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Abstract 

 
As other economic sectors, tourism has been affected by the irruption of the new economy. 
Transportation, accommodation, and other services related to tourism are undergoing great changes. 
The purpose of this study is to analyze the relationship between motivations, satisfaction and consumer 
behavior in the people who visit the city of Córdoba and who use the services of the collaborative 
economy, specifically concerning accommodation. A survey was carried out on a representative sample 
of tourists who visited Córdoba and who stayed in tourist apartments. Results show a positive influence 
of the motivations on the consumer behavior, as well as on the satisfaction of the tourists who practice 
collaborative tourism in the city of Córdoba. 
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 Introduction 1.

 
In their book "What's mine is yours"(Botsman et al., 2010), the authors narrate the birth of some of 
the great platforms of what is known today as sharing economy, such as Airbnb, Alibaba or 
Blablacar. Their promoters detected the existence of underutilized resources, faced and 
successfully resolved a common problem in the area of the sharing economy: the generation of 
trust among participants in the operation (Riegelsberger et al., 2005; Botsman, 2017; Huurne et al., 
2017), based on a new technology: Web 2.0 (Codagnone et al., 2016). Many other platforms that 
are located within the scope of sharing economy emerged in a similar way. The intensification of 
the financial crisis since 2008, the increase in unemployment rates and the instability and job 
precariousness that were experienced during those first years of the crisis constitute, for many 
authors, an important factor in the rapid development of the sharing economy since then (Nadler, 
2014). 

The idea of sharing is not new, but the area in which it was practiced was very limited. 
Information and coordination costs were high, so initiatives to share certain assets remained and 
were developed locally (Teubner, 2015; Codagnone et al., 2016). The platforms created with the 
arrival of Web 2.0 lower these costs, eliminating the existing limitation by virtually admitting millions 
of new participants (Lehrer et al., 2014; Stokes et al., 2014); also, at the same time, by getting 
these users -strangers to each other- they come to be considered members of the same community 
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(Pachenkov et al., 2017). Moreover, the variety of objects to share has grown significantly: books, 
records, skills, knowledge, cars, apartments, meals, etc. are offered daily in the most diverse 
platforms, sometimes in exchange for compensation -monetary or otherwise- or without it (Belk, 
2014) but sharing a common note: the technological element. Costs related to these transactions 
would make the activity unviable (Lehrer et al., 2014). 

The objective of this research is to analyze the relationship between motivation, satisfaction 
and behavior at the destination of tourists staying in tourist establishments in the city of Córdoba. 
 
1.1 Collaborative housing and sustainability 
 
The collaborative accommodation sector includes shared access to the space available in the 
home, as well as its lease to travelers during the holidays. It includes modalities as diverse as 
exchange or “house swapping", sofa availability or "couchsurfing", accommodation for cyclists or 
"warmshowers", exchange by night or "nightswapping”. In some of these modalities (couchsurfing, 
warmshowers), there is no consideration; in others (house swapping, nightswapping), there is 
reciprocity between the participants (Andriotis et al., 2013). In some modalities, a monetary 
consideration is paid (Airbnb). Regardless, this sector already accounted for more than 50% of 
operations carried out in Europe within the scope of the sharing economy in 2015 (Daveiro et al., 
2016). 

The concern for the environment is often associated as a motivation to participate in sharing 
economy. For many authors (Botsman et al., 2010; Nadler, 2014), sharing certain goods reduces 
the need to manufacture more, which implies that it impacts the environmental much less. In short, 
sustainable consumption is achieved, optimizing the use of natural resources and minimizing 
environmental impact, while satisfying human needs (Phipps et al., 2013) without compromising 
future generations (Reisch et al., 2015; Cohen et al., 2016). However, the benefits of sharing 
economy in relation to the environment are not evident, and its effects may be overrated (Lehrer 
et al., 2014). Effects generated on the environment could be counteracted by the increase in 
demand caused by lower prices, as well as by possible rebound effects  (Frenken, 2017). 

Collaborative tourism can be a more effective use of local resources and, at the same time, 
can allow tourists more real and sustainable experiences than the traditional tourism industry can 
offer (Dredge et al., 2015; Tussyadiah, 2016) and, possibly, at a reduced cost (Gansky, 2010). In 
his study on the determining factors in the decision to opt for sharing economy, Möhlmann (2015) 
found an important relationship between savings obtained and user satisfaction, while subsequent 
studies (Tussyadiah, 2016) analyze the relationship between the user motivation of collaborative 
accommodation and satisfaction obtained, finding differences depending on the type of 
accommodation, specifically depending on whether the tourist uses a room in the owner's house, 
sharing the rest of the house as well, or if there is exclusive use of a whole house. 
 
1.2 Motivations 
 
Motivation is understood as the force that moves individuals and urges them to act. It occurs in a 
state of tension resulting from an unmet need (Schiffman et al., 2012). Many theories have been 
developed about this term, such as Maslow’s Pyramid, the Theory of Planned Behavior, the Theory 
of Self-Determination or the Theory of Social Exchange (Bellotti et al., 2015). Other authors 
consider that the main driver of human behavior is self-interest and, therefore, their actions, based 
on rational behavior, will seek the maximum benefit or utility at the minimum level of costs (Olson, 
1965; Hardin, 2009; Rapoport et al., 2009). Meng et al. (2008) considers that motivations can 
change depending on the type of tourist and defines it as the result of internal needs to leave the 
usual environment ("push factors") in combination with the external factors that attract tourists to 
certain destinations ("pull factors"). For this author, people travel to meet new people, new places 
and to live new experiences (Meng et al., 2008). There seems to be a coincidence (Bellotti et al., 
2015; Razli et al., 2016; Paulauskaite et al., 2017) in the fact that the motivations vary according to 
the type of tourist. Paulauskaite et al. (2017) raises the possibility that the new sharing economy, 
and, particularly, the peer-to-peer (p2p) or collaborative accommodations, attracts more extroverted 
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people predisposed to integrate with the local culture than users of traditional tourist 
accommodation services. Consequently, Cohen’s (1972) classification of tourists becomes relevant. 
He established four distinct groups: those who travel in large organized groups; those who travel 
individually but hire an organized trip; those who organize their own trip, far from the traditional 
circuits; and, finally, those who avoid any connection with the usual tourist industry and travel 
without a fixed itinerary or without being subjected to schedules of any kind. Cohen (1972) stated 
that those of the last two groups valued novelty over familiarity and are the most susceptible to 
immerse in local culture, which is one of the most cited motivation factors in academic literature 
(Meng et al., 2008; Bellotti et al., 2015; Forno et al., 2015; Hawlitschek et al., 2016; Razli et al., 
2016; Tussyadiah, 2016; Jung et al., 2017; Paulauskaite et al., 2017). 

