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ABSTRACT

The non- traditional lodging sector, known as peer to peer (P2P) accommodation, has shown a strong
growth and has transformed the hospitality field into a more competitive industry. As an emerging
phenomenon, this type of lodging has attracted various attentions and catalysed a vibrant discussion among
scholars. Thus, this study aims to explore further by examining the effect of guest perceived value
attributes and the effect of co-creation experience on the relationship between guest perceived value and
satisfaction from a service-dominant logic perspective that take place in P2P accommodation setting. The
attributes of perceived value consist of functional, value for money, emotional and novelty value. Co-
creation was characterized using two criteria, physical participation and situational mental interest of the
guest which may influence their assessment of satisfaction. The partial least squares (PLS) technique was
used to examine the direct relationship and PLS-MGA was used to demonstrate the moderation effect. This
study hypothesized that guest perceived value attributes influence guest satisfaction and the relationship
will be stronger if the level of co-creation is higher and vice versa. A total of 420 responses, Malaysians,
age 18 and above, who have stayed in any P2P accommodation were collected via online questionnaire.
The result confirms that guest perceived value is an effective predictor of guest satisfaction and indicated
that level co-creation significantly affected guest satisfaction in this non-traditional lodging. The evidences
seem to highlight the importance of hosts in prioritizing guest experience by maximizing the engagement
and interest of the guest which will lead to higher guest satisfaction.
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different kind of experiences. This is evident when
demand is changing from conventional business to
consumer (B2C) to transactions into peer to peer (P2P)
which causes the emergence of the non-traditional
accommodation platforms such as Airbnb [8], [9]. These

1. INTRODUCTION

In recent years, the growing use of technology and
behavioral changes in people have transformed the
emphasis from good and services to the experience
economy [1] and experience co-creation [2]. Tourism and
the hospitality industry are one of the sectors that adapts
to this rapid shift owing to its service-oriented essence
and experiential nature [3]-[5]. It is widely known that
this industry encourages people to actively participate in
designing and construction of their own experience [6],
[7]. Empowered by the internet and technologies, people
have become more knowledgeable and are searching for

platforms have received a massive attention from
researchers centered in motivation and legal aspects [10],
[11] but there is still gaps in understanding the attribute
of perceived value [12], [13] and co-creation of value in
this platform [14]-[16] as how value is formed, assessed
and captured is deemed as a complex process [17], [18].
However, it is essential to understand the values
perceived by the guest in this context as it is a necessary
part of succeeding. For the purpose of this study, 4
attributes were included in guest perceived value and co-
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creation is operationalized as the customer’s mental and
physical participation in the experience-creation process.

2. OBJECTIVE

This study has two objectives: (1) to disclose the direct
effect of guest perceived value with guest satisfaction
and. (2) to examine the role of co-creation as a
moderating variable in guest perceive value-satisfaction
relationship in P2P accommodation. Numerous studies
have clearly specified that there is a relationship
between guest’s perceived value and satisfaction [19]-
[22]. Researchers identified the advantages of
customer participation for an establishment in terms of
increasing customer satisfaction [23], [24].It has
conclusively been shown that customers who involve
in self-production have the tendency to positively bias
towards their evaluations of an outcome or an input
product [25]. Although these studies reported many
interesting results, little work has examined on the
specific nature of the guest’s active versus passive
role. In particular, the effect of these roles between
guest perceived value and satisfaction remains
unexplored. Thus, guest participation in creating value
which is also known as co-creation, will accordingly
be explored and tested as a moderator for the
perceived value-satisfaction relationship in the current
study.

