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Home-sharing as a part of the sharing economy has spread almost all over the world ef-
fecting many ways on homeowners, tourists, workers, and on businesses. On the other
side are the gainers of home-sharing, like Airbnb as the biggest operator in home-sharing
and home owners who are now able to earn extra incomes. On the other side are the con-
ventional operators, like hotels, which are now confronting the totally new business envi-
ronment. There are almost as many different opinions of Airbnb’s impact on hotels as
there are studies about it — depending of the place and time of the research. The prior re-
searches are mainly conducted on consumers and hosts side but the perspective of the
hotel sector is much less researched. The aim of this study is to understand the hotel sec-
tor’s views of home-sharing and Airbnb in Helsinki, and to gain insights into Airbnb’s im-
pact on it.

This study is conducted as a qualitative research utilizing the case study as the research
strategy. Data gathering is done with the help of the semi-structured interviews. There are
altogether nine interviews conducted. The thesis was written between February 2017 and
February 2018.

The key findings of this study indicate that Airbnb has not had any impacts on the hotel
sector in Helsinki in 2017. From the perspective of the hotels sector domestic travellers,
bigger groups and majority of business travellers are still staying in hotels in Helsinki.
Travellers staying in Airbnb accommodations are mainly younger, international, leisure
tourists. These travellers have price, “live like a local” —factor, trendiness of the
phenomenon, desire for an adventure and fully booked hotels as the main motivators for
their stay in Airbnb. The main reasons that prevent travellers to stay in Airbnb in Helsinki
are in turn safety and privacy concerns, fears and doubts of Airbnb, lack of services and
the fact that the accommodation is someone’s home. The hotel sector presents that Airbnb
does not need currently any restrictions in Helsinki. The sector is also confident that Airbnb
is not going to have any impact on its operations either in the near future.

The findings of this study indicate that the hotel sector in Helsinki is in generally relating to
Airbnb in positive way. The sharing economy’s blurring roles of the individuals exists also
in Helsinki’s hotel sector. Your work in hotel business does not exclude your participation
in home-sharing. Airbnb has many positive impacts on tourism in Helsinki. It creates more
unique accommodation alternatives for travellers and eases up the pressure to find
accommodation during high seasons. It also makes hotels in Helsinki to shape up their
operations and presence. According to the findings of this study Airbnb in Helsinki could
benefit from centralized reception and maintenance services, whereas the hotels could
study more about the strengths of Airbnb in Helsinki, like locality and more unique
accommodations.
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1 Introduction

Last night over 200 000 guests stayed overnight in strangers” houses utilizing their spare
bedrooms and wondering about local life, décor and habits. Home-sharing and the whole
sharing economy have grown explosively during recent years. What used to be only yours
and have some value only for you, might be currently valuable for others as well. When
consumers used to buy goods and services they needed, the sharing economy has
brought the new “pay only access” model into businesses. The other change the sharing
economy has brought is so called peer-to-peer dimension. Conventionally companies sold
their products and services to consumers, but since the rise of the sharing economy con-
sumers are selling or renting their own assets and services to other consumers leaving

companies mainly the role of providing only the online platforms.

The growth of the sharing economy has not been only a smooth one. There are many
questions rising with it, like regulation and law issues, safety concerns, and tax obliga-
tions. Many cities and countries all over the world are only about to wonder, if the sharing
economy should be encouraged or somehow regulated, limited, or even totally prohibited.
The home-sharing platforms, like Airbnb, on the other hand bring new kind of tourism and
revenues to cities. And it is not only the hosts who have the financial benefits, but also lo-
cal restaurants, cafes and shops and this way the whole society. But on the other side are
the conventional accommodation operators which need to operate today in totally new
competition environment. There are opinions on home-sharing presenting that it is only
like a supplementing pie in accommodation. The opposing opinions claim that travellers
substitute hotels for Airbnb apartments. In the European Union, the regulations on home-
sharing vary a lot depending of the member state. During 2017, the EU is having conver-
sations about sharing in accommodation. Since nobody currently really knows how home-
sharing is impacting on the hotel sector in Finland, it is important to conduct this research.
The aim of this study is to find out how the hotel sector in Helsinki perceives home-sharing
and Airbnb and if Airbnb has had any impacts on their operations. | chose this perspective
for my study since there are already researches done on hosts and guests side but the

hotel side has been much less researched.

