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Abstract Due to fierce market competition and COVID—19, it becomes increasingly important for
sharing economic platform companies to develop a long—term relationship with customers. In this
regard, this study explores the mechanism of customer’s repurchase decision making in the context of
Airbnb. This study posits customer satisfaction and brand image as the key factors in forming
customer’s repurchase intention toward Airbnb. It also investigates the effects of price fairness,
authentic experience, enjoyment, Airbnb trust and host trust on customer's repurchase intention. This
study validated the research hypothesis with 154 customers using Airbnb. The analysis results showed
that both customer satisfaction and brand image have a significant impact on repurchase intention and
explain 62.0% of its variance. Enjoyment, true experience, and Airbnb trust had significant effects on
customer satisfaction, while price fairness and host trust had no significant impact on it. The results
revealed that price fairness, authentic experience, enjoyment, and Airbnb trust are significantly
associated with brand image, while host trust is not significantly related to it. The results of this study
are expected to provide academic and practical implications by enhancing the understanding of
customer's repurchasing decision in the context of sharing economic platform.
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Table 1. Profile of Respondents

 EE 93

Item Fre. Per.(%)

Less than 30 59 38.3

Age 31—-40 63 40.9

More than 40 32 20.8

Less than 1 mil. 2 1.3

1-2 mil. 10 6.5

Average 2-3 mil. 35 22.7

Income 3-5 hours 46 29.9

5—7 hours 31 20.1

More than 7 mil. 30 19.5

4.2 A=74d £4
BT mye) ME B A% 4FS A
=

AZS el 82 AA 2k, Cronbach’s alpha ¥de=3
ARSI 221 AA] ghol 0.60 o]Ad
o k= J’/} Table 3ol ANA3FGI0] 821 AA k2

Aoz HEF 0.70
Cronbach’s alpha a2 0.70 o]Ao
1o, Table 20 & FHES A
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Table 2. List of Model Constructs and Reliability Test

Stan. Fac. i
Construct Item Mean Dev. Load. AVE
REP1 5.05 1.140 .940
Repeat REP2 517 | 1.125 | .935 | .916
Purchase
REP3 4.77 1.180 901

SAT1 4.64 1.083 .900
SAT2 4.86 1.087 917 .890
SATS3 4.82 1.051 .899

Customer
Satisfaction

BIM1 466 | 1.145 | .810
Brand BIM2 455 | 1.253 | .858 o
Image BIM3 424 | 1242 | 855

BIM4 453 | 1.315 | .903
PRF1 452 | 1189 | .937
F;ﬁfeess PRF2 460 | 1.218 | .951 | .941
PRF3 454 | 1.194 | .949
AME1 479 | 1.203 | .855
Authentic AME2 499 | 1129 | .881 0

Experience AME3 516 | 1.205 | .874

AME4 4.86 1.174 .859
ENT1 4.96 1.041 .928
Enjoyment ENT2 5.04 1.084 .936 918
ENT3 5.19 1.184 918
AITR1 3.94 1.403 .878
AITR2 4.41 1.219 .934
Airbnb Trust .946
AITR3 4.38 1.248 .954
AITR4 4.36 1.256 .956
HOTR1 4.23 1.220 .920
HOTR2 4.26 1.198 .935
Host Trust .953
HOTR3 4.23 1.239 .949

HOTR4 4.19 1.232 941

4.2 371 &4 A3

Table 3. Effects of Antecedents on Repeat Purchase

t— p— . 9
Cause ﬂ value value VIF Adj. R
Customer 508 | 7112 | .000 | 2.030
Satisfaction
620
Brand 340 | 4749 | .000 | 2.030
Image

ARFeE A 7S ASa] S8 39 s 28
SFAct A A, Airbnbell W3k w3} o] ] %] 7} Airbnb
A o) skt A Jes Fdekalth
Table 39 YEFH A3} 7o), Airbnb 20l o] =0l o]
3 w3 B p<0.0010% AR 0w o),
Ak At L Airbnbell thet S % 4k 62%
S AEIth Tk AT ByolA] 8R1E 1t v 34

) EAE SRe7] A VIF ke AR ke B4
Az W 5 olake] ke WY] whEe] TE BHA
DA FAZL JEA ek

)& 0 7 Table 415 Airbnbol] T3k wHel] A3}
Q9159 9k A HE It} Airbnboll thek v
238 ePgAS F=42.333 (p<0.05) 22 FAX o= f2]
3h2Ach. Airbnbell tlgh ThSoll = SA4R, WA 49,
Airbnb 212]3= ol st &S nIHAT 714 T2
TAE AERE ogh GRS mAA] efdrk aelE 89l

Table 4. Effects of Antecedents on Customer
Satisfaction
Cause g | v femvaAu by g R

Price Fairness 127 1.900 .059 1.604

eiig?:;icce 309 | 4.199 | .000 | 1.951
Enjoyment 282 3.699 .000 2.085 -589
Airbnb trust 260 | 2.898 | .004 | 2.889
Host trust —.027 —.305 761 2.889
L. 02 Table 59 S74&, XA Ad, 714 &

A Airbnb A&, 32E A7} Airbnbol] 3k o]v]
Al UW—E g ARl HAs oju|x)i= 714
d, 7%, Airbnb 1=l S 7]
o= 908 kS 1)) A k)
Airbnbell & oluxle] @I wE ey

[e]
F=75.337(P<0.01)°] L, Airbnbol] gt A5 Ak
75.337%% AAg3l3it).

Table 5. Effects of Antecedents on Brand Image

Cause B t—value | p—value VIF Adj. R?
Price Fairness 222 4.019 .000 1.604
Authentic 235 | 3.859 | .000 | 1.951
experience
. P . . 718
Enjoyment 278 4.413 .000 2.085
Airbnb trust .249 3.354 .001 2.889
Host trust .094 1.260 .209 2.889

ooz 712 244, A3 48, 2%, Airbnb
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Fig. 2. Crawling Results
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