
 

Journal of Computing and Electronic Information Management 
 

ISSN: 2413-1660 

 

106 

 

Interests appeal, emotional experience and the willingness to 

share the economy - An empirical study based on Airbnb 

 
LE SY NGUYEN 

CQUPT School of Economics and Management, Chongqing University of Posts and 

Telecommunications, Chongqing 400065, China 

 

Abstract: The development of information and communication technologies has 

promoted the rise of new business models and changed traditional consumption habits. 

As an important factor in the business model, suppliers have not received proper 

attention, and people do not know enough about the factors affecting the sharing 

economy. This article investigates the willingness to supply the Airbnb platform and 

understands the factors that influence sharing behavior from the perspective of the 

Airbnb landlord. This paper develops a questionnaire and uses the multiple regression 

model and factor analysis method to evaluate the impact of the sharing economy on 

the supplier's interest appeal and emotional experience. Finally, this paper discusses 

the theoretical contributions and prospects of the research results. 
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1. Introduction 

Since 2005, researchers have focused on shifting from different shared platforms to the 

entire shared economy. The sharing economy relies on the resources and relationships 

between many networks and participants, including government regulators, emerging 

companies, and end users who directly interact with the supply chain [1]. The current 

research shows that the sharing economy is a phenomenon of producing goods, the 

unutilized service, which prioritizes the accessibility of ownership, based on the use of 

information technology, based on the use of information technology to provide people 

with resource optimization information, through The transfer of excess resources into 

goods and services [1], its strengths and weaknesses [2, 3] and the recommendations of 

traditional enterprise organizations to prepare for the growing threat of the sharing 

economy [4]. Lougher and Kalmanowicz also believe that the sharing economy is the 

ideal existence to meet the needs of emotions and interests [5].But does not involve its 

impact on participants.   
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Platforms, suppliers, and consumers are important research objects for sharing 

economic business models, but past researchers often spend a lot of time researching 

the following: First, the sharing economy is an innovative business model that 

generates services and retail. The revolutionary influence [6] reflects the 

interdependence and value creation relationship in the participant exchange network 
[7]. Due to the unique business model, the sharing economy is affecting different 

industries such as entertainment, media and communications [8]. To a large extent, the 

sharing economy is related to the B2C market. Sharing assets and skills is the basic 

form of this business model. Second, the sharing economy includes a protective term 

for contemporary peer-to-peer technology that supports the sharing of goods and 

services through online platforms [9]. In most cases, these shared platforms are 

Internet-based and use mobile applications to improve resource allocation, and online 

platforms and mobile applications are known as important drivers of contemporary 

shared economic activity [9]. Third, whether suppliers, consumers and business 

strategies can be connected to each other is an important factor in determining the 

success of the sharing economy. Establishing partnerships with shared goals for shared 

economic actors is a key determinant [8]. Based on the above analysis, the existing 

research mainly focuses on the business model of sharing economy and pays less 

attention to the participants of the sharing economy. Although suppliers are an 

important factor in sharing the economic supply chain, they are rarely noticed. This 

paper contributes to existing research by analyzing the willingness of Airbnb 

accommodation providers to share. The problems studied in this paper include two 

aspects: First, how does the interest appeal and emotional experience affect the 

supplier's willingness to share? Second, which is the dominant factor in interest appeal 

and emotional experience? 

This paper uses self-determination theory to construct a conceptual model and 

investigates the impact of internal motivation (emotional experience) and external 

motivation (interest appeal) on the shared economy. Questionnaires, multiple 

regression, and confirmatory factor analysis were used to collect and identify data from 

the study model. This article will focus on the factors that have a greater impact on the 

sharing behavior of suppliers, thereby narrowing the research gap and clarifying the 

factors that affect the willingness of suppliers to share the economy. The findings of 

this paper may deepen people's understanding of this emerging economic 

phenomenon. 

 
2. Related literature 

2.1 Drivers of the sharing economy 

(1) Technical perspective: Information technology, especially the booming of the 
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Internet, has changed the market. Companies must adapt to the trend, catering to new 

consumer habits, as well as customer communication, perception and consumption. 

This change in customer behavior With known as the "digital age" [10]. With the advent 

of the digital market, the sharing economy has been enhanced by different technology 

drivers. Sharing behavior has become the norm in social networks. Online users who 

share their habits are widely contacted And the mutual mutual trust. In the Internet 2.0 

era, users can produce and consume online. It is different from the previous Internet 

era. The former Internet was just a platform for disseminating information. The new 

digital age enables users to connect and interact in social Networks. The emergence of 

new technologies has made sharing possible, making the search and sharing process 

more convenient and efficient. Such as online payment, GPS navigatio n systems and 

mobile devices have promoted the development of the sharing economy [11]. 

(2) Economic perspective: The sharing economy is good for both suppliers and users. 

Under most municipal zoning regulations, sharing economic services is conducive to 

economic and social development [12]. First, providers can get new sources of revenue 

from current resources. Individuals can leverage the infrastructure of large platforms 

to market their products or services [11]. Second, this improved shared economy helps 

deliver higher quality goods and services at competitive prices. With the support of 

advanced technologies such as supporting systems, smart devices and navigation tools, 

the shared economic transaction process is now more efficient and convenient. In this 

structure, operators and platform owners primarily play the role of facilitator or 

controller, establishing trust between buyers and sellers and ensuring transaction 

security [4]. 