There are two primary research questions in this study. The first one is, how does the ho-
tel sector perceive home-sharing and Airbnb’s operation in Helsinki? The second one is,

how is the impact of Airbnb on hotels in Helsinki from the perspective of the hotel sector?



My thesis starts with the literature review of the phenomenon called sharing economy. |
discuss about the definition and categorizing of the sharing economy as well as the driv-
ers behind the phenomenon. | also present some views of the sharing economy markets
currently and information about its users and workers. Since most of the researches into
the sharing economy is conducted in the US, | decided to enclose the European views of
the potentials and obstacles for the sharing economy. The growth of the sharing economy
is the last part of the chapter 2. In the chapter 3, | continue with the concept of home-shar-
ing and Airbnb. | present the overview of Airbnb and motivations behind it. Since Airbnb’s
development has been an explosive one, | decided to enclose information about its growth
as well. Airbnb hosting, its impact on traditional accommodation sector, and the criticism
and regulation issues are covered before “Helsinki as a tourism destination” chapter. The
execution of this research is presented in the chapter 5. | decided to conduct my research
as a case study using semi-structured interviews in data gathering. The results of my re-

search are presented in the chapter 6 and the final part of the study has the discussion.

My own first experiences of sharing have happened early in my childhood in Finnish coun-
tryside. In that time neighbours and relatives used to bring fish and other groceries, like
fruits when visiting us and in turn we used to share products and foods from countryside
with relatives living in cities. Even though at that time it was just a normal way to pay at-
tention to your friends and relatives, it was also a way of sharing. When the online plat-
forms were established, | got interested in the sharing economy again. | have utilized
home-sharing on my vacations which has enabled me to see interesting homes and to
hear exciting stories of lives. In addition to home-sharing | have also used carpooling. On
my trip to Spain in summer 2016, | had problems to find suitable transportation between
Valencia and Sitges. There just were not any good direct connections between these
towns. So, it was time for me to get familiar with the carpooling. The ride was offered by a
French man with two kids, and during that three and half hours ride | had heard again new
fabulous stories about life and ways to live. Even though the sharing economy has given
me so much | do also realize the problems it might have in a larger scale in a society. That
is also part of the reason why | chose this perspective to this research. In the beginning of
this study, | made a deliberate decision that | did not want to have any commissioner for
my research. | wanted to keep this research without any influence or interests of the com-
missioner. As an inspirational philosophy for this decision and for this whole study pro-
cess, | had the sentences of Mr Chesky, who is one of the founders of Airbnb, in my mind:
“Design your world right! If you don't, it will be designed for you, and you might not like what

you end up with.” (Sundararajan 2016, 8 — 9.)



2 The sharing economy as a phenomenon

When in the conventional business model companies offer products and services to con-
sumers, in the new sharing economy model consumers are offering accesses to assets to
other consumers. Companies have mainly only the role of facilitating these accesses any-
more. (Dervojeda et al 2013, 3.) Participating in the sharing economy is currently very
convenient via online marketplace platforms and that is also one of the reasons why it has
been growing so rapidly over the past few years. Consumers can already share homes,
cars, clothes and even their food. (Brendan 2016, 239.) Besides of the above-mentioned
the sharing economy enables renting out even extra space on driveway for parking, rooms
for pets, or baby car seats (Geron 2013a, 1). Individuals who have not been even thinking
about renting their rooms or ridesharing their cars earlier are now interested in such shar-
ing models (Cohen & Kietzmann 2014, 279).