Considering sharing economy, the main motivations analyzed were economic and social 
benefits, fun, sustainability, comfort and location (Tussyadiah, 2016). Other authors add searching 
for new experiences and following recommendations from others (Razli et al., 2016), and even 
qualify the character of authenticity in the search for new experiences (Paulauskaite et al., 2017). In 
fact, a new "experience economy"  (Forno et al., 2015; Guttentag, 2015; Tussyadiah, 2016) where 
authenticity is a key factor is being considered. In a comparative study on collaborative hosting 
using payment (Airbnb) and non-payment (couchsurfing) options, it was found that the motivation 
was very different depending on the chosen option, prioritizing the characteristics of the 
accommodation and the price in the case of payment, whereas, when couchsurfing, the possible 
relationship between host and guest prevailed, while accommodation itself took a back seat (Jung 
et al., 2017). 
 
1.3 Consumer Behavior 
 
Consumer behavior is defined as the behavior that consumers display in the search, purchase, 
evaluation and provision of products or services expected to meet their needs. It focuses on how 
consumers decide on the use of their resources (time, money, efforts) to obtain the desired 
products or services (Schiffman et al., 2012). Satisfaction exerts an important effect on consumer 
behavior (Anderson et al., 1994; Cohen et al., 2014), coming to be considered a central to it. 
Anderson (Anderson et al., 1994) makes a distinction between satisfaction and what he calls 
"purchasing behavior", understanding that the effect of satisfaction will be confirmed in later 
periods. However, given the immediacy that new technologies imply, this deferral could have been 
reduced or even could have disappeared. According to Cohen et al. (2014), consumer behavior 
would encompass several dimensions: the decision-making process, consumer values, their 
motivations, the image that the consumer has of themselves, expectations, attitudes, perceptions, 
satisfaction, trust and loyalty to destiny. Three external factors are detected: technology, belonging 
to Y generation, and, finally, ethical consumption (Cohen et al., 2014). Three aspects within 
consumer behavior are highlighted: purchases and activities carried out in situ, duration, finally, trip 
frequency. 
 
1.3.1 Purchases and activities in destination 
 
Purchases and activities carried out at the destination are influenced by the tourists’ general 
satisfaction and with their intention to return in the future (Chang, 2012). Economic and social 
motivations to opt for a p2p accommodation can affect the intention to participate in various 
activities such as enjoying local cuisine, visiting its museums and cultural heritage, etc. (Tussyadiah 
et al., 2016). These activities represent an important cost. As stated by Tussyadiah (2016), it is 
suggested that savings obtained with p2p accommodation allow tourists to enjoy these activities to 
a greater extent.. 
 
1.3.2 Length of stay 
 
Duration is one of the main issues to address when planning a trip (Decrop et al., 2004; Gokovali 
et al., 2007) and, according to Alegre et al. (2006), it would be conditioned by economic (budget 
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available to tourists) and temporary aspects (restrictions imposed by other activities such as work 
or kids’ tests) (Alegre et al., 2006). Depending on the tourist's age, the relative importance of these 
conditions may vary. The duration of the stay has important repercussions both in the destination 
itself and in the tourist industry (Tussyadiah et al., 2016). The influence that chosen 
accommodation type has had on it has been the subject of numerous studies (Woodside et al., 
2002; Alegre et al., 2006; Gokovali et al., 2007; Barros et al., 2010). This effect could be justified by 
the price difference between the different options available to tourists: the option for a p2p 
accommodation allows the tourist to save money, which may create an opportunity for a longer stay 
(Botsman et al., 2010). Based on these studies, it can be affirmed that the use of a collaborative 
accommodation is related to longer stays at the destination. 
 
1.3.3 Frequency of travel 
 
Travel frequency represents the number of trips generated to a destination, and is strategically 
associated with the management of personnel flows and expenses (Tussyadiah et al., 2016). The 
choice of a p2p accommodation would mean an economic saving for the tourist that not only allows 
them to stay more days at destination, but also allows a greater number of trips in a given period of 
time. The author (Tussyadiah et al., 2016) suggests that the frequency with which a person travels 
and the duration of their stay at destination depends on the cost of the trip that can be 
decomposed, depending on the duration of the trip, into a fixed component (e.g., transport) and a 
variable component (accommodation and activities). A saving in variables (a lower accommodation 
cost) implies a reduction of the total cost of the trip and allows the subject to increase trip frequency 
or their duration. However, the length of stay at the destination will depend not only on the budget, 
but also on other factors (work, commitments, etc.) that limit the possibility of expanding the stay. 
The search for new experiences and the search for contact with the local population would 
encourage taking advantage of the lower cost of accommodation and increase the frequency of 
trips (Bellotti et al., 2015). 

According to the literature review, the hypothesis to be tested is as follows: 
H1: Tourist motivation has a positive influence on consumer behavior. 