(3) Social perspective: There are different reasons to explain the rapid development of 

the sharing economy. Obviously, sharing is the main motivation of human beings [13]. 

People voluntarily share resources into society [14], or as an external or intrinsic 

motivation to participate in society and contribute to the public interest [15]. In this new 

society, the product life cycle has become shorter and the amount of waste is 

increasing [4]. The sharing economy encourages sharing and cooperation and reduces 

consumables [11]. The sharing economy contributes to the development of social 

connections [16]. Offline and online activities are interdependent when using certain 

sharing methods in the new shared economy. Managing offline activities through an 

online platform creates a public platform for the general public with shared will and 

sharing needs [11]. 

 

2.2 Shared economic operation mode 

(1) Product Service System: The Product Service System (PSS) emphasizes the 

importance of reusing products and changes the way they meet user needs. There are 
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two ways to manage PSS, including "USE" PSS (company-owned or personally shared 

products) and "extended" PSS (for PSS that extends the product lifecycle). PSS 

provides services that must be durable consumer goods that can be used for extended 

periods of time. These products are expected to have a reasonable purchase value, so 

leasing is more cost-effective for users than buying new products. Finally, there are 

enough products in the service area to ensure service density [17]. In general, PSS 

needs to provide effective service or durable products at an attractive price and serve 

a large customer base. The matching between the service provider and the service user 

in the sharing is done through the software platform and Internet access, and the 

Internet platform also has the effect of ensuring transaction efficiency [18]. 

(2) Redistribution of the market: The sharing economy creates an open market that 

transforms goods from idle to productive. Researchers observed this by studying 

peer-to-peer networks for publishing and sharing various objects [11]. The operation of 

the transaction is based on three key principles, including “reciprocity, fairness” and 

“censorship.” Reciprocity refers to the fact that users share second-hand products with 

another user in a shared economy. Reciprocity is not limited to a single transaction,but 

Can be met by any user on the network [19]. The fairness principle helps manage the 

redistribution of transactions in the market by balancing the interests between the 

seller and the buyer. This means that buyers will not accept over-quoted transactions, 

even if they may So losing their convenience will not allow sellers to get better deals. 

Sellers also understand this fact and adjust their quotations to ensure the sales of their 

products. The censorship system encourages users to build a good reputation to 

improve future transactions. This same principle applies to other shared systems, such 

as product service systems and collaborative approaches, to build trust between 

strangers. 

(3) Cooperation mode: The sharing economic platform can meet different customer 

needs, and there is no obvious division between the production subject and the 

consumer subject [20]. Each participant combines their strengths with the strengths of 

other participants to create better results for everyone. There are many reasons to 

explain the development of a cooperative approach in the shared economy. The 

collaborative system works like a virtual community in real life. Social networking 

means sharing and being able to collect people's habits online. The collaboration 

system provides a platform for users to live offline in their daily lives. Through these 

collaborative systems, strengths and private materials are interconnected to create 

new benefits for all parties involved. 

 
3. Assume development and research models 

To compensate for the research gap, this paper proposes a research model concept 
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(Figure 1) that allows us to analyze the impact of external motivation (economic appeal) 

and internal motivation (emotional experience). We further evaluated six types of 

motivations: external regulation, intake regulation, identity regulation, understanding 

of stimuli, achievement, and stimulation. In our research, we focus on the Airbnb 

platform. This is a well-known hotel and homestay platform that is a pioneer in the 

sharing economy. We look at the potential impacts of Airbnb from the perspective of 

the accommodation provider. Sharing accommodation or rooms with strangers on 

Airbnb, which factor is the dominant factor in determining sharing behavior? 

 

Interests appeal

（External motivation）

External Regulation

Identified Regulation

Introjected Regulation

Supplier sharing willingness

Shared attitude

Shared behavioral 

intention

Emotional experience 

（Internal motivation）

IM-Knowledge

IM-Stimulation

IM-Achievement

 

Figure 1: Conceptual model 

 

As discussed, the factors of stimulating, achieving success, experiencing stimuli, 

external regulation, intake regulation, and identity regulation have facilitated online 

collaboration of peer-to-peer activities. It's a lot like social commerce and online 

sharing. Simply put, these shares can be paired with collaboration through factors such 

as enjoyment, economic incentives, and reputation. Therefore, we propose six possible 

and distinguishable categories. These are discussed in more detail below. 

Self-determination theory (SDT; Deci & Ryan, 1985) argues that motivation is divided 

into intrinsic motivation and extrinsic motivation [21]. The former comes from the 

intrinsic value or enjoyment associated with a particular activity, while the extrinsic 

motivation is related to external pressures such as reputation and monetary gain. 

According to Lindenberg, there are two intrinsic motivations: the pleasure gained from 

the activity itself and the value gained from the appropriate action - that is, in line with 

the norm. Related studies also classify these motivations as being related to others. For 

example, efforts to enjoy activities or gain economic benefits through activities are not 

directly affected by the opinions of others. On the other hand, reputation and 

compliance are directly dependent on other people's reflections on the activity. We use 

these motivational dimensions as follows: IM-Knowledge, IM-Achievement, 

IM-Stimulation, external regulation, Introjected Regulation, and Identified Regulation. 

