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Community Authenticity Experience of Shared Accommo-
dation Consumers

Haiming CHEN'" | Mengting DENG' | Yiyu CHEN’ | Xuejuan KONG' , Shaoling GUO', Jiaxin SHEN' | Zihao LIN'
Tourism and Historical Culture College of Zhaoqing University, Zhaoqging 526000, China; 2. Music College of Zhaoqging University, Zhaoqing 526000, China

Abstract By constructing a research framework of theoretical concepts such as leisure involvement, authenticity experience, place attachment, and will-
ingness to revisit, the aim is to explore the authenticity experience and its influencing mechanisms in shared accommodation consumption. Research data
are collected by using questionnaire survey method, and statistical analysis of data is conducted using SPSS 21.0. Research has found that leisure involve-
ment has a significant positive impact on authenticity experience, place attachment, and willingness to revisit; authenticity experience has a significant
positive impact on place attachment and willingness to revisit; place attachment has a significant positive impact on willingness to revisit. Therefore,
shared accommodation owners need to strengthen the editing and publishing of leisure strategies on we media to enhance customers’ sense of leisure in-
volvement ; pay attention to enhancing the local authentic cultural experience of tenants, in order to increase their sense of attachment to the place and

thereby enhance their willingness to stay.
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With the development and innovation of the sharing economy
in various traditional economic fields, the sharing economy model
has also been applied to the accommodation industry, forming a
new form of accommodation industry, namely shared accommoda-
tion. This business model achieves efficient matching between idle
housing resources of landlords and short-term personalized accom-
modation needs of tenants through internet platforms, and reduces
resource mismatch caused by information asymmetry between sup-
ply and demand sides. At present, it has become a new form of
accommodation in China’s modern accommodation industry and is
increasingly favored by customers, with a higher market share.

The booming development of the shared accommodation in-
dustry has injected new vitality into China’s modern accommoda-
tion industry, promoted the restructuring of the modern accommo-
dation industry, and impelled the transformation and upgrading of
traditional accommodation services to personalized non-standard
accommodation formats. Previous research on shared accommoda-
tion has mainly focused on the relationship between authenticity,
perceived value and loyalty, satisfaction. There is a relative lack
of research on authenticity, leisure involvement, and place attach-
ment. In this paper, taking shared accommodation communities as
the research object, and constructing a relationship model between
leisure involvement, authenticity experience, place attachment,
and willingness to revisit, the relationship between them is ex-

plored, and research on the psychology and emotional experience
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of shared accommodation consumption is enriched.

1 Literature review

1.1 Shared accommodation Shared accommodation is a new
business model of the sharing economy in the modern accommoda-
tion service market. It refers to the process in which individuals or
organizations use online short-term rental internet platforms to in-
tegrate accommodation resources, improve information matching
efficiency and idle housing utilization, and achieve multi-party
sharing of benefits'"!. Shared accommodation is mainly based on a
three-way interaction model of " platform — service provider — cus-
tomer" . Service providers use idle housing resources on third-par-
ty online platforms to exchange for economic benefits, while cus-
tomers pay to choose accommodation spaces that match their indi-
vidual needs from the platform'”’.

Shared accommodation has different characteristics from tra-
ditional accommodation. One is that the spatial geography and
product services of shared accommodation is diversified. The sec-
ond is that the shared accommodation platform is represented by
the online travel agency platform. Served as a third-party interme-
diary connecting the host and guests, it achieves direct process
matching between idle housing and tenants’.

1.2 Leisure involvement The theory of involvement was first
proposed by American scholars Sherif and Cantril in the field of
social psychology in 1947, In the 1980s, involvement theory
began to be applied in the fields of leisure and tourism, becoming
an important tool for understanding leisure behavior. Foreign
scholar Havitz"™' believed that leisure involvement is a psychologi-
cal state in which an individual’s motivation and interest in leisure

activities, leisure destinations, or related facilities are awakened
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at a certain time point, manifested as the level of pleasure and
self-expression obtained in leisure activities. Leisure involvement
is divided into three dimensions: pleasure, symbolism, and impor-
tance. Domestic scholars Wang Kun et al. '’ explored the rela-
tionship between tourist involvement and place attachment based
on the concept of involvement, and found that tourist involvement
has a significant impact on place attachment.