In this new era of sharing consumers do not have any more only the passive role, instead
they are “prosumers” meaning that they can have both the roles of consumer and pro-
ducer (Stephany 2015, 43). The sharing economy enables consumers to start their own
micro-entrepreneurships and to capitalise on their assets and talents (Dervojeda et al
2013, 3). Sharing can be also good for companies if those are enough innovative and fu-
ture-orientated (Belk 2013, 19). The sharing economy is a diverse phenomenon in indus-
tries, services, and business models, which gives it also a great future potential (Sundara-
rajan 2016, 44). But the sharing economy is not any new idea. As a matter of fact, it is the
opposite, like Pulitzer Prize winner Tina Rosenberg writes in the New York Times. Accord-
ing to her, the sharing economy was almost the only model of the economy that existed
before the World War Il. (Rosenberg 2013.) In the urban environment people are still shar-
ing without thinking about it so much. Residents in cities share public parks, transporta-
tion, and common spaces in apartment blocks. (Sundararajan 2016, 66.) With the help of
new digital technologies humankind is returning to era of sharing, self-employment and
exchanging between the members of community (Sundararajan 2016, 5). Like Rosenberg
(2013) presents:

“For the young, hip and urban, collaborative consumption is a way to live light, waste less, to

protect the environment, to create and associate with community of like-minded people. But

it’s not just a phenomenon of the hip. For everyone, it’s a way to de-clutter and save money.

The sharing economy has made people to behave in ways, that would have been totally
unheard-of only for some years ago. People are travelling in strangers” cars, enjoying
meals at their dinner tables, and staying in their spare rooms. We all are “entering a new

era of Internet —enabled intimacy”. (Tanz 2014.)



2.1 Definition and the sharing economic system

Understanding of the sharing economy means understanding why sharers and users exist
on this sharing economy market. Olson and Kemp (2015, 4) define sharing economy mar-
ket as following:
“Users are individuals, businesses, or machines. There is excess supply of an asset or skill-
set and sharing creates economic benefit for both the sharer and the user. The internet pro-

vides means for communication and coordination of the sharing”.

Cohen and Kietzmann (2014, 279) define the sharing economies in a way “where people
offer and share underutilized resources in creative new ways.” This is almost the same
than how Stephany (2015, 9) describes the sharing economy: “The sharing economy is
the value in taking underutilized assets and making them accessible online to a commu-
nity, leading to a reduced need for ownership of those assets.” Stephany (2013, 14 — 15)
also claims that sharing economy is built on shared experiences, but it is still capitalism
distilled. While Gobble (2015, 62) defines the sharing economy as sharing or renting as-
sets via apps, Belk (2013, 11) excludes the free of charge sharing services, like
Couchsurfing from collaborative consumption: “Collaborative consumption is people coor-

dinating the acquisition and distribution of a resource for a fee or other compensation.”

Sundararajan (2016, 27) presents the sharing economy with a wider vision. He presents
that the sharing economic system has five aspects as illustrated also in the figure 1.

1. Itis a largely market-based, meaning that the sharing economic system creates mar-
kets for exchanges of assets enabling new services to arise.

2. Secondly the sharing economy utilizes assets better creating new opportunities.
Sundararajan (2016, 27) calls this aspect with the term “high-impact capital”.

3. The supply of capital and labour comes from crowds instead of centralized institutions.
4. The lines between personal and professional blurs in the sharing economy, like in car-
pooling when there are strangers in your car on your travel.

5. In labour markets, there is a shift away from full-time jobs to part-time jobs blurring also

the lines between leisure and work.

4. BLURRING 5. BLURRING
1. LARGELY 2. HIGH-IMPACT 3. CROWD-BASED LINES BETWEEN LINES IN LABOUR,
MARKET-BASED CAPITAL NETWORKS PROFESSIONAL AND BETWEEN
& PERSONAL WORK & LEISURE

Figure 1. The five aspects of the sharing economic system (Sundararajan 2016, 27)



As presented earlier, and according to also Stephany (2013, 13) the definition of the shar-
ing economy is a loose one. There are also numerous other interchangeable terms, like
collaborative economy, peer economy, or peer-to-peer economy. The sharing economy
term is currently still the most popular one. (Stephany 2013, 15.) Sundararajan (2016, 35)
explains the popularity of the term “sharing” as following:
“It hints at the shift away from faceless, impersonal 20th—century capitalism and toward ex-
change that is somehow more connected, more embedded in community, more reflective of

a shared purpose.”