3. LITERATURE REVIEW

3.1 Guest perceived value attributes and guest
satisfaction

Perceived value has been conceptualised by scholars in
the same way- a trade-off between benefits or what the
consumer receives and sacrifices or what the consumer
gives up [26], [27]. Initially, researchers agreed that
perceived value were only focused on one-dimensional
way by measuring perceived value using three items (e.g.
‘paid a reasonable price’) [28], [29]. Years later,
researchers uncovered that there were possibilities for
perceived value to be measured using multi-dimensional
method as customer choice is constructed from various
value observations [30], [31]. Thus, researchers have
identified different dimensions of perceived value in their
studies such as reputation, quality, behavioural price,
monetary price, and emotional response [31] In P2P
accommodation, literatures on perceived value is seems
to be quite fragmented, with various viewpoints
supported and no broadly recognized way of bringing
them together to relate them to the P2P accommodation
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settings [32]. [33] Conceptualized perceived value to
guest as a context-dependent, which is based on factors
associated with the used of the sharing economy such as
perceived benefits and risks. [34] Extracted four
attributes in guest perceived value in Airbnb, inclusive of
economic, functional, emotional and symbolic, which
reflects a shift in customer preference. A more multi-
dimensional approach, using PERVAL scale [35] with
additional of novelty value was proposed [14]. The scale
able to demonstrate that guest evaluates the P2P
accommodation services in every term such as
functional, value for money, enjoyment, pleasure and
novelty. Thus, this study adopts these attributes to
measure perceived value in P2P accommodation. Guest
satisfaction has been found to be a significant
determinant in guests’ post-purchase behaviour,
including return intention and positive word of mouth
[36]. It is defined as the extent of overall pleasure or
contentment felt by the guest, resulting from the ability
of the organization to fulfil the guest’s desires,
expectations and needs in relation to their stay [37]. In
P2P accommodation, if the experience at the
accommodation meets guests’ desires or expectations
then the guests may feel satisfied, which may lead to
revisiting or recommending it to others. Satisfaction with
P2P accommodation experience is the function of
satisfaction with each attribute. Therefore, the
relationship between perceived value and satisfaction are
hypothesized as follows:
H1: Guest perceived value attributes influence guest
satisfaction in P2P accommodation.

Hla: There is a significant relationship between

functional value and guest satisfaction in P2P

accommodation.

H1b: There is a significant relationship between

value for money and guest satisfaction in P2P

accommodation.

Hlc: There is a significant relationship between

emotional value and guest satisfaction in P2P

accommodation.

H1d: There is a significant relationship between

novelty value and guest satisfaction in P2P

accommodation.

3.2  Moderating Role of Co-creation
Experience

It is pivotal for an organization to create experiences as
this is considered to be the most advanced form of offer
in creating value [38]. Creating experiences is different
in comparison to offering economics benefits to the guest
as, experiences are perceived to be more personal and it
may only occur in a mind of a person who has
participated at an emotional, physical, intellectual or
even spiritual level. Looking at the belief that value is
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created by both the organizations and customers, P2P
accommodation has started to encourage the
collaboration of guests in co- creation of their own
experiences to ensure experiences more related to their
guests’ needs. This value co creation occurs in
environments where guests and hosts interact and
become integrators [39] of their own ‘operand’ and
‘operant’ resources, Which in turn, generates experiences
and value [40], [41].
Customer who has a greater desire for participation also
desires a higher level of engagement in both interaction
and brand community involvement [42], [43]. During
this time, the guest plays an active role in managing the
relationship, by voluntarily collaborating with the host
and by actively participating in value co-creation such as
attending Malay wedding or hiking at a scenic waterfall.
Other than participation, co-creation experience also
involves the interest of the guest. It can also be described
as the liking and willful engagement of a cognitive
activity that can be shown in several ways, such as the
active engagement, attention paid or learning achieved by
the guest [44]. This includes activities such as learning
how to paint batik at batik painting workshop, make local
cuisines or photo experience with local photographer
[45]. This discussion clearly specifies that level of co
creation experience moderates the relationship between
guest perceived value and satisfaction. Considering the
importance of having satisfied guest, the literature has
emphasized a considerable amount of attention in value
co-creation experience as guests who participate in
creating value are shown to be more satisfied than
passive guests [5], [25], [46]. Other studies confirms the
existence that there is a positive relationship between
tourists’ satisfaction with co-creation and their overall
satisfaction with the vacation experience [47], [5] agreed
that level of co-creation as a function of interest and
physical participation can be a moderating variables in
the consumption processes. Accordingly, the following
hypotheses are formulated as follows:
H2: Level of co-creation moderates the relationship
between guest perceived value and their satisfaction in
P2P accommodation.