1.3  Authenticity experience The term authenticity comes
from two words in Greek and Latin, one is "authoritative" and the
other is " originating" . Authenticity can generally be divided
into three dimensions: objectivist authenticity, postmodern au-
thenticity, and constructivist authenticity ®’.

1.4 Place attachment Place attachment is a concept in the
study of sense of place, which refers to the emotional connection
between an individual and a specific place, namely the
individual’s psychological preference for staying in that specific
place, as well as the psychological feeling of comfort, relaxation,

©J Place attachment can be briefly summarized as an

and peace
individual’s identification and sense of belonging to both habitual
and non habitual environments'"’’. Williams et al. """ found that
when individuals engage in activities in specific places, they natu-
rally develop a dependence and attachment to the spatial environ-
ment in which they exist, with a focus on the special emotional re-
lationships between people and places. In the context of tourism
communities, " attachment" emphasizes the relationship between
the community and local residents. Specifically, it is a special
emotional relationship based on physical environment and social
connections, with emotion and meaning as key elements, closely
related to the emotion and values of society'"’.

1.5 Revisit intention Foreign scholar Baker'"’ found that the
willingness to revisit is a possibility for tourists to return to the
destination and participate in activities again. Through a survey of
the recreational population in Zhongshan Cemetery, Zhang Fang-
fang'"" found that place attachment has a significant impact on the

important decisions of recreational visitors.

2 Research hypothesis

The study by Lu et al. '™’

showed that high levels of involve-
ment are related to the image of tourism destination. Individuals in
a state of leisure involvement have a high degree of focus and en-
gagement, making it easy to experience authentic feelings and ex-
periences, thereby deepening their love for shared accommodation
products. At the same time, authenticity experience can further
enhance an individual’s leisure involvement state. Therefore, the
following assumptions are proposed :

H1: leisure involvement has positive impact on authenticity
experience.

Wang Kun et al. "' have pointed out that involvement can af-
fect the tourists” degree of place attachment to a tourist destina-
tion. Specifically, importance involvement has a significant posi-

tive impact on place attachment, and symbolic involvement and

joyful involvement are also similar. The higher the level of leisure
involvement , the higher the tenants” degree of attachment to shared
accommodation, and vice versa. Therefore, the hypothesis is
proposed ;

H2. leisure involvement has positive impact on place
attachment.

The research results of Li Hengyun et al. "'* indicate that im-
portance involvement and pleasure involvement have a positive im-
pact on tourists’ behavioral intention. In the study of ecological
leisure farms, Zhang Jingchu et al. found that tourists continuous-
ly engage in leisure activities for a long time, thereby gaining leis-
ure benefits and improving revisit and recommendation rates'"”".
The higher the level of involvement of consumers, the higher their
loyalty and revisit willingness to shared accommodation products.
Therefore, the hypothesis is proposed:

H3. leisure involvement has positive impact on the willing-
ness to revisit.

Kolar et al. conducted research from the perspective of au-
thenticity experience and pointed out that when tourists develop
authenticity perception in tourism destinations, they often associ-
ate their emotions with the destination. This emotional and cogni-
tive connection to the destination is called place attachment. Em-
pirical research by Yu Yifeng shows that cultural authenticity per-
ception has a related impact on place attachment'™ . The higher
the level of authenticity experience, the higher the attachment of
the tenants to the place. Therefore, the hypothesis is proposed:

H4: authenticity positively affects place attachment.

