind of answered that, 
but if you offer breakfast? 
 
Søren: Yeah I didn’t, I think it was too much hassle. And I live like a 20 meters, from like a bakery, 
so they could, I mean, I would always advise them, whenever I like greated them, like tell them 
okay the beach is down there, and shops here, grocery shops over here, you can go to the bakery, 
like have that whole speech ready right. 
 
Fie: Yeah exactly so they know 
 
Søren: Yeah and I also think, that was like a very central thing, and I remember like a lot of my 
reviews were like ehmm, what do you say, how you presented yourself, like when you like gave 
them the key and when you came in and collected it. 
 
Fie: Mmmh, so it was like, that was important, important thing for.. 
 
Søren: Yeah that and communication, I think communication is like so important, like in the 
hostel, so like having a clean home and good communication is the two main parts.  
 
 
Extra:  
 
There was like a central thing that I was aware of and something I, what do you say, yeah I put 
effort into like responding fast, and like being, like accommodations like being there, if they came 
early from the airport, I could be there, if they came late, I would still be there, but then I would 
maybe take a little fee if it was really late, but that was pretty much it. But I think like that 
flexibility, flexibility, as a host is also really important. 
 
Fie: That is interesting to see how. 
 
Catarina: It could be one of the factors, that people now a days go more for AirBnB, at least that is 
why I also go, cause I’m expecting some flexibility.  
 
Søren: Yeah right. 
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Catarina: And some trust and these kinds of things. 
 
Søren: Yeah, I also think, that is some one thing we didn’t come into, like the cancellation, ehmm I 
think at the time I was using it was like 3 levels of cancellation. You could be like cancel within 24 
hours and you only get half your money back. But you will still get some money. And then there is 
like cancel , ehmmm, after 24 hours, and you will get your full thing back, and I was like again in 
that one, where it was like very flexible and like yeah sure you cancel I still. And that might also 
like play into how good of a host you are, like what’s important. But I never had any cancellations, 
so that was nice. 
 
Fie: You had like a star home 
 
Søren: I don’t know, yeah. 
 
Catarina: You could have been a superhost 
 
Søren: Yeah I could have  
 
Fie: Do you remember how high you were on the score? 
 
Søren: No not at all, I just remember, I had one review, which were like mixed. And there was like, 
she was like, and she was a little annoying from the start, he texted me all the time, and she was 
like, the thing she was annoyed about was the beach was not as close to my home as I had said. 
And she said no it was 15min not 10 min and yeah, so she gave me like 2 star instead of 5 start or 
2,5 I cannot remember. But ehmm something like that. And ahh what else, there was one more 
funny anecdote, yeah I forgot about it. 
 
Catarina: Are you like willing to go back to AirBnB if you? 
 
Søren: Yeah that was it. Yeah why I stopped being a host. Ahh, I think I stopped being a host, 
ehmm, I think I stopped being a hosts because ehmm like whenever, when, the reason I started 
was me and my girlfriend was supposed to like move into the apartment together and then we 
broke up. And I was like ehhhh, not very nice. Ehmm and then I rented it out for those 4 months 
and then I at same point, I wanna move into it myself. I wanted to buy better furniture, I had some 
really, not shitty furniture, but ehmm, pretty plain and boring furniture I would say. Ehmm, and 
after a while I was thinking about renting it out again, because it was like really good money. 
Ehmm, but I chose not to, because I was not really comfortable with other people being in my 
stuff all the time I think, that was like the biggest thing, why, why I didn’t wanna go back.  
 
Fie: Yeah like the trust maybe between guests and hosts or? 
 
Søren: Yeah like hmm, more like, it is like…. 
 
Catarina: Personal space 
 
Søren: Personal space like people you don’t really know sleeping in our bed, people you don’t 
really know using your shower, people you don’t really know using your kitchen and so on. So 
that was like the biggest turn of it I would say, why I wouldn’t do it again.  
 
Fie: Yeah 
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Catarina: Would you consider like as an investment getting a home, and just putting it up for 
AirBnB, was that something that you would do? Because AirBnB is a platform that provides you 
that kind of income, that you’re already tested. 
 
Søren: Yeah, yeah, yeah definitely, I would say like from a moral perspective, if I were putting 
morals away, yeah sure, like if you could make a lot of money doing next to no work sure. But I 
think it is really kind of unmoral to the housing market in Copenhagen, which is already being… 
 
Catarina: Expensive 
 
Søren: Yeah right. So like, and AirBnB is no contributing, contributing to that, it’s is in being 
cheaper in Copenhagen, so I don’t think I would from a moral perspective.  
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Appendix 9 – Transcription Mikkel 

 
 
Interview Mikkel Sønderkær Mikkelsen 
 
Catarina: Where are you from? 
 