H2a: Level of co-creation moderates the

relationship between guest functional value and

their satisfaction in P2P accommodation.

H2b: Level of co-creation moderates the

relationship between guest value for money and

their satisfaction in P2P accommodation.

H2c: Level of co-creation moderates the

relationship between guest emotional value and

their satisfaction in P2P accommodation.

H2d: Level of co-creation moderates the

relationship between guest novelty value and their

satisfaction in P2P accommaodation.
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Figure 1: Conceptual model of guest perceived value
and satisfaction in P2P accommodation

4. METHODOLOGY

4.1 Data collection process

Malaysians, age 18 and above, and have stayed in P2P
accommodation namely Airbnb and HomeAway were
selected as the target population in this study. These two
P2P accommodations were selected as both are online
short-term rentals located in Malaysia, have the same
method of operations, distributed through sharing
economy, had the most reservations by guests and
highest listings by the hosts in Malaysia [48]. An online
non- probability convenience sampling approach was
applied as such sampling procedure has also been used in
other P2P accommodation and consumer behaviour
studies [9], [49]. Respondents were recruited via travel-
related Facebook groups. An invitation message was sent
to P2P accommodation hosts which requested them to
invite their guests to fill in the self-administered online
questionnaire using Google Doc application. Items are
measured using a seven-point Likert-type scale, where 1
indicates strongly disagree and 7 indicates strongly agree.
Respondents took approximately 20-25 minutes to
complete the questionnaire. All measurement items were
reviewed for face and content validity by 5 experts from
the field as recommended by [50]. Data were collected
from different sources to avoid the possibility of the
research sample bias.
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4.2 Data analysis procedure

Partial Least Square- Structural Equation Modelling
(PLS-SEM) was carried out using SmartPLS Version 3
software in order to examine the model and conduct the
Partial Least Square- Multi Group Analysis (PLS-MGA)
analysis. This software is used extensively in second-
generation multivariate analysis technique by the
researchers with the aim to examine the path
relationships among the latent variables within a
structural equation model [51], [52]. PLS-SEM is deem
appropriate for this research in comparison with
covariance-based techniques because it is best suited for
the exploratory context in which this study attempt to
explore the moderation effect that co creation has on the
proposed model rather than confirming an established
theory. In addition, by using PLS-SEM, measurement
error can be avoided and it can reduce estimated
relationship thus improving the relevance of the theories
[53], [54]. It is a suitable methodology for conducting
PLS-MGA to achieve the objective of this study; to
examine the differences moderating effect of co-creation
in a value-satisfaction relationship.

5. RESULT

51 Respondent profile

Of the respondents, majority guest were female with
56%, 41% are from the age group of 26 to 35 years,
dominated by Malay race 35.5% with an undergraduate
certification make up the largest group of respondents
with 58.3% and 35% were self-employed. In term of
their recent experience with P2P accommaodation, 56.9%
have used P2P accommodation more than once, 48.1 %
stayed one to three nights and 72.4 % came with the
purpose of vacation. 83.8% prefer to accommodate the
whole place in comparison with 4.5% stayed in a private
room and a small number or 1.7% of the guests stayed in
a sha'ed room.

5.2 Measurement model assessment

The PLS-SEM result analysis involves two-stages of
reporting. Prior to examining the structural model, the
validity and reliability of the measurement model needs
to be established. The assessment of the validity and
reliability of the measurement model involves (1)
composite reliability, (2) convergent validity and (3)
discriminant validity. All constructs in the overall model
satisfy the requirements for composite reliability (CR)
and Cronbach alpha greater than 0.70 [55]. Acceptable
convergent validity and discriminant validity, whereby
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each loading is greater than 0.50, average variance
extracted (AVE) is greater than 0.50 and square root of
AVE is greater than each correlation coefficient, are all
achieved, as shown in Table 1 and Table 2 [56]. The
discriminant validity was established if the HTMT ratio
for two constructs was below 0.85 (a more conservative
threshold value) or 0.90 [57]. The validity and reliability
of the measurement model was established before
proceeding further to the PLS-MGA.