 
1.4 Satisfaction 
 
Full tourist satisfaction is an essential requirement for the product to work. Satisfaction can be 
defined as the overall assessment made by the customer of the service received in comparison 
with the expected service (Oliver, 1980) -in this particular case: shared accommodation in the city 
of Córdoba. This definition considers the cognitive component of satisfaction, but it should be noted 
that the satisfaction variable also has an emotional component (Cronin et al., 2000). Some authors 
differentiate two dimensions within satisfaction: an instrumental dimension and an expressive one. 
Instrumental dimension refers to the performance or physical result of the product or service, while 
the expressive dimension refers to the psychological and emotional aspects (Pizam et al., 1978). 
Customer satisfaction is important for various reasons. One of them is that it allows to identify the 
extent to which product attributes and components are perceived, and to explore the character that 
is transmitted through the image of the destination in order to favor the maintenance of the 
attributes or the components in question. Another remarkable fact is that satisfaction is the main 
predictor of future behavior and visitor loyalty (Yuksel et.al, 2009) and, therefore, it is closely related 
to the intention to recommend both this type of accommodation and the city of Córdoba as a 
destination (Wang et al., 2009), as well as the consumption of products and services (Yoon et al., 
2005). 

Motivation and satisfaction are closely related concepts. The choice of destination, type of 
accommodation, and transport is made based on different motivations that affect the decision 
process. Satisfaction will vary depending on how expectations are confirmed in reality (Chon, 1992; 
O’Leary et al., 2005; Yoon et al., 2005; Meng et al., 2008). In studies regarding user motivations of 
p2p housing (Tussyadiah, 2015; Mahadevan, 2018), the negative influence on satisfaction 
generated by the lack of confidence is detected, while there is a positive effect on satisfaction due 
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to the motivations related to obtaining an economic benefit, staying in a better location within the 
destination, the experience of trying new options, sharing, the feeling of helping the environment, 
comfort, and, finally, the possibility to establish relationships with the local population. 

According to literature review, the hypothesis to be tested is as follows: 
H2: Tourist motivation positively influences tourist satisfaction 
Following the established hypotheses, this study’s model is shown in the figure below: 

 

 
 
Figure 1. Proposed model. Source: Own elaboration. 
 

 Materials and Methods  2.
 
2.1 Survey design 
 
The methodology used to carry out this research is based on conducting fieldwork based on 
surveys of a representative sample of tourists visiting the city of Córdoba and staying in tourist 
apartments. In order to guarantee questionnaire validity, items are based on previous investigations  
(Tussyadiah et al., 2016, 2017; Paulauskaite et al., 2017). From an initial set of items, a purification 
process was followed in three phases: first, a researcher specializing in tourism analyzed the 
proposed items; second, the resulting questionnaire was reviewed by several people in charge of 
tourist activity in the city; third, a pretest was conducted on 20 tourists. The final version of the 
questionnaire sought maximum question clarity, answer adjustment, and brevity so as to demand 
less time from interviewees.  

Regarding the questionnaire, it was divided into three sections: the first one examines the 
attitudes of tourists towards border tourism; in the second section, different aspects are evaluated, 
such as the value of the destination, satisfaction and loyalty towards said destination; and, in the 
third part, the sociodemographic aspects of tourists are addressed. In the first two sections of the 
questionnaire, the assessments are measured through a Likert Scale of 5 points, in which 1 is 
interpreted as "strongly disagree or not at all important" and 5 as "strongly agree or very important", 
interpreting the central value (3) as indifference when evaluating said item. The total number of 
items used was 22. 
 
2.2 Data collection 
 
Questionnaires were applied in different places in the historical center of the city; under the premise 
that the surveyed tourist had already spent a certain time at site and, therefore, could give an 
informed opinion (Correia et al., 2013; Remoaldo et al., 2014). 

The questionnaire was answered through a five-point Likert scale. A team of interviewers linked 
to the University of Córdoba (Spain) conducted the surveys. The questionnaires were passed in two 
languages (Spanish and English). Each tourist chose the language in which the survey was 
conducted. A total of 695 surveys were completed between the months of January and April 2018, of 
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which 679 were valid. The questionnaires were carried out in different places of the historical and 
monumental center of Córdoba, in different days and different schedules, in order to try to gather the 
widest possible range of people and situations. A non-probabilistic technical sampling was used, 
commonly used in this type of research where respondents are available to be surveyed in a given 
space and time (Finn et al., 2000). The rejection rate to the questionnaire was low and insignificant 
regarding any variable. In no case was the duration of the survey greater than 10 minutes. 
 
2.3 Data analysis 
 
Once questionnaires were gathered, the tabulation and statistical analysis of data was carried out 
through the SPSS v. 23 for all highly descriptive analyses, as well as the use of Cronbach's Alpha to 
carry out the reliability analysis, and the SmartPLS 3 program (v. 3.2.6) to perform the analysis of 
structural equations. The method based on partial least squares (PLS) is framed in the so-called 
structural equation models, being a relevant tool in the second-generation multivariate analysis 
(Fornell, 1982). When making estimates of structural models, they can be based on estimates based 
on covariance through statistical programs such as LISREL or SPSS AMOS, or estimates based on 
variance, based on the algorithm of partial least squares, such as the case of the program used in this 
research (PLS), based on a joint analysis of components and trajectory (Barclay et al., 1995). 

The use of the analysis through PLS in the social sciences offers a series of advantages, as 
stated by Long Range Planning (2012). The first of these advantages refers to the small sample 
size needed for PLS analysis compared to the necessary sampling requirements in methods based 
on covariance. And secondly, in various disciplines such as marketing or strategic planning, training 
measures are employed, implying that the methods based on covariance are difficult to apply. 
 

 Results 3.
 