Mikkel: I’m from Denmark, Copenhagen 
 
Catarina: Is your apartment/listing in Copenhagen as well? 
 
Mikkel: It was 
 
Catarina: It was, in the past? Why did you use AirBnB? What got you to use it? 
 
Mikkel: Making money, that was yes, the main purpose. I was away on vacation and my place was free so I 
thought might as well do some money. But I think I choose AirBnB because I’ve heard about it, I didn’t 
think about Booking.com  or anything like that because I never really thought about it. 
 
Catarina: AirBnB presented itself and you thought it was a good thing 
 
Mikkel: I think because it was sort of like commonly known I thought about it. 
 
Catarina: Are you a superhost? Or, do you know what it is the superhost status? 
 
Mikkel: No, I don’t know what it is. 
 
Catarina: It is when AirBnB attributes you this superhost status, basically they put you higher in the search 
page and for that you need to have reviews scores over 4.8 overall also a high response rate and almost no 
cancellations. 
 
Mikkel. I did it in 2014, butt no, I only did it twice so I’m not that high ranked. 
 
Catarina: So were you an user or are you still an user of AirBnB as a host? 
 
Mikkel: I was an user yes, I’m not anymore a host. We actually moved from the old apartment, we got a 
letter saying it [renting an apartment] was not allowed, so yes, that was big problem. 
 
Catarina: What was the motive for renting out, was it only monetary reasons? Or was it only the 
availability for that time frame? 
 
Mikkel: I think it was money, yes. Of course it is also nice to not have just an empty space but in the end it 
was definitely the money because it was quite a hassle getting it cleaned and we were in Spain, me and 
some friends, so it was sort of a burden when we were travelling, so it was the money. 
 
Catarina: Organizing everything 
Mikkel: Yes 
 
Catarina: And what do you think AirBnB value proposition is? What does it bring to the table that others 
don’t? 
 
Mikkel: I think, like, they breach a gap between someone who has an empty space and wants to rent it and 
I think they do it in a very nice way it is a very nice website like the whole system is quite nice. 
 
Catarina: So you think the platform itself/interface is good 
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Mikkel: Yes, for sure 
 
Catarina: It is easy to use and self explanatory? 
 
Mikkel: Exactly, and also, like, how you trace the money back and forth and they have a really nice 
customer service too. One of the persons did a mistake and didn’t want to stay while I was in Spain so we 
had to talk together and such and it got sorted by AirBnB. 
 
Catarina: Nice! Do you use the smart pricing tool? 
 
Mikkel: I don’t remember if I.. 
 
Catarina: It could have appeared as a suggestion of price 
 
Mikkel: It might have been I think, but I also remember looking at other other student housing, so it was 
identical to other student housing just around the neighborhood. So I just looked at other similar patterns 
and I based the price on that. I think there was a suggested price as well but I went a little bit above just to 
see if it was possible. 
 
Catarina: Did you get bookings with a higher price? 
 
Mikkel: Yes 
 
Catarina: You’ve mentioned you rented out your apartment, what it the whole apartment, or just the 
bedroom? 
 
Mikkel: The apartment was one bedroom, so it was the whole apartment 
 
Catarina: So you mentioned you put your prices a bit higher than the suggestion, so besides putting higher 
than the suggestion did you had to still benchmark? 
 
Mikkel: I used a combination of what the other ones were using as well, the prices that I saw, but I 
think  [smart pricing] was very useful because it sort of gave a starting point. Because it was a little bit of 
work getting it out, I figure that ok, it might as well putting it a bit above and I could always go down. 
 
Catarina: And how did you make your price, how many apartments would you take in consideration? For 
you to do the benchmark? 
 
Mikkel: I think I saw three orders and I think some were very expensive than others were a bit lower than 
mine and so I put it sort of in the middle. 
 
Catarina: Did you have amenities? Amenities could be kitchen, essentials, such as having pots, salt, oil, 
providing linens, dryer, washing machine, smoke detectors, did you have amenities as such? 
 
Mikkel: I remember having the whole linens, bed sheets, towels.. 
 
Catarina: Wifi, television.. 
 
Mikkel: I had home cinema, which I also marketed a bit, that it was in a nice cozy area and view of the lake. 
So I put up a lot of buzz words. 
 
Catarina: Regarding the amenities still: which of them do you think gave you the most profit? 
 
Mikkel: Is the central location an amenitie? Would it count? 
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Catarina: No, it is more like things in the house 
 
Mikkel: I don’t know if there were specific things. I mean, the home cinema is like a  eye-catcher, I would 
imagine. But I don’t think that’s a reason to choose an AirBnB. Having sort of the basics covered, like WiFi 
and stuff like that, that’s of value. But nothing in particular. 
 
Catarina: As a host, which are the three most important amenities? Considering what you have or had 
 
Mikkel: WiFi, is like a life savior.  
 