2.2 Categorizing the sharing economy

Codagnone & Martens (2016, 11 — 12) categorizes sharing firstly according to for-profit
and not-for-profit dimension (horizontal line in the figure 2.). In the “true sharing” box in the
figure 2, there are the original sharing actions with no intention for profit. The “P2P (peer-
to-peer) sharing” box includes the sharing economy activities where the service producers
are individuals and they have the intension for profit making. However, the platforms here
are often owned and operated by companies. The vertical dimension in the figure 2 is
peer-to-peer activities (P2P) versus business-to-consumer (B2C) activities. (Codagnone &
Martens 2016, 12.) These P2P and B2C models are explained a bit later in this study. The
“B2C” box connects the conventional online businesses with the sharing economy. Even
though many of these are no different from conventional online businesses, some like Zip-
car are still considered to be part of the sharing economy. In the “empty set” box there are
businesses, which “are by definition for-profit” but they “may have some social activities”.
(Codagnone & Martens 2016, 12.)
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Figure 2. Categorizing the sharing economy (Codagnone & Martens 2016, 12)
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Botsman (2013) categorizes collaborative economy in four different activities: collabora-
tive production, collaborative consumption, collaborative finance, and collaborative educa-
tion. In collaborative production, there is e.g. an online community innovating new ideas,
products, and design. To get these new innovations to markets, there are companies in
charge of manufacturing and delivering these new products. Collaborative consumption
utilizes the use of excess assets, like rooms and cars. Decentralized financing, where
people lend money to each other, is called collaborative finance. The last category is col-
laborative education including educations with open accesses and person-to-person stud-

ying. (Botsman 2013.)

Stephany (2013, 12 — 13) divides sharing economy businesses in two categories. The
other one is the model, where company offers sharing economy goods or services to con-
sumer. This is called business-to-consumer (B2C) model. The car renting company, which
owns, maintains and rents its cars to consumers is a typical B2C company. The other
model of the sharing economy is so called peer-to-peer (P2P) model, where individuals
are offering and buying goods and services from each other. As an idea again, in car rent-
ing P2P markets, individuals are renting own cars to others. (Stephany 2013, 12 -13.) In
addition to B2C and P2P models, Botsman (2013) adds also a third model, business-to-
business (B2B) model. In B2B model businesses or enterprises utilize underused assets
offering them to other businesses. In the figure 3 Stephany’s and Botsman’s sharing

economy models are combined into same figure.

THE SHARING ECONOMY

/1N

BUSINESS-TO-CONSUMER PEER-TO-PEER BUSINESS-TO-BUSINESS
(B2C) MODEL (P2P) MODEL (B2B) MODEL

Figure 3. Division of the sharing models (Botsman 2013 & Stephany 2013, 12-13)

According to Sundararajan (2016, 44) the sharing economy includes various industries,
business models, and variations between the gift and market economies. It has the excep-
tional nature to locate itself between capitalism and socialism and still to connect people
even from those both very ends of that spectrum. (Sundararajan 2016, 44.) Owyang

(2016a) classifies the sharing economy industries with the help of honeycomb as seen in



the figure 4. He presents that in 2016 new industries in the sharing economy are “reputa-
tion and data”, “mobility services”, “the beauty sector”, and “worker support”. The honey-
comb also reveals, that even though many times the sharing economy is thought to in-
clude only micro-enterprises, many larger companies are also embracing it. (Sundararajan

2016, 84.)

Collaborative Economy Honeycomb Version 3.0

The Collaborative E: y enables people to get what they need from each other. Similarly, in nature, honeycombs are resilient structures that enable
access, sharing, and growth of resources among a common group.

In the original Honeycomb 1.0, six distinct categories of startups were represented by the inner track of hexes. After a short period of time, Honeycomb
2.0 expanded to include six additional categories. placed on the outer perimeter.

In the new Honeycomb 3.0. four hexes are added on the corners of the graphic for a total of sixteen: Beauty. Analytics & Reputation. Worker Support. and
the large Transportation hex is split into two distinct hexes.

By Jeremiah Owyang
jeremiah@CrowdCompanies.com
@jowyang, March 2016
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Figure 4. Industry-sector based classification of the sharing economy activities in 2016.

Owyang’s so called Honeycomb 3.0 (Owyang 2016a)



2.3 Drivers of the sharing economy

As already mentioned earlier, the sharing economy is not any new philosophy. But why
has it been flourishing again over the past few years? The main drivers behind the boom

of the sharing economy are socioeconomic, environmental and technological drivers.