3.1 Sociodemographic profile 
 
Table 1 show the relative data corresponding to the sociodemographic profile 
 
Table 1. Sociodemographic profile 
 

Variable % Variable % 
Sex 
Man 
Woman 

 
47.1% 
52.9% 

Age 
25 years or less 
26-35 years 
36-45 years 
46-55 years 
56-65 years 
65 years or more 

 
18.4% 
39.9% 
22.8% 
12.1% 
5.8% 
1.0% 

Education 
Primary 
Secondary 
College 
Graduate School 

 
10.0% 
43.0% 
21.3% 
25.7% 

Profession 
Full-time salaried 
Part-time salaried 
Autonomous 
Official 
Student 
Others 

 
34.4% 
6.7% 
8.4% 

12.4% 
14.2% 
23.9% 

Rent 
<700€ 
700€-1000€ 
1000€-1500€ 
1500€-2500€ 
2500€-3500€ 
<3500€ 

 
9.2% 

21.8% 
15.0% 
14.2% 
29.0% 
10.8% 

Country 
Spain 
France 
Italy 
Argentina 
Others 

 
88.9% 
2.8% 
1.9% 
1.5% 
4.9% 

 
Source: Own elaboration 
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Data obtained (table 1) shows that the sociodemographic profile refers to a woman, with secondary 
education (43.0%) and postgraduate education (25.7%), full-time employee (34.4%), with an 
income between €2,500 and €3,500 (29.0%), and Spanish in almost all cases (88.9%). 

Variables related to the different compounds that make up the model are shown in the 
following table: 
 
Table 2. Observable variables and model compounds 
 

Motivations 

Motivation collaborative tourism 
   Q12.1 Price 
   Q12.2 The closeness, the feeling more "like at home" 
   Q12.3 Access to services that are lacking in a hotel: washing machine, kitchen, etc.  
   Q12.4 Have more space than in a hotel room 
   Q12.5 Possibility of meeting people and establishing new relationships 
   Q12.6 Comfort 
   Q12.7 Greater availability and offer 
   Q12.8 Possibility of integrating to a greater degree in the local environment 
   Q12.9 Possibility of staying for more days at destination 
   Q12.10 Possibility of having greater spending capacity in destination 
   Q12.11 Accommodation location 
   Q12.12 The promotion of the social economy 
Specific accommodation motivation 
   Q14.1 Price 
   Q14.2 Location 
   Q14.3 The ratings of other users about the host 
   Q14.4 The images published about the accommodation 
   Q14.5 Ease of access 
   Q14.6 The possibility of using the kitchen 
   Q14.7 The possibility of using the washing-machine 

Consumer 
behavior 

Q13.1 The amount saved in accommodation allows me to have more spending capacity to 
know the local cuisine. 

Q13.2 The amount saved in accommodation allows me to have more spending capacity to 
enjoy the local leisure offer. 

Q13.3 The amount saved on accommodation allows me to enjoy a longer visit to the city of 
Córdoba. 

Q13.4 The amount saved in accommodation allows me to make more trips throughout the 
year, getting to know a greater number of destinations. 

Q13.5 I usually use the amount saved in accommodation in other types of activities, not 
related to the trip. 

Q13.6 The amount saved is insignificant, so I have not considered how to use it. 

 
Satisfaction 

Q15.1 My level of satisfaction is high. 

Q15.2 I would recommend the accommodation in private house or apartment to my family 
and friends. 

Q15.3 I think I'll use this type of accommodation again. 
Q15.4 I do not think I’ll opt for another type of accommodation. 
Q15.5 If I could not use this type of accommodation, I would stay in a hotel or boarding house. 

 

Source: Own elaboration 
 
3.2 Evaluation of the global model: goodness of fit 
 
Several authors (Henseler et al., 2016) establish the goodness of global adjustment as a starting 
point for the valuation of the model, establishing that if the model does not fit the data, estimates 
that can be obtained can lead to erroneous or questionable conclusions and judgments. As stated 
by previous authors, global model adjustments can be carried out in two different ways: (1) through 
adjustment indices, generated approximate valuations of the adjustment of the model, and (2) 
through inferential statistics via Bootstrap. The one chosen for this study was the latter. 

Dijkstra & Henseler (2015) state that for a correct adjustment of the estimated model, 
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reference indices (SRMR, dULS and dG) are considered and must have values lower than 95% 
(Henseler et al., 2016) or 99% (Henseler, 2016) of bootstrap quartile respectively. Results obtained 
by this technique are shown in Table 3.. 
 
Table 3. Measures of global adjustment of the estimated model 
 

 SRMR dULS dG 
 Estimated model Bootstrap Q Estimated model Bootstrap Q Estimated model Bootstrap Q 

HI95 0.079 0.101 0.572 0.931 0.714 13.000 
HI99 0.079 0.145 0.572 1.921 0.714 15.692 

 
Source: Own elaboration 
 
Based on results, it can be stated that optimal conditions are met (Henseler et al., 2016; Henseler, 
2016), with all index values lower than the bootstrap quartile (HI95 and HI99). Therefore, the model 
fits and can be considered true. 
 
3.3 Evaluation of the validity and reliability of the measurement model 
 
The evaluation of the validity and reliability of the measurement model is shown in Table 4. 
 
Table 4. Compound validity and reliability 
 

 Loadings Communality Weights Cronbach  Composite Reliability AVE 
Consumer behavior

Q13.1 
Q13.2 
Q13.3 
Q13.4 
Q13.5 
Q13.6 

 
0.890 
0.789 
0.931 
0.729 
0.778 
0.663 

 
0.792 
0.623 
0.867 
0.531 
0.605 
0.439 

 0.887 0.914 
 
 
 
 
 
 

0.643 
 
 
 
 
 
 

Satisfaction 
Q15.1 
Q15.2 
Q15.3 
Q15.4 
Q15.5 

 
0.954 
0.922 
0.887 
0.861 
0.857 

 
0.910 
0.850 
0.787 
0.741 
0.734 

 0.940 0.954 0.805 

Motivation 
Mot. T.C. 
Mot. A.E. 

