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experience”, for instance, could be
used to affirm the poster’s social
status, and some participants
would only consider sharing food
experiences that projected an
image of “an upscale lifestyle”.
Others, however, were keen to
be perceived as “food experts”
and enjoyed receiving requests for
restaurant recommendations and
other food-related information.
Expressing emotion was identified
as another motivation for posting
food-related experiences. The
participants tended to describe
food as a “happy part of a trip”
and posting their experiences
on social-networking sites gave
them a “sense of self-gratification,
happiness and joy”. However, they
also had more altruistic motives,
and were motivated to make their
friends happy through sharing
content that they would appreciate.
One participant explained that her
friends were “really curious” about
the amount of sweet food sold in
the US, so while on a trip there she
shared pictures to make her friends
happy.
The participants were also
motivated to post their experiences
as a way of “archiving” their
memories. Many of them
considered social media sites to be
a secure way of storing their travel
data, and editing and sharing the
content gave them opportunities
to reflect on their experiences. The
desire to share information with
others was regarded as another
altruistic motive, because sharing
recommendations and providing
“unique insights” into the local
cuisine is valuable in helping
friends and others to decide
whether to visit a destination.

Understanding
Destinations
The study revealed that travellers’
food experiences help them to
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understand the destination by
two means: “cultural dissimilarity
and emotional connection”.
Some participants discussed how
they enjoyed exploring the local
markets and stores to discover the
kind of food the locals ate, and
then sharing these experiences on
social media. Observing the locals’
food experiences helped them to
“understand and appreciate the
unique values of a destination”.
One participant described how
during a trip to Spain, he was so
surprised to discover that the locals
enjoyed spending two or three
hours eating a meal, rather than
rushing to eat as fast as possible,
that he wanted to “share this
culturally shocking story” with his
friends.
Apart from the contrast with their
own culture, the participants
commented on the emotional
connection that they felt with the
destination through experiencing
the local food. As the researchers
note, “distinct foods and flavours
tell the story of a destination and
its history, culture and people”, so
immersing themselves in the local
food helps travellers to understand
the place better, while “local exotic
flavours add a thrill and a sense of
adventure”.

Creating a Destination
Marketing Tool
Travellers post their food-related
experiences on social-networking
sites for numerous reasons, yet
such user-generated content can
also promote the destination and
“influence the decision making
of others”, argue the researchers.
Hence, there is a “natural alliance”
between destination marketers and
tourists: information posted online
helps to market the destination
while also educating the public
about the “local culture, heritage
and social norms”. This seems

to be a win-win situation for
both travellers and destination
marketers, who should be able
to take the findings of the study
to “strategically harness” the
willingness and energy of travellers
to promote the destination and
attract more visitors.

POINTS TO NOTE
• Many travellers use social
networking to share food-related
experiences within their personal
networks
• Motivations for sharing may be
either psychological or functional
• Sharing may be considered as
benefitting either the self or others
• Destination marketers should
harness user-generated, food-related
content to promote their destinations
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Airbnb – Friend or Threat?
Home rental sites such as Airbnb
do not yet represent a threat to
Singapore’s budget hotel operators,
although the market is under
considerable pressure from new
entrants, according to a study by
the SHTM’s Professor Brian King
and D.HTM student Edward Koh.
Their findings, however, suggest
that the threat posed by the rapidly
growing home rental market could
intensify unless the government
introduces regulations to “level the
playing field” in the near future.

Exponential Growth of
the Sharing Economy
Technology has generated “huge
disruptions” to the way people
enact transactions by providing
consumers with access to the
sharing economy, the researchers
observe. In the tourism sector, one
of the greatest innovations has
been the rise of the home rental
market, led by companies such as
Airbnb and HomeAway. These sites
allow homeowners to “optimise
their assets” and offer consumers
diversified accommodation options,
thus facilitating entrepreneurship,
supplementing incomes and
widening consumer choice.
Nevertheless, while the sharing
economy seems to provide clear
benefits for both buyers and sellers,
there is concern over how these
developments threaten industry
incumbents, particularly those in
direct competition at the budget
end of the market. The researchers
note that Airbnb entered the market
in 2008 and has since undergone
“exponential growth”: between
2010 and 2015, the number of
rooms booked increased by 105
times and revenues by 115 times.
Staying in local residences offers
tourists more localised experiences

at prices that compete with one
and two star budget hotels, which
may need to “differentiate with a
view to ensuring their survival”.

Airbnb price for an entire home,
S$229, was also higher than the
equivalent mid-tier hotel price of
S$174.