Table 1: Overall convergent validity

VA Indicators | OL CR AVE CA
Variable
PV1 0.732
Functional Pv2 0.860
Value PV3 0.747 0.914%** | 0.641*** | 0.887***
(FV) PV4 0.819
PV5 0.823
PV6 0.815
VFM2 0.845
Value For
Money VEMS 0.730 | gggewr | 0.606%** | 0.836%%*
(VFM) VEM5 0.814
VFM6 0.796
EV2 0.771
Emotional EV3 0.744
Value EV4 0.683 | 0.843*** | (0.519*** | Q.771***
(EV) EV5 0.691
EV7 0.709
NV2 0.702
Novelty NV4 0.752
Value NVS 0697 | ) gggws | 0562+ | 0.836%+
(NV) NV6 0.696
NV7 0.783
NV8 0.812
SAT1 0.718
SAT2 0.812
Satisfac. SATS 0.69
(SAT) SAT4 0.692 | 0.861*** | 0.541*** | 0.869***
SAT5 0.755
SAT6 0.757
SAT7 0.809

Table 2 : Overall discriminant validity

EV FV NV SAT VEM
EV 0.721
FV 0.601 | 0.801
NV 0.671 | 0.665 | 0.742
SAT 0.631 | 0.585 | 0.677 | 0.750
VFM | 0.711 | 0.704 | 0.643 | 0.623 | 0.788

5.3 Structural model assessment and PLS-
MGA result

Bootstrapping was used to determine whether path
relationships are significant or not. Bootstrap sub-
samples with 5,000 cases were created to allow the
procedure to estimate the model for each subsample [51].
The t-values for each path relationship and decision to
hypothetical testing are shown in Table 3. The structural
model was examined based on the collinearity
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assessment, path coefficient significance, and the
coefficient of determination (R? value). The Variance
Inflation Factor (VIF) was used by researcher in an
attempt to examine the collinearity issue. This study's

Table 3: Path Coefficient
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results confirmed that there is no multicollinearity issue
for the models as the VIF values were lower than 5 [52].
The results of the path coefficient and R? value are
presented in Table 3.

Path Analysis Path Coeff. T Stats. P Values | Results
H1 Guest Perceived Value -> Sat 0.721 12.697 0.000 Supp.
Hla Functional Value -> Sat 0.723 10.676 0.000 Supp.
H1lb Value For Money -> Sat 0.201 10.944 0.000 Supp.
Hlc Emotional Value -> Sat 0.240 8.200 0.000 Supp.
H1d Novelty Value -> Sat 0.228 10.809 0.000 Supp.

In order to investigate the impact of moderators towards
the independent variable’s relationship with dependent
variables, the PLS-MGA was adopted. PLS-MGA is the
most common type of analysis used to address
differences between groups of respondents [58]. The
moderator examined in the present study was
discreate/categorical in nature (level of co-creation, high
vs low) and the predictors were measure using formative
indicators. Therefore, PLS-MGA is more appropriate
than the interaction effect approach.

The sample was split into groups (subsamples) and the
path relationship of exogenous/ independent variable(s)
were regressed with endogenous/dependent variable (s)
using one subsample at a time. This allowed for each

Table 4: Multi-Group Analysis Comparison Test Result

model to be deemed acceptable (or unacceptable) with
regard to the measurement model. As aforementioned,
the specific moderating effect under consideration was
co-creation. Owing to the fact that the moderating
variable (co-creation) was categorical, the overall sample
was split into two groups: one of a high- level and one of
a low-level group. This was accomplished by examining
the distribution of the scale and then assigning
individuals to the low group (label as 1) if the
respondent’s mean score was less than or equal to 5.52
(SD=0.79), otherwise, respondents would be assigned to
the high group [5]. Out of 420 respondents, almost 55%
were identified as high level of co creation participants
(n=230, 55%), while the remaining half were considered
low level of co creation participants (n=190, 45%).