-   
0.686 
0.537 

 - - 

Ratio Heterotrait-Monotrait: 
0.282 

 

 
Source: Own elaboration 
 
Table 4 shows the compounds A-mode (consumer behavior and satisfaction) and B-mode 
compounds (motivation). Mode A compounds are measured through factorial loads, all of which are 
above the lower limit of 0.707 marked by Carmines & Zeller (1979), except for a relative observable 
variable related to satisfaction with a load equal to 0.663, remaining in the model due to the fact 
that in the initial stages of the investigation loads lower than 0.707 are allowed, but in no case 
should they be lower than 0.4 (Hair et al., 2012). The communality of a variable shows the part of 
the observable variable explained by the construct as a whole. All communalities analyzed have 
values higher than 0.5 (50%) except for the observable variable Q13.6 regarding consumer 
behavior (43.9%). 

Through the reliability of the compounds, the internal consistency of the different observable 
variables is confirmed, establishing the degree in which they measure the same compound. 



ISSN 2039-2117 (online) 
ISSN 2039-9340 (print) 

Mediterranean Journal of  
Social Sciences 

Vol 10 No 2 
March 2019 

          

 169 

Reliability is given by the composite reliability (Werts et al., 1974), the only measure of reliability 
consistency for various authors (Dijkstra et al., 2015), which must assume values higher than 0.80 
to confirm good reliability (Nunnally, 1978). 

The convergent validity is measured through the average extracted variance (AVE), which 
must be greater than 0.5 for each of the A-mode compounds in model measurement  (Fornell et al., 
1981). This condition is met in all cases with an AVE of 0.643 for A-mode consumer behavior at 
destination and 0.805 for satisfaction. Finally, regarding reliability and validity analysis of A-mode 
compounds, it is necessary to resort to discriminant validity, showing how different a compound is 
in relation to other compounds that form the measurement model (Cepeda-Carrión et al., 2004). 
Discriminant validity can be measured through Heterotrait-Monotrait ratio (HT-MT) analysis, the 
best tool to detect lack of discriminant validity (Henseler et al., 2016). HT-MT ratio must be lower 
than 0.90 (Teo et al., 2008) or 0.85 (Kline, 2011) to establish discriminant validity, a condition 
satisfied as shown in table 4. 

Regarding B-mode compounds in the model (motivation), none of the above measures are 
applicable, so the study of these compounds is carried out through their weights (Chin, 1998): 
0.686 and 0.537 for motivations related to the development of collaborative tourism and specific 
accommodation, respectively. These weights, according to previous author, measure the 
importance of each one indicated in the formation of their compound. 

Once the reliability and validity of the measurement model has been satisfactorily analyzed, 
the structural model analysis is carried out. 
 
3.4 Structural model analysis 
 
To perform an accurate estimation of the measurement model, a bootstrap is used (Roldán et al., 
2012). In this study, a Bootstrapping of 5000 subsamples was performed, obtaining t statistic and 
the associated limit probability, where a normal distribution is not necessary, as is required for the 
case of the equation models structural factors based on covariance (CB-SEM) (Hair et al., 2017). 
The non-normality of the sample leads to non-parametric techniques, choosing to use confidence 
intervals to perform hypothesis testing, with a significance level of 5% and a tail. The results of 
hypothesis contrast are shown in table 5. 
 
Table 5. Hypothesis contrast 
 

Hypothesis Path coefficients Intervals Supported? 5% 95% 
H1:  Motivation → Consumer behavior 0.588sig 0.376 0.831 Yes 
H2:  Motivation → Satisfaction 0.357sig 0.195 0.579 Yes 

 
Source: Own elaboration 
 
Variance explained from each of the exogenous variables in relation to the endogenous variables is 
shown in Table 6, together with the predictive relevance test Q2 of Stone-Geisser. 
 
 
 
Table 6. Explained variance and predictive relevance test 
 

 R2 Q2 Coefficient Path Correlation Explained Variance (%) 
Consumer Behavior 
H1: Motivation 0.345 0.001 0.588 0.588 34.57% 

Satisfaction 
H2: Motivation 0.127 0.001 0.357 0.357 12.74 % 

 
Source: Own elaboration 



ISSN 2039-2117 (online) 
ISSN 2039-9340 (print) 

Mediterranean Journal of  
Social Sciences 

Vol 10 No 2 
March 2019 

          

 170 

Based on the data obtained in Table 5, motivation explains 34.57% of consumer behavior variability 
and 12.74% of satisfaction variability. Predictive relevance (Geisser, 1975) of each model 
compound is positive in both cases, with Q2 = 0.001 for consumer Behavior and Q2 = 0.001 for 
satisfaction. Therefore, the model is sufficiently relevant in its predictive ability, since Q2 is greater 
than 0 (Henseler et al., 2009). 

Figure 2 shows the data referring to the final model. 

 
Source: Own elaboration 
 
4. Discussion 
 
The emergence of sharing economy has involved a series of strong changes in the tourism sector. 
The appearance of the new technological platforms that provide tourist services between 
individuals in the field of transport, accommodation, gastronomy, culture, leisure, etc. has been a 
factor of disruption against the traditional tourism industry. Tourists’ motivations are changing. The 
search for more authentic experiences with greater contact with the local population and culture 
appears as a strong motivation for collaborative tourism. Understanding the motivations of tourists 
who opt for this type of tourism and its relationship with satisfaction and consumer behavior would 
allow better management and planning. 

Results obtained from the previous structural analysis show the existence of a positive 
influence of motivations on consumer behavior (H1) and motivations on the satisfaction of tourists 
in collaborative practices (H2). Both hypotheses are supported by previous studies (Chon, 1992; 
O’Leary et al., 2005; Yoon et al., 2005; Meng et al., 2008). 

The main practical application of this research is to help understand the characteristics of the 
different groups of tourists identified who are staying in tourist apartments in the city of Córdoba in 
order to know their motivations, their level of satisfaction and their behavior at destination to 
conceive tourism and cultural products that better meet their needs and, at the same time, which 
are compatible with the sustainable management of a tourist destination. 