Though some European cities
have introduced legislation to
regulate the growth of the sharing
economy, the researchers note that
the market is largely unregulated.
In Singapore, the government
recently enacted a law that makes
it “illegal for private homeowner
to rent out entire apartments and
rooms for less than six months”
without approval from the Urban
Development Authority, but
is currently considering a new
category of private homes that will
be permitted to offer short-term
rentals.

The researchers conducted
interviews with managers or
representatives of four mid-tier
hotels, three economy hotels
and three hostels, and with a
representative from Airbnb’s Asia
headquarters in Singapore. The
interviews focused on participant
views about competition in general,
competition in relation to the
perceived competition from Airbnb
and the regulation of Singapore’s
home rental market.

The researchers argue that there is
an “urgent need for a competitive
mapping of the space occupied
by the various hotel categories
and Airbnb”. With that in mind,
they conducted a qualitative
study to evaluate whether Airbnb
merely offers accommodation that
complements existing provision,
or whether it represents disruptive
competition that may pose a threat
to the traditional market.

Hoteliers’ Perspective
First, the researchers searched
Airbnb’s website to identify the
available accommodation options
in Singapore and compared prices
with those offered by traditional
hotels and hostels. The average
price of S$90 for a private room
was roughly equivalent to the
price of an economy hotel with
an average rate of S$105. Shared
rooms on Airbnb averaged S$55,
slightly above the average room
rate for hostel beds, which started
at around S$20. The average

Increased Competition
All of the hotel and hostel
representatives felt that competition
had increased in recent years,
and all but one attributed this to
the “entry of new mid-tier and
economy hotels”. The increased
capacity has not only resulted in
lower occupancy rates for mid-tier
and economy hotels and hostels,
but has also created a price war
that had seen prices drop by as
much as 50%. As one hotelier
noted, “owning and operating
standalone hotels is making
increasingly less commercial
sense”, while others said that they
were finding it increasingly difficult
to recruit personnel because of the
increased demand from new hotel
entrants.
Nevertheless, a majority of the
mid-tier and economy interviewees
did not perceive Airbnb as posing
a direct threat to their business,
and were unconcerned about
a “prospective glut” of rooms.
Although two of the hostel
operators listed their rooms on the
site, they said that the associated
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revenues were insignificant, leading
the researchers to conclude that
“Airbnb consumers are generally
uninterested in hostel options”
and that hostel users are “not
active Airbnb users”. Rather than
representing a threat to existing
operators, it seems that Airbnb
has generated new markets
by attracting budget conscious
families. This, the researchers
note, has “expanded the tourism
economy for the benefit of all
industry players”.

Regulating the Home
Rental Market
All of the interviewees agreed
that regulations are needed to
guide the home rental market. In
particular, they suggested that third
party management companies
should be allowed to “transact
on behalf of home owners and
tenants”, which would allow them
to be held accountable by the local
authorities and ensure compliance
in terms of “tax payment and other
regulations”. Airbnb rentals should
also be made to comply with
standard safety regulations, such
as maintaining guest registers and
installing CCTV cameras, because
poor safety standards could
compromise Singapore’s reputation
as a safe city. Another problem
area that was highlighted by the
interviewees is the employment
of foreign domestic workers as
chambermaids, which is “in clear
contravention” of employment laws.
According to the interviewees, the
current lack of regulation in the
home rental market means that
traditional operators and Airbnb
hosts are not competing on a
“level playing field”. For instance,
serviced apartment operators are
only allowed to accept guests
for a minimum of a week, while
hostel operators must have at
least six beds per room, making it
impossible for them to offer single
and twin-bedded rooms.
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While the interviewees were
unanimous in their view that some
regulation of the home rental
market is essential, they supported
the Singapore government’s “belief
in fair competition and advocacy
of extended consumer options”.
Hence, they did not want to see
overly cumbersome regulation
that would prevent market
entry. If the market continues to
be unregulated, however, the
interviewees expressed concern
that conversions of private housing
into home rental accommodation
may proliferate and that such rapid
expansion could certainly represent
a future threat.

Airbnb’s Perspective
The Airbnb interviewee did not see
the company as a direct competitor
to traditional hotels, but rather as
“filling a demand gap, namely the
budget conscious family segment”.
The interviewee emphasised that
the company is quite different from
a hotel chain, and merely offers a
platform to facilitate transactions,
with revenues flowing directly to
homeowners. In response to calls
by hoteliers to regulate the home
rental market, the representative
said that the company is “keen
and ready to operate within a fair
regulatory framework” and would
adhere to any new legislation.