The variables and assumptions are discussed in more detail in the following 

subsections. 
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3.1 The interest willingness to share the sharing of economic suppliers 

External adjustment means that the supplier has obtained economic benefits from 

sharing behavior. As discussed earlier, the sharing economy typically shares goods and 

services and is generally considered not only ecologically sound but also economically 

beneficial. Therefore, participation in sharing can also be a rational utility maximization 

behavior, in which suppliers use the shared economic platform to share their extra 

things to others and thus obtain economic benefits. In addition, there are indications 

that economic incentives have a positive and negative impact on sharing behavior [22]. 

Hars and Ou studied the intrinsic and extrinsic motivations of open source development 

and found that strong external motivations are potential future returns [23], such as 

economic benefits. In addition, in a peer-to-peer network environment, sharing can 

save economic resources [24]. Therefore, we assume that external adjustments from 

external economies and external rewards have a positive impact on suppliers' attitudes 

and their intention to participate in the shared economy. 

H1a (External Motivation: External Regulation): External adjustment of suppliers' 

participation in the sharing economy has a positive impact on shared attitudes. 

H1b (External Motivation: External Regulation): External adjustment of suppliers' 

participation in the sharing economy has a positive impact on shared behavioral 

intentions. 

Suppliers have the opportunity to showcase their personality and value through shared 

room providers. People do not passively respond to other environmental factors in a 

certain social environment. They always try to influence the surrounding environment 

in order to establish their own good image, achieve their goals, and obtain a sense of 

satisfaction and belonging [25]. 

Based on the above theory, this study proposes the following hypothesis: 

H2a (External Motivation: Introjected Regulation): Suppliers' participation in the 

sharing economy's intake regulation has a positive impact on shared attitudes. 

H2b (External Motivation: Introjected Regulation): Suppliers' participation in the 

sharing economy's intake regulation has a positive impact on shared behavioral 

intentions. 

Identity regulation is a positive form of social control that guides people to better 

develop themselves and achieve their specific goals. People should not be able to see 

the role of the self in society. In the natural laws of historical development, the 

individuality can often achieve The effect of a stone that stirs up waves. The self-image 

that an individual derives from his perception of autonomous behavior, and the 

emotional and value experience he possesses. 

Therefore, this study highlights the following assumptions: 

H3a (External Motivation: Identified Regulation): Supply regulation to participate in 
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the sharing economy has a positive impact on supply sharing attitudes. 

H3b (External Motivation: Identified Regulation): Supply regulation of participation in 

the shared economy has a positive impact on the behavioral intention of supply 

sharing. 

 

3.2 Emotional appeals share the willingness of sharing economic suppliers 

Understanding stimulating is a tendency to pursue challenges and dare to explore and 

learn [26]. By sharing the house, the supplier meets different people to understand 

different cultures. It is purely to satisfy individual hobbies and challenges, rather than 

the additional benefits, such as material incentives [21]. Therefore, understanding the 

stimulus type is a positive attitude towards a certain behavior and can influence 

consumers' willingness to accept a new technology. So it can be said that the stronger 

the stimulus, the stronger the user's attitude towards a certain behavior. 

Therefore, this study proposes the following hypothesis: 

H4a (Internal Motivation: IM-Knowledge): The perception that suppliers participate in 

the shared economy has a positive impact on supplier sharing. 

H4b (Internal Motivation: IM-Knowledge): The perception that suppliers participate in 

the shared economy has a positive impact on the behavioral intentions shared by 

suppliers. 

Achievements have proven to be decisive for participating communities and other 

online collaborative activities such as information sharing [27] and open source 

projects. In particular, achieving success among like-minded people has proven to be a 

source of sharing between online communities and open source projects. The 

reputation and commitment of the community is an important driving force for 

Wikipedia editors. When Wasko and Faraj discuss the reasons why individuals share 

knowledge in an electronic practice network, they believe that this contribution is often 

thought to enhance personal achievement [28]. Donath also supports the conclusion 

that IM-Knowledge can be a driving force for active participation [29]. Yang and Lai 

found that “in the process of sharing knowledge, individuals are more likely to achieve 

self-centered achievement rather than pleasure” [24] .Hars and Ou also found that 

self-marketing and reputation building are important factors in promoting online 

collaboration [21]. Similarly, active participants in the shared economy may expect 

intangible rewards at a higher level within the shared economic community. 

Therefore, this study proposes the following hypothesis: 

H5a (internal motivation: IM-Achievement). The sense of accomplishment that 

suppliers are involved in the sharing economy has a positive impact on the attitude of 

suppliers. 

H5b (internal motivation: IM-Achievement). The sense of accomplishment that 
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suppliers participate in the sharing economy has a positive impact on the behavioral 

intentions shared by suppliers. 