Xu Wei et al. "™ concluded that the authenticity experience
of tourists affects their loyalty. Tan Yanhan'®' found that authen-
ticity experience has a positive impact on tourist loyalty. The high-
er the degree of authenticity experience, the higher the willingness
of tenants to move back into shared accommodation, and vice ver-
sa. Therefore, it can be assumed that;

HS . authenticity experience has a positive impact on the will-
ingness to revisit.

George confirmed that tourist’s level of attachment to a place
directly affects their willingness to revisit. Jiang Chune et al. con-
cluded that the higher the tenants’ degree of attachment to shared
accommodation, the higher their willingness to move in again, and
vice versa 2. Therefore, it can be assumed that :

H6: place attachment positively affects the willingness to revisit.

3 Research methods and data collection
3.1 Questionnaire design The questionnaire design is based
on relevant conceptual scales. The measurement variables include
leisure involvement, authenticity experience, place attachment,
and revisit intention, totaling four variables and 33 items. In this
paper, Likert’s 7-level measurement method is used.

The variable of leisure involvement and its three dimensions

l [22]

mainly refer to the scale of Li Qun et a , which includes three

dimensions ; importance, pleasure, and symbolism. The variable
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of authenticity experience refers to the scale of Pan Tao'®", which
includes two dimensions: object authenticity experience and exist-
ence authenticity experience. The variable of place attachment
mainly refers to the research scale of Liu Rui”™' which includes
dimensions of place dependence and place identity. The variable
of revisit intention refers to the scales of Xu Wei'” and Liu
Rui*" s

ommendation intention" .

including two aspects: "repeat consumption" and " rec-

The basic

information of the respondents in the questionnaire includes gen-

3.2 Distribution and collection of questionnaires

der, age, education level, occupation, average monthly income
level,, marital status, and residence time. The method of this sur-
vey is to distribute the questionnaire online. The questionnaire is
created through QuestionStar software, and distributed and collect-
ed on platforms such as WeChat and the Little Red Book. Finally,
the data are exported using QuestionStar. The investigation period
was from October 20 to December 30, 2022.

A total of 395 questionnaires were collected in this survey.
During the data collection process, questionnaires with too short
answer, consistent option, and illogical answer were excluded.
After excluding the unqualified questionnaires, a total of 300
questionnaires were collected, with an effective response rate of
75.9% . The questionnaire data was analyzed and processed using
SPSS 21. 0, and descriptive statistical analysis and regression

analysis were conducted based on the data processing results.

4 Questionnaire data analysis
4.1 Descriptive analysis According to the questionnaire sam-
ple statistics, there are 138 males, accounting for 45. 8% , and
163 females, accounting for 54. 2% . There are 17 respondents
aged 20 and below, accounting for 5. 6% , 173 respondents aged
21 -29, accounting for 57. 7% , 81 respondents aged 30 -39, ac-
counting for 27.0% , 29 respondents aged 40 —49, accounting for
9.7% , and no respondents aged 50 or above. In terms of educa-
tion level, there are 2 respondents from junior high school or be-
low, accounting for 0. 7% , 35 respondents from high school or vo-
cational school, accounting for 11.7% , 79 respondents from col-
lege or vocational school, accounting for 26.3% , 158 respondents
from undergraduate school, accounting for 52. 7% , and 26 re-