Catarina. If I can list more amenities: heating, kitchen, having a first aid kit.. 
 
Mikkel: I think, fridge, is very nice. And having your own, not sharing AirBnB. Because some AirBnBs you 
only rent the room, but I don’t know if that is an amenitie. 
 
Catarina: No. Did you mark family-friendly option in your listing, do you think that is important? 
 
Mikkel: I marked that it had an elevator, so it is easy to get up and get in 
 
Catarina: Ok. Now about your prices again, did you have different prices for seasons, or weekdays versus 
weekends, did you have any differentiation? 
Mikkel: As I recall, I think I setup a higher if it was only for one night, more than two nights maybe. But 
nothing except for that. 
 
Catarina: And did you change the prices often, or did you leave them static? 
 
Mikkel: They were stactic, I didn’t change them at all. 
 
Catarina: Now in regards to the reviews: You have different types of reviews, location, communication, 
accuracy, cleanliness, value; from these what do you think are the most important for you to have a higher 
price or profitability 
 
Mikkel: What do I have you say? 
 
Catarina: In terms of value location, check-in, accuracy.. 
 
Mikkel: And what was the question? 
 
Fie: Which is the most important to get some profitability to sell your apartment, maybe higher rating in 
cleaning or, good check-ins or.. 
 
Mikkel: I think cleanliness and location, not sure what value is.. But should be nice as well 
 
Catarina: Value is, price versus reality. How many reviews did you have, do you remember? More and less? 
 
Mikkel: I think I had two reviews 
 
Catarina: And regarding cleaning fee, we are now looking into the extra fees that you set up in your 
apartment, did you have a cleaning fee? 
 
Mikkel: I did yes 
 
Catarina: How much did you charge? 
 
Mikkel: I think it was it was 150 
 
Catarina: Danish Kroner? 
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Mikkel: Danish Kroner 
 
Catarina: And did you think it had some sort of influence in your pricing? 
 
Mikkel: In my pricing? 
 
Catarina: In your pricing. Cleaning fee is an extra, right? Do you think it affected your price? 
 
Mikkel: I think if I didn’t have the cleaning fee I would probably raise it a bit 
 
Catarina: As for extra people, did you also charge something? Or firstly, did you have the possibility to 
have extra people in your apartment? 
 
Mikkel: I think I had three spaces to sleep on, so that was it 
 
Catarina: Perfect. Do you offer breakfast to your guests? Or did you? 
 
Mikkel: No 
 
Catarina: Why did you quit being on AirBnB?  
 
Mikkel: I think there are two reasons, first one was that it wasn’t allowed to rent and the second one was 
that i had a very, sort of, strict person who wanted to rent for the second time, who didn’t like how the 
state of the apartment was, so, she moved out while she was there and I was in Spain so I had to mediate 
and became too much of an hassle. 
 
Catarina: Would you consider, any time soon, to go back to AirBnB as a host? 
 
Mikkel: If I had an apartment I could use then yes, but I don’t, so, no 
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Appendix 10 – Variables Explained 

 
 

Variable Explanation 

Review Scores From 1 to 100: the overall rating of the listings 

Review Scores: Value From 1 to 5: How the guest perceives the value of the listing: cost versus reality 

Review Scores: Location From 1 to 5: How the guest perceives the reality of the location versus the described 
location in the listing 

Review Scores: 
Communication From 1 to 5: How the guests perceives the communication from the host side 

Review Scores: Check-
in From 1 to 5: How the check-in was perceived 

Review Scores: 
Accuracy From 1 to 5: the accuracy of the listing versus reality 

Review Scores: 
Cleanliness From 1 to 5: how the cleaning is perceived 

Extra-People Fee How much in $ costs for an extra person 

Cleaning Fee How much in $ costs for cleaning 

Price The average daily rate for the listing 
room_type If the listing is for a private room, shared room or entire house 

Breakfast If the listing has breakfast included 

Cooking Basics If the kitchen is equipped with the Cooking Basics 

Essentials If the kitchen has the essentials 

Kitchen If the listing has a kitchen 
Carbon Monoxide 
Detector If the listing is equipped with Carbon Monoxide Detector 

Hair Dryer If the listing has an Hair Dryer 

Elevator If the listing has an Elevator 

Smoke detector If the listing is equipped with Smoke Detector 
TV If the listing is equipped with TV 

Washer  If the listing is equipped with Washer 

WiFi If the listing is equipped with WiFi 
Family/kid friendly If the listing is suitable for a family/kids 

Laptop Friendly If the listing is suitable for people who want to work  

Source: Author  
 

 
 
 
 
 
 
 
 
 



Appendix 11 – Correlation Tables  
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Appendix 12 – Plots  
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Private rooms 
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Entire home 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 
 
 
 
 
 
  