A fundamental dimension of intrinsic motivation is the spontaneity of the activity itself 

or the pleasure gained from the activity itself [17]. In terms of intrinsic motivation, 

software developers contribute to open source projects by enjoying [27]. Among other 

sharing-related activities, such as the use of information systems and information 

sharing on the Internet, are considered important factors. Nevertheless, the initial 

motivation for cooperation does not explain or predict whether users will continue to 

use it [2]. A study of continuing to use social networking services shows that fun is a 

major factor, followed by the number and usefulness of peers. In addition, community 

service design is also considered important because it allows people to experience 

relevance, which is the main determinant of enjoyment of intrinsic motivation. 

Therefore, we will experience stimuli as the third intrinsic motivation of our model to 

predict supplier attitudes and behavioral intentions to the shared economy. 

Based on this study, the following hypotheses are proposed: 

H6a (intrinsic motivation: IM-Stimulation). The experience of suppliers participating in 

the shared economy has a positive impact on shared attitudes. 

H6b (intrinsic motivation: IM-Stimulation). The experience of suppliers participating in 

the shared economy has a positive impact on shared behavioral intentions. 

 

3.3 Sharing attitudes and sharing behavioral intentions 

Attitude is considered to be the main determinant of behavior [30]. In addition, when 

research has a reason to anticipate a possible difference between attitudes and 

behaviors, they must be measured separately. Some questions may explain this 

attitude - behavioral gap. In fact, the pursuit of interest behavior can be expensive both 

in terms of coordination and direct access to economic benefits. There is a lack of 

means to obtain personal satisfaction from the signals that cause such behavior (and 

thus may not be recognized from behavior). We believe that the technical means of 

sharing the economy may alleviate these concerns. They can coordinate sharing 

activities more effectively, which helps to increase people's enthusiasm for 

participating in community activities. Still, the question remains the attitude of people 

to the shared economy - does the behavior gap exist? To solve this problem, we 

investigated the relationship between attitudes and behaviors, among other 

predictions. 

H7: Shared attitudes have a positive impact on the behavioral intentions of 

participating in the sharing economy. 
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4. Research design 

4.1 Sampling methods and sample composition 

We have clearly designed a questionnaire to measure the impact of interest claims and 

emotional experiences on Airbnb suppliers' intentions. As mentioned earlier, we are 

divided into 6 indicators. Our questionnaire contains 30 questions and 6 indicators 

related to demographic data. The response format was standardized using a 5-point 

Likert scale from "very disagree" (1) to "very agree" (5) (Table 2). We conducted 

pre-tests in the spring of 2018. Before the deadline, 316 participants completed the 

survey. A total of 291 valid questionnaires were recovered, and the effective recovery 

rate was 86.87%. The results showed that males accounted for 52.92% and females 

accounted for 47.08%. The age, education level and industry characteristics were 

scattered. Airbnb suppliers were generally used for a long time (1-2 years) and had a 

deeper understanding of Airbnb. , already has a different experience. 

Table 1: Participant statistics 

 value Quantity proportion 

gender 
male 154 52.92% 

Female 137 47.08% 

age 

Under 18 years old 9 3.09% 

18-24 years old 144 49.48% 

25-40 years old 123 42.27% 

40 years old or 

older 
15 5.16% 

jobs 

student 71 24.4% 

housework 17 5.84% 

retired 4 1.37% 

IT industry 40 13.75% 

Free work 62 21.31% 

Building line 14 4.81% 

Education and 

training industry 
17 5.84% 

Civil servant 14 4.81% 

Medical 9 3.09% 

Financial sector 11 3.78% 

other 32 11.0% 

 

4.2 Measurement of variables 

The quantitative research on the sharing willingness of the predecessors has not yet 

penetrated into the structure of the main body. So no mature scale can be used for 
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reference. The scale hypothesis of this study is mainly based on the relevant scales and 

combined with the results of in-depth interviews. 

External Regulation, the measurement of this variable draws on KimS, LeeH[31] on the 

study of external incentives that affect individual behavior. Combined with the results 

of in-depth interviews, a measurement scale based on economic interests and using 

idle finance was constructed. Introjected Regulation, the measurement of this variable 

is mainly through in-depth interviews with suppliers, and draws on the self-efficacy and 

personalization of Hornung et al. [32]. There are three measured scales. Identified 

Regulation, and the measurement of this variable is based on the scale of self- and 

social identity by Ellemers et al [33]. At the same time, combined with the interview 

results, the following three measured scales are proposed. 

IM-Knowledge, this variable is built on top of Tedjamulia[34]. Tedjamulia's scale is to 

study the contribution of incentive content to online work [30]. On the basis of the 

research, combined with the description of the interviewee, we propose a scale of 

interest, understanding, and exposure to three measurements. Achieving 

IM-Achievement draws on the achievement metric scale of Zhao Shusong[35], and 

IM-Stimulation The following measurement scales are presented based on the results 

of an in-depth interview based on the scale of Lin H [36].Based on the research of Xu[37] 

and Hsiu-fenlin[38], the shared attitudes and sharing behaviors were appropriately 

modified to form the measurement indicators of this study, as shown in Table 2. 

Table 2: Interest claims, emotional experience and sharing willingness measurement 

items 

variable Measurement item references 

External 

Regulation 

ER1: I am willing to rent a house through 

Airbnb because it will give me a steady 

income. 

Kim S ,Lee H [31] 

 

ER2: I am willing to rent the house through 

Airbnb because it will allow me to make full 

use of my free finances. 