Regulation Will Benefit
Industry
The findings of the study should be
of some reassurance to economy
and budget hotel operators who
are concerned about the rapid rise
of the sharing economy. Despite
impressive growth, home rental
accommodation sites do not
seem to represent a direct threat
to existing operators. The main
concern is the lack of market
regulation, with new hotels and
hostels posing the main competitive

threat. The researchers argue that
governments should introduce
legislation to level the playing field
so that Airbnb and similar sites
can operate as collaborators rather
than competitors in future and the
market can expand for the benefit
of all.

POINTS TO NOTE
• The sharing economy has
dramatically changed the tourist
accommodation market
• Airbnb, the leader in the field, is not
yet a direct threat to budget hotels
• Home rentals complement and
expand the traditional hotel tourism
market
• Regulations are urgently needed to
protect all players in the market
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In Control with Mobile Booking Apps?
Whether consumers believe they
have control over events in their
lives determines their likelihood of
reusing hotel booking apps, find
the SHTM’s Professor Rob and coauthors in a recently published
study. This belief is known as “locus
of control” (LoC), the researchers
explain, and consumers with an
internal LoC are more likely to
use hotel booking apps because
they feel more positive about
their ability to use technology and
overcome any difficulties they may
encounter. In contrast, consumers
with an external LoC are likely to
only use travel apps with userfriendly interfaces that also offer
plenty of support when difficulties
arise. Practitioners aiming to
introduce or improve mobile
booking apps will benefit from
the useful recommendations the
researchers offer for addressing the
concerns of different user types.

Adopting Mobile
Technology
Smartphones are increasingly
popular, with more people now
owning them than personal
computers. The researchers note
that this increase in smartphone
use has prompted many hoteliers
and online travel agents to
develop mobile apps to facilitate
easier reservations. By 2015,
almost half of all travel bookings
in China were made through
mobile apps, as they are highly
convenient and offer consumers
a “pleasant booking experience”.
China’s huge outbound tourism
market offers great promise for the
further development of tourismrelated apps, and “global tourism
practitioners are adjusting their
strategies” to secure their share of
this market.

Despite this market potential,
however, the researchers note
that little is known about “what
drives consumers’ intention to
continue using mobile apps for
making hotel reservations”. They
suggest that LoC may be useful
in understanding individual
differences in the intention to
reuse mobile apps. The concept
consists of three dimensions, the
researchers explain: internal control
refers to belief that the outcomes
of events are “determined by
effort, ability and skill”, control by
powerful others refers to the belief
that outcomes rely on “external
agents that can make things
happen”, and chance control is the
belief that outcomes are the result
of “luck, fate and chance”.
While LoC is known to affect
technology adoption, the cognitive
mechanism by which it does
so requires exploration. The
researchers thus suggest that four
cognitive factors are involved in
the adoption of new technology.
The first factor, “performance
expectancy” refers to the user’s
perception of how mobile booking
apps can improve the experience
of making hotel reservations. The
second, “effort expectancy” refers
to the perception of how difficult it
will be to use the app. The third,
“social influence” is the extent to
which the user is influenced by the
opinions and behaviour of others.
The fourth factor, “facilitating
conditions”, refers to whether users
feel they “possess the necessary
resources and support” to use the
app to make a booking.

Chinese App Users
Surveyed
The researchers designed an online
survey with the aim of determining

the extent to which the four factors
and LoC actually do influence the
use of mobile apps for making
hotel bookings, clarify “the cognitive
mechanism that connects LoC and
intention to reuse” and determine
the perceived risk of using mobile
booking apps. Targeting Chinese
participants over the age of 18 who
had previously used a mobile app
to make a hotel reservation, the
survey measured app performance
expectancy, social influence, reuse
intention, perceived risk, app effort
expectancy, facilitating conditions
and LoC.
Usable responses were collected
from 466 participants over a 4-day
period. The participants were
evenly split between males and
females, and they were generally
quite young, with almost half aged
18-29 and a further 40% aged
30-39.

Cognitive Factors
As the researchers point out,
“user experience is central to the
success of technology products
and services”. Clearly, mobile apps
for making hotel reservations must
be pleasant and easy to use for
consumers to use them regularly.
Accordingly, the findings indicated
that performance expectancy and,
to a lesser extent, effort expectancy
influenced the intention to reuse.
In other words, participants who
found mobile apps to be useful
and superior to other booking
methods and found them easy to
use were most likely to use them in
future. Facilitating conditions were
also a significant factor, and the
researchers note that users “tend to
be highly demanding of supporting
services”, particularly in the early
stages of technology adoption.
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