Socioeconomic drivers like urbanization and increased population density has created
raised supply and demand for shared goods and services (Gansky 2010, 81; Owyang
2013, 5; Stephany 2015, 31). United Nations estimated, that in 2014, already over 50 per
cent of the world’s population lived in urban areas. In North America where the urbaniza-
tion is higher, the percentage is already over 80, as also illustrated in the figure 5. The
sharing economy has had a fertile soil especially in the megacities, which population is
over 10 million, like New York and Los Angeles. (Sundararajan 2016b, 65 — 66.) Higher
population density enables the reputation of sharing services go by word-of-mouth, which
is often behind the growth of sharing services (Owyang 2013, 5; Stephany 2015, 31). Like
also said by Mark Hatch, the chief executive of TechShop offering open-access work-
shops, “People don’t e-mail these kind of experiences, but they do put them on Twitter”
(Rosenberg 2013). Botsman and Rogers (2011, 75 — 77) present in this context the socio-
logical term “critical mass”, meaning that there need to be enough goods or services of-
fered so that everyone can find something they like and this way the system (here the
shared economy) becomes self-sustaining. The critical mass is different depending of the
field of business, but the principle is always still the same: users need to be satisfied with
the selection and convenience or otherwise the system will not be successful. (Botsman &
Rogers 2011, 80 — 81.)
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In addition to increased population density the socioeconomic drivers include also other
factors. The rise of the social trends like connecting with other people and certain overall
“need to help”- or “pay it forward”-trend has also been a part of this development accord-
ing to Owyang (2013, 5). In this context, Stephany (2015, 29) presents “the human brand
advantage”. According to a survey made in 2010 majority of the consumers in the US and
Europe felt that the credit crunch made them to trust less on big businesses. People
wanted to rely on people instead of only companies or big brands. (Gansky 2010, 64 - 67;
Owyang 2013, 5; Stephany 2015, 30.) Olson and Kemp (2015, 10) contend also that con-
sumers became eager to familiarize with other cultures and societies with the help of
‘homemade” and “local” experiences, like Airbnb. Stephany (2013, 25) in turn presents
that online shared economy communities have helped people to fulfil their social needs in
individualized world bringing along the sense of belonging and enrichening their social life.
About the “need to help” or “pay it forward” issues Botsman and Rogers (2011, 133) men-
tion online communities, where you can donate something for free knowing that someday

someone else will do the same for you.

The economic situation after the global recession in 2008 made millions of consumers to
realize that they had many unneeded items in their lives. Financial pressure created by re-
cession made consumers to try new shared economy platforms, which were often more
cost efficient than the traditional ones. Selling excess assets became the way to finance
one’s cost of living for many in this new economic situation. (Stephany 2013, 27 — 28.) To
understand the amount of these excess assets Botsman and Rogers (2011, 83) present
that in the UK and US 80 per cent of items owned by people are not used even once a
month. When economy went down the number of major sharing economy start-ups
founded exploded. Additionally, there were also layoffs among workforce and the amount
of part-time work grew fast. These changes in working life further encouraged workers to
adopt new ways to work and earn within the sharing economy. (Olson & Kemp 2015, 8 —
9.) The recession made people also to re-evaluate their lives, like their unsatisfying jobs,
things they owned and how much they needed to work for it all. Assets that they earlier so
much liked about seemed to lose value. (Gansky 2010, 68.) On the other hand, sharing
also enabled many new assets to consumers regardless their rate of salary. The sharing
economy created the access to assets and services and there was no need to own them
anymore. (Owyang 2013, 6.) Stephany (2015, 27) even claims that younger generation is
sensitive for owning assets and see it somehow tedious. This is the case particularly in
owning the car, which used to be sign of freedom but now it is often seen as a burden
(Stephany 2015, 27). Besides of the changes in consumer behaviour and trends there has
been also a great ongoing funding from investors for the sharing economy start-ups
(Owyang 2013, 6).