ER3: I am willing to rent a house through 

Airbnb because it will save a lot of transaction 

costs. 

ER4: I am willing to rent the house through 

Airbnb because it will help me simplify the 

process of entering the market. 

Introjected 

Regulation 

IR1: I am willing to rent the house through 

Airbnb because it can meet my individual 

needs. 

Hornung et al.[32] 
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IR2: I am willing to rent a house through 

Airbnb because I have a face in front of my 

friends. 

IR3: I am willing to rent a house through 

Airbnb because I can affirm my self-worth. 

Identified 

Regulation 

IDR1: I am willing to rent a house through 

Airbnb because I can get approval from 

others.。 
Ellemers et al [33] 

 
IDR2: I am willing to rent the house through 

Airbnb because I think I can do the job well. 

IDR3: : I am willing to rent the house through 

Airbnb because my friends are using it. 

IM-Knowledge 

IMK1: I am willing to rent a house through 

Airbnb because it is fun to be interested. 

Tedjamulia[34] 

IMK2: I am willing to rent a house through 

Airbnb because consumers can give a culture 

of understanding everywhere. 

IMK3: I am willing to rent a house through 

Airbnb because it allows me to learn more 

about new things and relationships. 

IM-Achievement 

IMA1: I am willing to rent the house through 

Airbnb because it makes me feel very 

satisfied. 

Zhao 

Shusong(2012)[35] 

IMA2: I am willing to rent a house through 

Airbnb because I feel that I have achieved 

some success in my life. 

IMA3: I am willing to rent the house through 

Airbnb because it allows me to accomplish my 

goals. 

IM-Stimulation 

IMS1: I am willing to rent a house through 

Airbnb because I feel very happy when 

communicating with different people. 

LinH[36] 
IMS2: I am willing to rent a house through 

Airbnb because there are many people 

accompanying me every day. 

IMS3: I am willing to rent a house through 

Airbnb because I can help a lot of people. 

Shared attitude SOA1: I think sharing a house is a good idea. Xu[37] 
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SOA2: I like the idea of sharing a house. 

SOA3: I think sharing a house will give the 

landlord a wonderful experience. 

SOA4: My attitude towards sharing a house is 

positive. 

Shared 

behavioral 

intention 

IOS1: I am very willing to share if I have extra 

rooms 
Hsiu-fenlin[38] 

IOS2: My relatives and friends are very willing 

to share extra rooms 

 

5. Data analysis and discussion 

5.1 Descriptive statistical analysis of samples 

Judging from the statistical results of the questionnaire, the scores of each item are 

between 1 and 5 points, indicating that the respondents have different views on the 

questions in the questionnaire. The average distribution of the results is balanced, with 

an average score of about 3.7 and a standard deviation between 0.8 and 1.1, so the 

dispersion of this data is not significant. 

 

5.2 Questionnaire reliability, validity analysis 

The CITC value of each item and the alpha coefficient of Crobach were calculated by 

SPSS20.0, and the confirmatory factor analysis was performed on the questionnaire 

data by Amos22.0. Table 3 shows that X2 / df is equal to 1.633, which is less The 

RMSEA value is equal to 0.047. Less than 0.08; IFI, CFI index values are 0.95, 0.956, 

respectively, greater than 0.90; NFI, RFI, GFI, AGFI indicators are 0.896, 0.874, 0.898, 

The index is all within the acceptable value, and the model fits and the data works well 

(Table 3). 

Table 3: Matching of the confirmatory factor analysis model 

index Df X2 X2/df P RMSEA NFI CFI IFI RFI GFI AGFI PCFI PNFI 

value 247 403.248 1.633 0.00 0.047 0.896 0.956 0.957 0.874 0.898 0.866 0.787 0.738 

 

The variable measurement table of this study is based on the research results of the 

predecessors and is adjusted and modified according to the actual situation. At the 

same time, through in-depth interviews with Airbnb suppliers, and fill out and correct 

after the questionnaire is developed. Therefore, the validity of its content can be 

guaranteed. 

The reliability and validity of the questionnaire are shown in Table 4. For the validity of 

the scale, the factor load of each measurement item is greater than 0.5, which 

indicates the significance level, indicating that the scale has good convergence validity. 

Each item has a CITC value greater than 0.5 and a Cronbach’s alpha coefficient above 
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0.7. This shows that the questionnaire has good credibility. 

 

5.3 Relevant analysis 
Correlation analysis mainly studies the degree of correlation between variables and 
measures with SPSS20.0. As shown in Table 5, it can be seen from the pearson 
correlation coefficient matrix that there are two variables in the interest claim (external 
regulation, intake regulation, identity adjustment) and sharing willingness (shared 
attitude, shared behavioral intention) There are positive correlations between the three 
variables (shared attitude, shared behavioral intention) in the positive correlation and 
emotional experience, and the two variables (sharing attitude, shared behavior 
intention). There is also a correlation between shared attitudes and pre-shared 
behavioral intentions. Therefore, it can be explained that there is a good correlation 
between these variables, which is suitable for further regression analysis.  