spondents from master’s degree or above, accounting for 8. 7% . In

terms of professions, there are 16 civil servants, accounting for
5.3% , 32 employees in public institutions, accounting for
10.7% , 72 employees in enterprises, accounting for 24% , 38
freelancers, accounting for 12.7% , 28 individual businesses, ac-
counting for 9.3% , 5 agricultural and fishery workers, accounting
for 1.7% , 93 students, accounting for 31% , and 16 other profes-
sions, accounting for 5. 3% . In terms of income, there are 93
people below 3 000 yuan, accounting for 31.0% , 66 people be-
tween 3 001 and 5 000 yuan, accounting for 22.0% , 110 people
between 5 001 and 8 000 yuan, accounting for 36. 7% , and 31
people above 8 000 yuan, accounting for 10. 3% . In terms of
check-in time, 39 people chose one day, accounting for 13.0% ;
84 people chose two days, accounting for 28. 0% ; 69 people chose
three days, accounting for 23. 0% ; 56 people chose four days, ac-
counting for 18.7% , and 52 people chose five days or more, ac-
counting for 17.3% . From the perspective of marital status, 204
people are unmarried, accounting for 68. 0% , and 96 people are
married, accounting for 32.0% .

4.2 Regressive analysis

4.2.1

authenticity experience. Seen from Table 1, the adjusted R square

Multiple regression analysis of leisure involvement and

in regression model 1 is 0.496, indicating that the fitting goodness
of the model is relatively ideal. From Table 1, it can be seen that
the regression coefficients of importance involvement, pleasure in-
volvement, and symbolism involvement on the object authenticity
experience are 0. 140, 0.326, and 0.334 (Sig=0.000), respec-
tively, and all three show significant positive effects on the object
authenticity experience. In addition, the VIF values of the vari-
ance inflation coefficients for the three overall measurement di-
mensions are all less than 10, indicating that there is no signifi-
cant multicollinearity among pleasure involvement, importance in-
volvement, and symbolism involvement, and it is significant at the
level of P <0.05. Table 2 shows that the adjusted R square of re-
gression model 2 is 0. 443 reaching a significance level. The
overall regression effect of the model is significant, and there is no
significant multicollinearity. The three dimensions of leisure in-
volvement are all at the level of P <0.05, indicating that the three
dimensions of pleasure, importance, and symbolism in leisure in-
volvement have a significant impact on the existence authenticity

experience. Therefore, hypothesis H1 holds.

Table 1 Summary of regression model between leisure involvement and object authenticity experience

Model R R square R square after adjustment  Errors in standard estimation F Significance
1 0.708* 0.501 0.496 0.667 68 98.913 0.000"
Unstandardized coefficient Standardized coefficient o Collinearity statistics
Model t Significance
B Standard error Beta Tolerance VIF

1 ( Constant ) 1.138 0.258 - 4.407 0.000 - -
Importance 0. 140 0.057 0.143 2.475 0.014 0.508 1.970
Pleasure 0.326 0.065 0.313 5.047 0.000 0.439 2.280
Symbolism 0.334 0.058 0.341 5.782 0.000 0.484 2.066

Note: Dependent variable ; object authenticity experience.
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Table 2 Summary of regression model between leisure involvement and existence authenticity experience

Model R R square R square after adjustment  Errors in standard estimation F Significance
2 0.670° 0.448 0.443 0.759 32 80. 185 0.000"
Unstandardized coefficient Standardized coefficient o Collinearity statistics
Model t Significance
B Standard error Beta Tolerance VIF
2 ( Constant ) 0.857 0.294 - 2.919 0.004 - -
Pleasure 0.269 0.074 0.238 3.653 0.000 0.439 2.280
Importance 0.208 0.065 0.195 3.224 0.001 0.508 1.970
Symbolism 0.345 0. 066 0.326 5.258 0.000 0.484 2.066

Note: Dependent variable ; existence authenticity experience.

4.2.2 Multiple regression analysis of leisure involvement and
place attachment. Seen from Table 3, the adjusted R square in re-
gression model 3 is 0.486, which can explain 48.6% of the vari-
ance, and has passed the significance test. The overall regression
effect of the model is significant, and there is no obvious multicol-
linearity between measurement dimensions. According to the data
in Table 3, the regression coefficients of the three dimensions of
leisure involvement to place dependence are 0.319, 0. 178, and
0.352 (Sig. =0.000), indicating that pleasure involvement, im-
portance involvement, and symbolism involvement all have a sig-
nificant positive impact on place dependence, and it is significant

at the level of P <0.05.