The main limitation of this investigation is the temporary period. It would be convenient to 
extend the research to the tourist demand arriving in the city during all months of the year. Another 
limitation is that the research is only based on demand, which would make it difficult to transfer the 
results to other groups of stakeholders such as the local community or tourism companies. 
Addressing profile differences among tourist staying in hotels and those staying in tourist 
apartments in the city of Córdoba is suggested as a future line of research. 
 
References 
 
Alegre, J., Pou, L. (2006). The length of stay in the demand for tourism. Tourism Management, 27(6), 1343-

1355. DOI: 10.1016/j.tourman.2005.06.012. 



ISSN 2039-2117 (online) 
ISSN 2039-9340 (print) 

Mediterranean Journal of  
Social Sciences 

Vol 10 No 2 
March 2019 

          

 171 

Anderson, E. W., Fornell, C. (1994). Lehmann, D. R. Customer satisfaction, market share, and profitability: 
Findings from Sweden. Journal of Marketing , 58(3), 53. DOI: 10.2307/1252310. 

Andriotis, K., Agiomirgianakis, G. (2013). Market escape through exchange: Home swap as a form of non-
commercial hospitality. Current Issues in Tourism, 17(7), 576-591. DOI: 10.1080/13683500.2013.837868. 

Barclay, D., Higgins, C., Thompson, R. (1995). The partial least squares (PLS) approach to casual modeling: 
personal computer adoption and use as a 356 illustration. Technology Studies, Special Issue on Research 
Methodology, 2(2), 285-309. 

Barros, C. P., Butler, R., Correia, A. (2010). The length of stay of golf tourism: A survival analysis. Tourism 
Management, 31(1), 13-21. DOI: 10.1016/j.tourman.2009.02.010. 

Belk, R. (2014). You are what you can access: Sharing and collaborative consumption online. Journal of 
Business Research, 67(8), 1595-1600. DOI: 10.1016/j.jbusres.2013.10.001. 

Bellotti, V., Ambard, A., Turner, D., Gossmann, C., Demkova, K., Carroll, J. M. (2015). A muddle of models of 
motivation for using peer-to-peer economy systems. In Proceedings of the 33rd Annual ACM Conference 
on Human Factors in Computing Systems - CHI ’15 1085-1094. DOI: 10.1145/2702123.2702272. 

Botsman, R. (2017). Cap. 6. Reputation is everything. Even in the dark. In Who can you trust? 1st ed., 
global.penguinrandomhouse.com. 

Botsman, R., Rogers, R. (2010). Introduction: What's mine is yours. In What's mine is yours. 1st ed., 
HarperCollins e-books. EEUU, ISBN: 9780062014054. 

Carmines, E.G. y Zeller, R.A. (1979). Reliability and Validity Assessment, Sage University Paper Series on 
Quantitative Applications in the Social Sciences, 07-107, SAGE, Beverly Hills, CA. 

Cepeda-Carrión, G., Roldán-Salgueiro, J.L. (2004). Aplicando la técnica PLS en la Administracción de 
Empresas. In XIV Congreso ACEDE Conocimiento y Competitividad. Septiembre. Murcia. 

Chang, K.-C. (2012). Examining the effect of tour guide performance, tourist trust, tourist satisfaction, and flow 
experience on tourists’ shopping behavior. Asia Pacific Journal of Tourism Research, 1665 (June 2015), 
1-29. DOI: 10.1080/10941665.2012.739189. 

Chin, W.W. (1998). The partial least squares approach to structural equation modeling. In Marcoulides, G.A.: 
Modern Methods for Business Research. 1st ed., Lawrece Erlbaum Associates. Mahwah, N.J., 295-336. 

Chon, K. (1992). The role of destination image in tourism: A review and discussion. Revue de Tourisme - The 
Tourist Review, 2, 2-9. DOI: 10.1108/eb058086. 

Codagnone, C., Martens, B. (2016). Scoping the sharing economy: Origins, definitions, impact and regulatory 
issues. Institute for Prospective Technological Studies Digital Economy Working Paper 2016/01. 
JRC100369, DOI: 10.2139/ssrn.2783662. 

Cohen, B., Muñoz, P. (2016). Sharing cities and sustainable consumption and production: towards an integrated 
framework. Journal of Cleaner Production, 134, 87-97. DOI: 10.1016/j.jclepro.2015.07.133. 

Cohen, E. (1972). Toward a sociology of international tourism. Social Research, 39(1), 164-182. DOI: 
10.2307/40970087. 

Cohen, S. A., Prayag, G., Moital, M. (2014) Consumer behavior in tourism: Concepts, influences and 
opportunities. Current Issues in Tourism, 17(10), 872-909. DOI: 10.1080/13683500.2013.850064. 

Correia, A., Kozak, M., Ferradeira, J. (2013). From tourist motivations to tourist satisfaction. International 
Journal of Culture, Tourism and Hospitality Research, 7(4), 411-424. 

Cronin. J.J., Brady. M. K., Hult. T.M. (2000) Assessing the effects of quality. value. and customer satisfaction on 
consumer behavioral intentions in service environments. Journal of Retailing, 76(2), 193-218. DOI: 
10.1016/S0022-4359(00)00028-2. 

Daveiro, R., Vaughan, R. (2016). Assessing the size and presence of the collaborative economy in Europe. 1st 
ed., PWC UK., ISBN: 9789279670268. 

Decrop, A., Snelders, D. (2004). Planning the summer vacation - An adaptable process. Annals of Tourism 
Research, 31(4), 1008-1030. DOI: 10.1016/j.annals.2004.03.004. 

Dijkstra, T.K., Henseler, J. (2015). Consistent Partial Least Squares Path Modeling. MIS Quarterly, 39(2), 297-
316. 

Dredge, D., Gyimóthy, S. (2015). The collaborative economy and tourism: Critical perspectives, questionable 
claims and silenced voices. Tourism Recreation Research, 40(3), 286-302. DOI: 
10.1080/02508281.2015.1086076. 