 

Table 4: Questionnaire reliability and validity analysis 

variable 
Item 

value 

Factor 

loading 

Corrected 

project total 

correlation 

(CITC) 

Cronbach’s 

Alpha value 

when the item 

is deleted 

Cronbach’s 

Alpha 

External Regulation 

ER1 0.531 0.618 0.836 

0.844 
ER2 0.522 0.640 0.819 

ER3 0.946 0.766 0.767 

ER4 0.873 0.717 0.787 

Introjected 

Regulation 

IR1 0.559 0.553 0.797 

0.791 IR2 0.736 0.674 0.671 

IR3 0.835 0.675 0.669 

Identified 

Regulation 

IDR1 0.786 0.610 0.585 

0.734 IDR2 0.651 0.546 0.666 

IDR3 0.638 0.524 0.688 

IM-Knowledge 

IKM1 0.977 0.767 0.617 

0.805 IKM2 0.565 0.517 0.895 

IKM3 0.856 0.707 0.685 

IM-Achievement 

IMA1 0.862 0.671 0.783 

0.830 IMA2 0.732 0.700 0.754 

IMA3 0.691 0.697 0.758 

IM-Stimulation 

IMS1 0.699 0.667 0.803 

0.836 IMS2 0.712 0.734 0.737 

IMS3 0.947 0.695 0.776 

Shared attitude 
SOA1 0.892 0.722 0.807 

0.856 
SOA2 0.704 0.660 0.834 
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SOA3 0.667 0.745 0.797 

SOA4 0.659 0.672 0.828 

Shared behavioral 

intention 

IOS1 0.713 0.565 - 
0.722 

IOS2 0.596 0.565 - 

 

Table 5: Correlation of variables 

Correlations 

  ER IR IDR IMK IMA IMS SOA IOS 

ER 

Pearson 

Correlation 
1 .421** .428** .419** .481** .340** .482** .550** 

Sig. 

(2-tailed) 
 .000 .000 .000 .000 .000 .000 .000 

N 291 291 291 291 291 291 291 291 

IR 

Pearson 

Correlation 
.421** 1 .404** .301** .539** .330** .534** .537** 

Sig. 

(2-tailed) 
.000  .000 .000 .000 .000 .000 .000 

N 291 291 291 291 291 291 291 291 

IDR 

Pearson 

Correlation 
.428** .404** 1 .270** .410** .326** .457** .440** 

Sig. 

(2-tailed) 
.000 .000  .000 .000 .000 .000 .000 

N 291 291 291 291 291 291 291 291 

IMK 

Pearson 

Correlation 
.419** .301** .270** 1 .443** .317** .414** .438** 

Sig. 

(2-tailed) 
.000 .000 .000  .000 .000 .000 .000 

N 291 291 291 291 291 291 291 291 

IMA 

Pearson 

Correlation 
.481** .539** .410** .443** 1 .343** .538** .557** 

Sig. 

(2-tailed) 
.000 .000 .000 .000  .000 .000 .000 

N 291 291 291 291 291 291 291 291 

IMS 

Pearson 

Correlation 
.340** .330** .326** .317** .343** 1 .511** .404** 

Sig. 

(2-tailed) 
.000 .000 .000 .000 .000  .000 .000 

N 291 291 291 291 291 291 291 291 
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SOA 

Pearson 

Correlation 
.482** .534** .457** .414** .538** .511** 1 .476** 

Sig. 

(2-tailed) 
.000 .000 .000 .000 .000 .000  .000 

N 291 291 291 291 291 291 291 291 

IOS 

Pearson 

Correlation 
.550** .537** .440** .438** .557** .404** .476** 1 

Sig. 

(2-tailed) 
.000 .000 .000 .000 .000 .000 .000  

N 291 291 291 291 291 291 291 291 

**. Correlation is significant at the 0.01 level 

(2-tailed). 
     

 

5.4 Regression analysis 

5.4.1 Regression analysis of interest appeal, emotional appeal and supplier sharing 

attitude 

According to the previous hypothesis, the shared attitude (AOS) is used as the 

dependent variable, external regulation (ER), Introjected Regulation (IR), Identified 

Regulation (IDR), IM-Knowledge (IMK), IM-Achievement (IMA), IM-Stimulation (IMS) 

as an independent variable, gender (SEX), age (AGE), and education level (EL) as 

control variables, the results are shown in the table. 

It can be seen from Table 6 that the tolerance of the regression model is between 

0.566 and 0.757, and the VIF is less than 10, indicating that there is no multicollinearity 

problem between the predictors, and the explanatory variance is 51.9%, which 

increases the probability of variation. p=0.028<0.05, indicating a good regression 

effect, from which it is assumed that H1a, H2a, H3a, H4a, H5a, H6a are verified 

IM-Knowledge, IM-Achievement, IM-Stimulation, external regulation, Introjected 

Regulation and Identified Regulation are positively related to shared attitudes. 

 

Table 6: Regression analysis and test results of the model 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 
t Sig. 

Collinearity 

Statistics 

B 
Std. 