Seen from Table 4, the adjusted R square in regression model
4 is 0. 396, which can explain 39. 6% of the variance, and has
passed the significance test. The overall regression effect of the
model is significant, and there is no obvious multicollinearity be-
tween measurement dimensions. According to Table 4, the regres-
sion coefficients of the three dimensions of leisure involvement to
place dependence are 0.288, 0. 148, and 0.245 (Sig. =0.000),
indicating that pleasure involvement, importance involvement, and
symbolism involvement all have a significant positive impact on
place dependence, and it is significant at the level of P <0. 05.
Therefore, hypothesis H2 holds.

Table 3 Summary of regression model between leisure involvement and place dependence

Model R R square R square after adjustment  Errors in standard estimation F Significance
3 0.701° 0.491 0.486 0.719 89 95.340 0.000"
Unstandardized coefficient Standardized coefficient o Collinearity statistics
Model t Significance
B Standard error Beta Tolerance VIF
3 ( Constant ) 0.747 0.278 - 2.684 0.008 - -
Pleasure 0.319 0.070 0.286 4.572 0.000 0.439 2.280
Importance 0.178 0.061 0.169 2.914 0.004 0.508 1.970
Symbolism 0.352 0.062 0.337 5.659 0.000 0.484 2.066
Note: Dependent variable : place dependence.
Table 4 Summary of regression model between leisure involvement and place identity
Model R R square R square after adjustment  Errors in standard estimation F Significance
4 0.634° 0.402 0.396 0.689 84 66.226 0.000"
Unstandardized coefficient Standardized coefficient o Collinearity statistics
Model t Significance
B Standard error Beta Tolerance VIF
4 ( Constant ) 1.858 0.267 - 6.966 0.000 - -
Pleasure 0.288 0.067 0.292 4.304 0.000 0.439 2.280
Importance 0. 148 0.059 0. 159 2.519 0.012 0.508 1.970
Symbolism 0.245 0. 060 0.266 4.114 0.000 0.484 2.066

Note: Dependent variable ; place identity.

4.2.3 Multiple regression analysis of leisure involvement and re-
visit intention. The variables of leisure involvement, including
pleasure involvement, importance involvement, and symbolism in-
volvement, are used as independent variables, and the willingness
to revisit is used as the dependent variable for validation analysis.
Seen from Table 5, the regression model 5 has good goodness of fit-
ting, and the overall regression effect is significant. There is no
significant multicollinearity between the measurement dimensions,
and it is significant at the level of P <0.05. Therefore, H3 passes
the test.

4.2.4 Multiple regression analysis of authenticity experience and
place attachment. Taking the object authenticity experience and
the existence authenticity experience as independent variables, and
place dependence as the dependent variable, the regression results
are shown in Table 6. In regression model 6, the adjusted R
square is 0.565. The fitting goodness of hu model is relatively ide-
al and reaches the level of significance, indicating that the regres-
sion effect of the model is significant. From Table 6, it can be
seen that the regression coefficients of object authenticity experi-

ence and existence authenticity experience to place dependence are
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0.361 and 0.486 (Sig=0.000) , respectively, and it is significant
at the level of P <0.05. That is to say, hypotheses H6, H6a, and
H6b pass.

Taking the object authenticity experience and the existence
authenticity experience as independent variables, and place identi-
ty as the dependent variable, the regression results are shown in

Table 7. In regression model 7, the adjusted R square is 0. 496.

The fitting goodness of the model is relatively ideal and reaches the
level of significance, indicating that the overall regression effect of
the model is significant. According to Table 7, it can be seen that
the regression coefficients of object authenticity experience and ex-
istence authenticity experience to place identity are both significant
at the level of P <0.05, indicating that hypothesis H4 is valid.