Finn, M., Elliott-White, M., Walton, M. (2000). Tourism and leisure research methods: data collection, analysis 
and interpretation. 1st ed., Pearson Education. 

Fornell, C. (1982). A second generation of multivariate analysis: An overview. 1st ed., Praeger Publishers. New 
York, USA., 1-21. 

Fornell, C., Larcker, D.F. (1981). Evaluating structural equations models with unobservable variables and 
measurement error. Journal of Marketing Research, 18, 39-50. 

Forno, F., Garibaldi, R. (2015). Sharing economy in travel and tourism: The case of home-swapping in Italy. 
Journal of Quality Assurance in Hospitality and Tourism, 16(2), 202-220. DOI: 
10.1080/1528008X.2015.1013409. 



ISSN 2039-2117 (online) 
ISSN 2039-9340 (print) 

Mediterranean Journal of  
Social Sciences 

Vol 10 No 2 
March 2019 

          

 172 

Frenken, K. (2017). Sustainability perspectives on the sharing economy. Environmental innovation and societal 
transitions, 23 (May 2017), 1-2. DOI: 10.1016/j.eist.2017.04.004. 

Gansky, L. (2010). The Mesh: Why the future of business is sharing. 1st ed., Penguin Group. New York, USA, 
ISBN: 9781101464618. 

Geisser, S. (1975). The predictive simple reuse method with applications. Journal of the American Statistical 
Association, 70(350), 320-328. 

Gokovali, U., Bahar, O., Kozak, M. (2007). Determinants of length of stay: A practical use of survival analysis. 
Tourism Management, 28(3), 736-746. DOI: 10.1016/j.tourman.2006.05.004. 

Guttentag, D. (2015). Airbnb: disruptive innovation and the rise of an informal tourism accommodation sector. 
Current Issues in Tourism, 18(12), 1192-1217. DOI: 10.1080/13683500.2013.827159. 

Hair, J.F., Hult, G.T., Ringle, C. M., & Sarstedt, M. (2017). A primer on partial least squares structural equation 
modeling (PLS-SEM). Thousand Oak: Sage. 

Hair, J.F., Sarstedt, M., Ringle, C.M., Mena, J.A (2012). An assessment of the use of partial least squares 
structural equation modeling in marketing research. Journal of The Academy of Marketing Science, 40(3), 
414-433. 

Hardin, G. (2009). The tragedy of the commons. Journal of Natural Resources Policy Research, 1(3), 243-253. 
DOI: 10.1080/19390450903037302. 

Hawlitschek, F., Teubner, T., Gimpel, H. (2016). Understanding the sharing economy - Drivers and impediments 
for participation in peer-to-peer rental. In Proceedings of the Annual Hawaii International Conference on 
System Sciences, 2016 (March), 4782-4791. DOI: 10.1109/HICSS.2016.593. 

Henseler, J. (2017). Some inconvenient truths about PLS path modeling. In 9th International Conference on 
PLS and Related Methods (PLS’16). 17-19 June 2016. Macau, China. 

Henseler, J., Hubona, G., Ray, P.A. (2016). Using PLS path modeling in new technology research: updated 
guidelines. IMDS, 116(1), 2-20. 

Henseler, J., Ringle, C.M., Sarstedt, M. (2016). Testing measurement invariance of composites using partial 
least squares. International Marketing Review, 33(3), 405-431. 

Henseler, J., Ringle, C.M., & Sinkovics, R.R. (2009). The use of partial least squares path modeling in 
international maketing. Advances in International Marketing, 20, 277-319. 

Huurne, M., Ronteltap, A., Corten, R., Buskens, V. (2017). Antecedents of trust in the sharing economy: A 
systematic review. Journal of Consumer Behavior, 16(6), 485-498. DOI: 10.1002/cb.1667. 

Jung, J., Lee, K.-P. (2017). Curiosity or Certainty? A Qualitative, comparative analysis of couchsurfing and 
Airbnb user behaviors. Proceedings of the 2017 CHI Conference Extended Abstracts on Human Factors 
in Computing Systems - CHI EA ’17, May 06-11, 1740-1747. DOI: 10.1145/3027063.3053162. 

Kline, R.B. (2011). Principles and practice of structural equation modelling. (3rd Edition). Guildford Press. New 
York. 

Lehrer, E., Moylan, A. (2014). Embracing the peer-production economy. National Affairs, 34, 51-63. 
Long Range Planning (2012). Partial least squares: The better approach to structural equation modeling? Long 

Range Planning, (5), 312-319. 
Mahadevan, R. (2018). Examination of motivations and attitudes of peer-to-peer users in the accommodation 

sharing economy. Journal of Hospitality Marketing & Management, 27(6), 01/01/2014. DOI: 
10.1080/19368623.2018.1431994. 

Meng, F., Tepanon, Y., Uysal, M. (2008). Measuring tourist satisfaction by attribute and motivation: The case of 
a nature-based resort. Journal of Vacation Marketing, 14(1), 41-56. DOI: 10.1177/1356766707084218. 

Möhlmann, M. (2015). Collaborative consumption: Determinants of satisfaction and the likelihood of using a 
sharing economy option again. Journal of Consumer Behavior, 14(3), 193-207. DOI: 10.1002/cb.1512. 

Nadler, S. (2014). The sharing economy: What is it and where is it going? Master's thesis, 1-65. Thesis: M.B.A., 
Massachusetts Institute of Technology, Sloan School of Management, 2014. 