Error 
Beta Tolerance VIF 

1 

(Constant) -.538 .391  -1.376 .170   

SEX -.126 .067 -.078 -1.863 .063 .987 1.013 

AGE .102 .052 .084 1.959 .051 .941 1.063 

EL .008 .046 .008 .184 .854 .918 1.090 

ER .129 .058 .114 2.210 .028 .638 1.566 
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IR .359 .081 .230 4.417 .000 .630 1.587 

IDR .167 .062 .132 2.701 .007 .720 1.389 

IMK .135 .058 .113 2.333 .020 .725 1.379 

IMA .160 .049 .178 3.225 .001 .566 1.768 

IMS .225 .043 .247 5.193 .000 .757 1.321 

a. Dependent Variable： 

SOA 
      

 

Model Summaryb 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 

1 .720a .519 .503 .57013 

a. Predictors：(Constant), IMS, AGE, SEX, EL, IDR, IMK, IR, ER, IMA 

b. Dependent Variable： SOA  

 
5.4.2 Regression analysis of interest appeal, emotional appeal and supplier's shared 

behavior intention 

Shared behavioral intention (IOS) as a dependent variable, external regulation (ER), 

Introjected Regulation (IR), Identified Regulation (IDR), IM-Knowledge (IMK), 

IM-Achievement (IMA), IM-Stimulation (IMS) as an independent variable, gender 

(SEX), age (AGE), and education level (EL) as control variables for multiple stepwise 

regression analysis. The results are shown in Table 7. VIF is less than 10, indicating 

predictive variables. There is no multicollinearity problem, the explanatory variation is 

50.2%, and the significant probability of increasing the variation is p=0.038<0.05, 

which has a good regression effect. From then on, it is assumed that H1b, H2b, H3b, 

H4b, H5b, H6b are verified. That is IM-Knowledge, IM-Achievement, IM-Stimulation, 

external regulation, Introjected Regulation and Identified Regulation are all positively 

related to sharing behavior. 

Table 7: Regression analysis and test results of the model 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 
t Sig. 

Collinearity 

Statistics 

B 
Std. 

Error 
Beta Tolerance VIF 

1 

(Constant) .504 .322  1.567 .118   

SEX .050 .055 .038 .896 .371 .987 1.013 

AGE -.042 .043 -.042 -.967 .334 .941 1.063 
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EL -.016 .038 -.019 -.422 .673 .918 1.090 

ER .210 .048 .231 4.381 .000 .638 1.566 

IR .268 .067 .212 4.005 .000 .630 1.587 

IDR .106 .051 .104 2.090 .038 .720 1.389 

IMK .117 .047 .122 2.458 .015 .725 1.379 

IMA .137 .041 .189 3.369 .001 .566 1.768 

IMS .089 .036 .121 2.490 .013 .757 1.321 

a. Dependent Variable： 

IOS 
      

 

Model Summaryb 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 

1 .708a .502 .486 .46866 

a. Predictors：(Constant), IMS, AGE, SEX, EL, IDR, IMK, IR, ER, IMA 

b. Dependent Variable： IOS 

 
 

5.4.3: Regression analysis of shared attitudes and shared behavioral intentions 

Shared behavioral intention (IOS) was used as the dependent variable, shared attitude 

(SOA) as the independent variable, gender (SEX), age (AGE), and education level (EL) 

as control variables for multiple stepwise regression analysis. The VIF value is less than 

10, p<0.05. This indicates that H7 has been verified and the shared attitude has a 

positive impact on the behavioral intention of participating in the sharing economy. As 

shown in Table 8. 

Table 8: Regression Coefficient and Test 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 
t Sig. 

Collinearity 

Statistics 

B 
Std. 

Error 
Beta Tolerance VIF 

1 

(Constant) 1.791 .376  4.768 .000   

SEX -.180 .083 -.111 -2.173 .031 .997 1.003 

AGE .124 .064 .101 1.949 .052 .968 1.033 

EL -.072 .056 -.068 -1.293 .197 .958 1.044 

IOS .591 .064 .478 9.205 .000 .970 1.031 

a. Dependent Variable： 

SOA 
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5.5 Hypothesis verification results and discussion 

Table 9: Hypothetical verification results 

Hypothesis Assumed content 
Validation 

results 

H1a 
Suppliers participating in the external adjustment of the sharing 

economy will positively influence the attitude towards sharing 
Established 

H1b 
The external adjustment of the supplier's participation in the 

shared economy will positively influence the intention of sharing. 
Established 

H2a 
Suppliers' participation in the sharing economy's intake regulation 

will positively affect attitudes toward sharing 
Established 

H2b 
Suppliers' participation in the sharing economy's intake regulation 

will positively affect the shared behavioral intentions 
Established 

H3a 

The adjustment of the supplier's participation in the sharing 

economy will positively influence the attitude towards the sharing 

of suppliers. 

Established 

H3b 

The adjustment of the supplier's participation in the sharing 

economy will positively influence the behavioral intentions shared 

by the suppliers. 

Established 

H4a 
The perception that suppliers participate in the sharing economy 

will positively influence attitudes toward supplier sharing. 
Established 

H4b 

The perception that suppliers participate in the sharing economy 

will positively influence the behavioral intentions shared by 

suppliers. 

Established 

H5a 
The sense of accomplishment that suppliers are involved in the 

sharing economy has a positive impact on the attitude of suppliers. 
Established 

H5b 

The sense of accomplishment that the supplier participates in the 

sharing economy will positively influence the behavioral intentions 

shared by the suppliers. 