Table 5 Summary of regression model between leisure involvement and revisit intention

Model R R square R square after adjustment  Errors in standard estimation F Significance
5 0.629° 0.395 0.389 0.789 02 64.460 0.000"
Unstandardized coefficient  Standardized coefficient o Collinearity statistics
Model t Significance
B Standard error Beta Tolerance VIF
5 ( Constant ) 1.447 0.305 - 4.741 0.000 - -
Pleasure 0.203 0.076 0.181 2.650 0.008 0.439 2.280
Importance 0.192 0.067 0.182 2.869 0.004 0.508 1.970
Symbolism 0.365 0.068 0.348 5.356 0.000 0.484 2.066
Note: Dependent variable ; revisit intention.
Table 6 Summary of regression model between authenticity experience and place dependence
Model R R square R square after adjustment  Errors in standard estimation F Significance
6 0.753* 0.568 0.565 0.662 73 194.874 0.000"
Unstandardized coefficient  Standardized coefficient . Collinearity statistics
Model t Significance
B Standard error Beta Tolerance VIF
6 ( Constant ) 0.790 0.239 - 3.303 0.001 - -
Object authenticity experience 0.361 0.053 0.338 6.862 0. 000 0.599 1.668
Existence authenticity experience  0.486 0.049 0.492 9.988 0.000 0.599 1. 668
Note : Dependent variable : place dependence.
Table 7 Summary of regression model between authenticity experience and place identity
Model R R square R square after adjustment  Errors in standard estimation F Significance
7 0.704* 0.495 0.492 0.632 56 145. 664 0.000"
Model Unstandardized coefficient ~ Standardized coefficient . Significance Collinearity statistics
B Standard error Beta Tolerance VIF
7 (Constant ) 1.726 0.228 - 7.561 0.000 - -
Object authenticity experience 0.384 0.050 0.407 7.646 0. 000 0.599 1.668
Existence authenticity experience ~ 0.324 0.046 0.371 6.974 0. 000 0.599 1.668

4.2.5 Multiple regression analysis of authenticity experience and
willingness to revisit. Taking the divided two dimensions of au-
thenticity experience as independent variables and revisiting inten-
tion as the dependent variable, the results are shown in Table 8.
At this time, the adjusted R square in regression model 8 is

0.429, and the fitting goodness of the model is relatively ideal.

The data passes the significance test, and there is no multicol-
linearity problem between measurement dimensions. According to
the regression results, it can be seen that both the objective au-
thenticity experience and the existence authenticity experience

have passed the significance test, so hypothesis H5 is valid.

Table 8 Summary of regression model between authenticity experience and revisit intention

Model R R square R square after adjustment  Errors in standard estimation F Significance
8 0.658" 0.432 0.429 0.763 07 113.120 0.000"
Unstandardized coefficient  Standardized coefficient . Collinearity statistics
Model t Significance
B Standard error Beta Tolerance VIF
8 ( Constant ) 1.507 0.275 - 5.474 0.000 - -
Object authenticity experience 0.387 0.061 0.360 6.377 0. 000 0.599 1.668
Existence authenticity experience  0.365 0.056 0.368 6.510 0.000 0.599 1. 668

Note : Dependent variable ; revisit intention.
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4.2.6 Multiple regression analysis of place attachment and will-
ingness to revisit. Seen from Table 9, the adjusted R square in the
regression model 9 is 0. 464, which can explain the variation of
46.4% . The fitting goodness of the model is relatively ideal and
reaches the level of significance, indicating that the overall regres-

sion effect of the model is significant. From Table 9, it can be
seen that the regression coefficients of place dependence and place
identity to revisit intention are 0.424 and 0. 360, respectively, and
both are significant at the level of P <0.05. That is to say, hy-
pothesis H6 passes.