Level of Co Creation
Relationship | Low Level (BL) SE HiLQ)h Level SE p-value Hyp.
GPV-> SAT | 0.857 0.143 | 10.646 0.105 0.000 H5: BH >
BL
FV->SAT 0.134** 0.124 | 0.337* 0.087 0.003 H5a : BH >
BL
VFM->SAT | 0.216* 0.152 | 0.375* 0.121 0.000 H5b : BH >
BL
EM-> SAT 0. 186** 0.151 | 0.205* 0.221 0.001 H5c : BH >
BL
NV->SAT 0.157** 0.117 | 0.435* 0.116 0.000 H5d : BH >
BL
R? (SAT) 0.516 0.531
Notes:
1. *p<0.001, **p<0.05, ***p<0.1
2. GPV = Guest Perceived Value, SAT = Satisfaction, FV = Functional Value, VFM= Value for Money, EM=

Emotional Value, NV= Novelty Value.

The result in Table 4 reveals that co-creation has a
significant impact and has been considered a
moderating factor in the relationship between guests
perceived value attributes and guest satisfaction.
Collectively, the level of co-creation moderates the effect
between the guest perceived value and satisfaction, such

that the effect is stronger for the high level co-creation
group (34=10.646 t= 0.043) relative to the low level co
creation group (B.= 0.857 t= 11.811). Individually, the
relationship between each of the perceived value
attributes (functional value, value for money, emotional
value and novelty value) and guest satisfaction was
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significant and it was moderated by the level of co-
creation, with the highest value of novelty value to
satisfaction with (By= 0.435 t= 0.032). In terms of R?,
guest satisfaction in P2P accommodation was slightly
higher with a guest who experienced a higher level of co-
creation (R%= 53.1%) relative to a guest who experienced
a lower level of co-creation (R?=51.6%).This small
difference indicates that guest may have sought related
information via the web in the case where a host failed to
embed co-creation. Yet they still enjoyed their P2P
accommodation experience. Therefore, perceived value
is a stronger predictor of satisfaction for those who are
exposed to a higher level of co-creation (mentally and
physically) in the P2P accommodation experience. Table
4 shows the comparison of path coefficients between
high and low level co- creation experience groups.

6. DISCUSSION/CONCLUSION

Previous studies have identified the importance of
perceived value in ensuring guest satisfaction which is
the powerful drives for guest loyalty [59], [60]. This
study successfully discloses the direct effect of guest
satisfaction with guest perceived value and its indirect
effect through the moderation role of level of co-creation.
Study on perceived value has been widely discussed by
tourism scholars [6], [61]. However, scant empirical
studies have investigated perceived value in the context
of a sharing economy in general and P2P accommodation
in particular. Therefore, this study reveals that the
relationship between how guest perceived the value of
P2P accommodation makes a significant contribution on
their satisfaction. This is consistent with other studies
whereby perceived value, which is created based on the
image or perception of the product in the guest’ mind,
directly influences guest satisfaction based on how the
guest perceived the value of services provided [62]-[64].
Alternatively stated, if the guest perceived values are
increased, guests will feel more satisfied with the service
rendered. All four perceived value attributes namely,
functional value, emotional value, novelty value, and
value for money shows a strong significant effect which
widen our understanding on the contribution of each
perceived value attributes towards guest satisfaction.

Next, this study successfully emphasized the importance
of encouraging the guest to engage in co-creating the
value. Experience and value co-creation can occur in
environments in which the guests and hosts interact and
become integrators [40], [41], [65] such as making a
room reservation, inquiring about information regarding
the location of the accommodation [15]. Based on the
finding, it is recommended to consider how host can get
the guest involved both before and after the guest’s stay
in order to enhance interest and participation. As a result
to the aforementioned suggestion, it is expected that the
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guest perceived value should increase with a concomitant
increase in satisfaction. This research-based suggestion
should not be limited to merely the P2P accommodation
sector. It also has broader application for marketing and
public relations field from other tourism and hospitality
sectors (e.g., destination marketing organizations, hotels,
or restaurants). In these aforesaid sectors, co-creation
strategies would surely enhance the tourist/guest
experience. Value of host-guest co-creation can be
increased, for example, when social contact and a host-
guest familiarization process begins at the pre-stay or
pre-dine stage [38].
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