Established 

H6a 
The stimulus of the supplier's participation in the sharing economy 

will positively influence the attitude towards sharing. 
Established 

H6b 
The stimulus of the supplier's participation in the sharing economy 

will positively influence the intention of sharing. 
Established 

H7 
Sharing attitudes positively influence the behavioral intentions of 

participating in the sharing economy. 
Established 

All assumptions are true, answering the first question in the previous section, that is, 

economic appeal and emotional experience have a positive impact on the supplier's 

willingness to share. Attitude has a significant positive impact on shared behavioral 

intentions (beta = 0.478, t = 9.205). 

The results of the study indicate that interest claims (external motivation) are the 

strongest determinants of shared behavioral intentions (ER beta = 231, IR beta = 212), 

so the second question above can be answered, that is, interest claims are the 

dominant factor. The most important concern is economic benefits (ER beta = 231). 
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As expected, shared attitudes have a positive impact on shared behavioral intentions, 

but they are quite small compared to the observed relationships between structures. 

This may indicate a difference between the shared attitude and the actual behavior in 

this case. Although it is perceived that the emotional experience will positively affect 

the intention of sharing behavior, when people actually participate in the sharing 

economy, it plays a minor role. On the other hand, economic interests (stable income, 

provincial transaction fees and time) seem to have a major impact on behavioral 

intentions, but there is no attitude towards sharing. Therefore, there seems to be a 

difference between factors affecting attitudes and behavioral intentions: experience- 

stimulus is an important factor affecting the attitude of the shared economy, but 

economic benefits are stronger incentives for participating in the shared economy. 

 
6. Conclusion 

Based on the self-determination theory, this paper analyzes the factors affecting the 

sharing willingness of suppliers in the sharing economy through the two dimensions of 

interest appeal and emotional experience. On the basis of theoretical analysis, the 

conceptual model is constructed and hypotheses are proposed. Through the Airbnb 

platform user data, questionnaires are sent to suppliers or users who have already 

used Airbnb and are interested in sharing, and then multiple regression analysis is used 

to test hypotheses and draw conclusions. The results show that both economic appeal 

and emotional experience positively affect the donor's willingness to share, and 

interest appeal is the dominant factor.Related research from the perspective of 

suppliers in the context of the sharing economy is also rare. In the past, the Airbnb 

platform was analyzed from the perspective of Airbnb landlord and found that certain 

trust dimensions (trust of the platform, trust of the corresponding peers, and trust of 

the product) have a significant impact on the supplier's intention [39]. From the 

perspective of the UBer driver, "Uber driver's perceived risk" and "passenger's 

perceived risk" [40]. Overall, the findings of different industries, target groups, and 

shared intent seem to have inconsistent impacts on shared economic activity [41]. 

These studies mainly consider the trust problem of the supplier and ignore the 

comprehensive factors affecting the sharing behavior. So research on the willingness 

to share suppliers is still rare. This article enriches the insights of the sharing economy. 

The study found that the willingness of suppliers to share depends on the degree of 

economic benefits, and the greater the benefits, the stronger the willingness to share. 

On the other hand, our results also suggest that emotional experience plays an 

important role in attitude formation and shared behavioral intentions. Some people 

may be involved in the sharing economy just because it is fun and able to interact with 

other members of the community. Therefore, even if the motivation of individual 
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participants may be altruism or may seek benefits, the shared economy as a whole can 

still be sustainable, as long as the interests of each participant exceed the cost. So 

studying the shared economy from the perspective of the supplier can reveal useful 

insights that may deepen our understanding of this emerging phenomenon. A certain 

contribution to the theory of shared economy. 

From the dimensions of interest appeal and emotional experience, this article provides 

a better understanding of the factors of supplier behavior and reveals the reasons 

behind their choices. The two main directions for improving the value of supplier 

management applications are: increasing revenue or reducing sacrifices, and creating 

high-value dimensions that other competitors cannot imitate. Increase the 

responsibilities and protection rights of platform operators and establish suppliers' trust 

in the platform. As a leading factor, interest appeal is the main driving force for sharing 

the will of economic suppliers. Therefore, managers sharing the economy can 

understand the sharing power of users and find ways to optimize their interests and let 

them get the benefits they want. Emotional experience has a positive impact on 

sharing willingness. Therefore, by strengthening the suppliers to reflect their own 

space, let them feel that sharing will give them a different experience, find fun from 

sharing, and enhance the willingness to share. 

Based on the current findings, some of the limitations of our research have been 

resolved. First, our sample is from an Internet population, and qualitative data 

collection methods may be affected by different sources of bias. Therefore, future 

research can take further investigations, with subjects from a more diverse population, 

collecting and comparing from different participants to define common insights. 

Second, future research can be based on other shared economic platforms, such as 

BlaBlaCar, RIDESHLAN, Uber, etc. to test whether our results are consistent. In this 

regard, we recommend studying the differences and similarities between Aribnb and 

other shared economic platforms in order to assess the universality of our findings. 

Third, this study focuses specifically on the provider's perspective. Therefore, future 

research can also be evaluated from the customer's perspective to confirm the results 

of the entire intermediary framework. 
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