Table 9 Summary of regression model between place attachment and willingness to revisit

Model R R square R square after adjustment  Errors in standard estimation F Significance
9 0.684" 0.467 0.464 0.739 28 130.224 0.000"
Unstandardized coefficient Standardized coefficient o Collinearity statistics
Model t Significance
B Standard error Beta Tolerance VIF
9 ( Constant ) 1.298 0.276 - 4.696 0.000 - -
Place dependence 0.424 0.060 0.422 7.009 0.000 0.496 2.016
Unstandardized coefficient Standardized coefficient o Collinearity statistics
Model t Significance
B Standard error Beta Tolerance VIF
9 Place identity 0.360 0.068 0.316 5.261 0.000 0.496 2.016

Note : Dependent variable ; revisit intention.

5 Conclusions and inspiration
5.1

authenticity in the authenticity experience of tenants in shared

Conclusions The object authenticity and the existence
accommodation will have a significant positive impact on
customers’ place attachment and revisit intention to varying de-
grees. The authenticity of shared accommodation includes two
aspects ; the objective authenticity experience and the existence
authenticity experience based on accommodation products and
services. In the regression analysis between authenticity experi-
ence and revisit intention, the influence coefficient of object au-
thenticity experience is more significant, indicating that the en-
vironment surrounded by accommodation products, infrastruc-
ture, and product functions affect customers’ willingness to stay
again. In the regression analysis of authenticity experience and
place attachment, the influence coefficient of existence authen-
ticity is higher and more significant. This indicates that custom-
ers are not limited to one-way cognitive exploration of accommo-
dation products, surrounding environment, and cultural connota-
tions, but rather pursue subjective authenticity in interpersonal
communication and self relaxation.

The leisure involvement has a significant positive impact on
authenticity experience, and symbolic effects have a more signifi-
cant effect on authentic experience, indicating that accommodation
tends to be functional accommodation products that suit one’s own
style preferences and emotional communication with shared accom-
modation owners. In addition, the three dimensions of leisure in-
volvement have a positive impact on place dependence and place
identity. Specifically, pleasure has the most significant effect on
place identity, while symbolism has the most significant impact on
place dependence. The level of place dependence will depend
more on the basic and related supporting services of accommoda-
tion products. When these facilities can meet the needs of tenants,
they will feel satisfied, thereby increasing the level of place de-

pendence. In the regression analysis of the willingness to revisit,

leisure involvement has a significant positive impact on the willing-
ness to revisit, and the symbolic effect on the willingness to revisit
is more significant, indicating that the style of shared accommoda-
tion products and the emotional experience generated by the inter-
action process with tenants can better influence their willingness to
revisit.

5.2 Management inspiration

5.2.1 Enhancing the authenticity experience of tenants. Based
on the perspective of tenant experience, it could enhance the local-
ized authenticity experience of shared accommodation. The shared
accommodation products and multifunctional facilities with local
cultural characteristics could be created for tenants, and communi-
cation venues between hosts and tenants could be created, such as
tea rooms, small courtyards, etc. Shared accommodation hosts can
introduce local culture and customs to tenants, provide them with
local cuisine, lead them to experience local traditional festivals,
and share local history and culture with tenants, enabling them to
better understand the local customs and enhance their sense of
identity with the area. It could promote the authentic experience of
local cultural customs among tenants, thereby promoting their will-
ingness to revisit.

5.2.2

homogenization of shared accommodation products among peers,

Optimizing shared accommodation products. To avoid

efforts should be made to create unique and distinctive themed
rooms, provide high-quality accommodation environments and
functional facilities that meet the needs of tenants, such as
comfortable bedding and drying functions, in order to enhance the
accommodation pleasure of tenants and increase their place
dependence.

5.2.3

owners can provide personalized services based on the personalized

Providing personalized services. Shared accommodation

needs of tenants, such as breakfast, shuttle services, and local trav-
el classic recommendation. This can make customers feel the care

and enthusiasm of the landlord, thereby enhancing the tenant’s ac-
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commodation experience, increasing their attachment to the place,

and making the tenants have the desire to move in again.
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