Nunnally, J. (1978). Psychometric theory. McGraw-Hill. New York. 
O'Leary, S., Deegan, J. (2005). Irelands image as a tourism destination in France, Attribute importance and 

performance. Journal of Travel Research, 43, 247-256. DOI: 10.1177/0047287504272025. 
Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of satisfaction decisions. Journal 

of Marketing Research, 27, 460-469. DOI: 10.2307/3150499. 
Olson, M. (1965). The Logic of Collective Action. Public Goods and the Theory of Groups. 1st ed., Harvard 

College. ISBN: 0-674-53750-5. 
Pachenkov, O., Yashina, A. (2017). When sharing economy meets digital one. Proceedings of the Internationsl 

Conference on Electronic Governance and Open Society Challenges in Eurasia - eGose ’17, 91-98, 
September, DOI: 10.1145/3129757.3129774. 

Paulauskaite, D., Powell, R., Coca-Stefaniak, J. A.,Morrison, A. M. (2017). Living like a local: Authentic tourism 
experiences and the sharing economy. International Journal of Tourism Research, 19(6), 619-628. DOI: 
10.1002/jtr.2134. 

 



ISSN 2039-2117 (online) 
ISSN 2039-9340 (print) 

Mediterranean Journal of  
Social Sciences 

Vol 10 No 2 
March 2019 

          

 173 

Phipps, M., Ozanne, L. K., Luchs, M. G., Subrahmanyan, S., Kapitan, S., Catlin, J. R.,Weaver, T. (2013). 
Understanding the inherent complexity of sustainable consumption: A social cognitive framework. Journal 
of Business Research, 66(8), 1227-1234. DOI: 10.1016/j.jbusres.2012.08.016. 

Pizam, A., Neumann, Y, Reichel, A. (1978). Dimensions of tourist satisfaction with a destination area. Annals of 
Tourism Research, 5(3), 314-322. DOI: 10.1016/0160-7383(78)90115-9. 

Rapoport, A., Chammah, A. M. (2009). Prisoner’s Dilemma. The University of Michigan Press, 264. 
Razli, I. A., Jamal, S. A., Zahari, M. S. M. (2016). Guests Motives for participation in peer to peer 

accommodation: Evidence from Malaysia. Journal of Fundamental and Applied Sciences, 10(6S), 1192-
1205. DOI: 10.3917/rai.052.0077. 

Reisch, L., Thøgersen, J. (2015). Handbook of Research on Sustainable Consumption. 1st ed., Edward Elgar 
Publishing Limited. Chltenham, UK. ISBN: 9781783471270. 

Remoaldo, P. C., Barreiro, L., Ribeiro, J. C., Santos, J. F. (2014). Does gender affect visiting a World Heritage 
Site? Visitor Studies, 17(1), 89-106. 

Riegelsberger, J., Sasse, M. A., McCarthy, J. D. (2005). The mechanics of trust: A framework for research and 
design. International Journal of Human Computer Studies, 62(3), 381-422. DOI: 
10.1016/j.ijhcs.2005.01.001. 

Roldán, J.L., & Sánchez-Franco, M.J. (2012). Variance-based structural equation modeling: guidelines for using 
partial least squares in information systems research. In: Mora, M., Gelman, O., Steenkamp, A., 
Raisinghani, M.S. (Eds.), Research Methodologies, Innovations and Philosophies in Software Systems 
Engineering and Information Systems (pp. 193-221). IGI Group, Hershey. 

Schiffman, L. G., Kanuk, L. L., Hansen, H. (2012). Consumer Behavior: A European Outlook. 1st ed., Financial 
Times Prenting Hall. ISBN: 9780273736950. 

Stokes, K., Clarence, E., Anderson, L., Rinne, A. (2014). Making sense of the Uk collaborative economy. 1st 
ed., Nesta, Collaborative Lab. Plough Place, London. September. 49. ISBN: 978-1848751576. 

Teo, T.S.H., Srivastava, S.C., Jiang, L. (2008). Trust and electronic government success: An empirical study. 
Journal of Management Information Systems, 25(3), 99-132. 

Teubner, T. (2014). Thoughts on the sharing economy. Multi conference on computer science and information 
systems. Lisboa. Portugal. 2014  

Tussyadiah, I. P. (2015). An exploratory study on drivers and deterrents of collaborative consumption in travel. 
Information and Communication Technologies in Tourism, February, DOI: 10.1007/978-3-319-14343-9. 

Tussyadiah, I. P. (2016). Factors of satisfaction and intention to use peer-to-peer accommodation. International 
Journal of Hospitality Management, 55, 70-80. DOI: 10.1016/j.ijhm.2016.03.005. 

Tussyadiah, I. P., Pesonen, J. (2016). Impacts of peer-to-peer accommodation use on travel patterns. Journal of 
Travel Research, 55(8), 1022-1040. DOI: 10.1177/0047287515608505. 

Tussyadiah, I., Zach F. (2017). Identifying salient attributes of peer-to-peer accommodation experience. Journal 
of Travel and Tourism Marketing, 34(5), 636-652. DOI: 10.1080/10548408.2016.1209153. 

Wang, X., Gu, C., Zhang, J., Zhen, F. (2009). Examining antecedents and consequences of tourist satisfaction. 
A structural modeling approach. TSINGHUA SCIENCE AND TECHNOLOGY, 14(3), 394-406. DOI: 
10.1016/S1007-0214(09)70057-4. 

Werts, C.E., Linn, R.L., Jöreskog, K.G. (1974). Interclass reliability estimates: testing structural assumptions. 
Educational and Psychological Measurement, 34, 25-33. 

Woodside, A., Dubelaar, C. (2002). A general theory of tourism consumption systems: A conceptual framework 
and an empirical exploration. Journal of Travel Research, 41(2), 120-132. DOI: 
10.1177/004728702237412. 

Yoon, Y, Uysal, M. (2005). An examination of the effects of motivation and satisfaction on destination loyalty: a 
structural model. Tourism Management, 26, 45-56. DOI: 10.1016/j.tourman.2003.08.016. 

Yuksel. A., Yuksel. F., Bilim. Y. (2009). Destination attachment: Effects on custumer satisfaction and cognitive. 
affective and conative loyalty. Tourism Management, 31(2), 274-284. DOI: 
10.1016/j.tourman.2009.03.007.