The second driver, as also presented in the figure 6, is the growing environmental aware-
ness. This environmental driver has made individuals to wonder about their consumption
habits. Co-owning, loaning, and renting maximizes the usage of underused assets. (Gan-
sky 2010, 28; Owyang 2013, 5.) There are researches made in Europe which suggest that
for example car sharing could cut up 50 per cents of CO2 emissions by a user (Botsman
& Rogers 2011, 114). Renting assets instead of buying them decreases the ecological
damages affected by manufacturing of new products and reduces the need of landfills.
This is an attractive feature for many who is utilizing the sharing economy. (Sundararajan
2016b, 66.) But there are also other kind of opinions about this matter. Stephany (2015,
32) presents a survey, which found out that making or saving money was five times more
important to people than the environmental aspects when using shared services. Botsman
and Rogers (2011, 74) argue that the sustainability is something which is more like an un-

intended outcome of the sharing economy than driving motivation behind it.

SOSIOECONOMIC ENVIRONMENTAL TECHNOLOGICAL

DRIVERS DRIVERS DRIVERS

Figure 6. Drivers of the sharing economy

In the past commaodities could be sold in marketplaces and sellers and buyers came often
far away to reach these markets. Since the Internet and online platforms everything has
changed. The technological drivers enabled sellers to reach unlimited number of consum-
ers without physically moving anywhere. The online marketplaces have also cut transac-
tion costs enormously. Sellers can list items for free with several photos and descriptions
just in few moments without need to pay advertisements in newspapers or so. (Botsman &
Rogers 2011, 84; Stephany 2013, 20.) This social networking enables to compare peer-to-
peer transactions in a way that was not earlier possible (Owyang 2013, 6). And it is not
only the product descriptions, which give more information and this way also trust in
online. Many online platforms encourage users to log in with their social media profiles
and even add more information about themselves to their profiles. Information about fa-
vourite movies, enthusiasms, ratings and reviews help to create trust and this way these
online individuals do not feel so much strangers anymore. (Botsman & Rogers 2011, 91 —
92; Olson & Kemp 2015, 11; Owyang 2013, 6; Stephany 2013, 24.)
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A decade after the launch of first iPhone’s smartphone, these pocket size computers with
high-speed internet connections are practically everywhere. Customers may offer prod-
ucts and services, accept and confirm bookings via smartphone applications anytime and
anywhere. (Olson & Kemp 2015, 12; Owyang 2013, 6; Stephany 2013, 22 — 23.) For the
younger generation, the Internet is as “mobile first” (Stephany 2013, 23). According to OI-
son and Kemp (2015, 12) travellers are also leaving home their laptops and utilizing their
mobiles when looking for services. Smartphones have also high-quality cameras, which
enable users conveniently and quickly to add goods and services with photos to online
marketplaces. (Stephany 2013, 23.) The development of payment systems in online is
one more technological driver behind the boom of collaborative economy (Owyang 2013,
6). Payment platforms, like PayPal, have made consumers comfortable with online pay-
ments (Olson & Kemp 2015, 11).

2.4 The sharing economy - majority activity or niche one?

Even though Uber and Airbnb might be the first ones on mind, when talking about the
sharing economy, the market still varies widely as also presented earlier in this study.
North-American research company Pew Research Center has found out that there are
huge differences between usage of the sharing economy in the various industries in the
US. When every other American researched in 2016 replied, that they have purchased se-
cond hand goods online utilizing platforms like Ebay, only 15 % said they have used rides-
haring. The number of respondents, who had never heard about the ridesharing apps be-
fore was more than double as high as the number of users. When 11 % of the respond-
ents said that they had used home-sharing, almost half of the Americans said that have
never even heard about it. The clothes renting and task hiring were the most less utilized
sharing economy services, only few per cents of the respondents saying they had used
those ones. (Smith 2016, 1, 2 & 6.) In the European Union the European Commission re-
quested a survey in 2016 about the awareness and use of sharing economy platforms in
Europe. In 28 European countries researched more than half (52 %) of the respondents
had heard about the sharing economy platforms and almost every fifth (17%) had used
them. In Finland about every third is aware of the sharing economy platforms and about 8
% has used them at least once. The share of the ones who had used the sharing econ-
omy platforms in researched European countries was lower than in Finland only in Czech

Republic, Malta, and in Republic of Cyprus. (European Commission, 2016, 5 -6 & 24.)

Even though there are consumers who are totally unaware about the sharing economy,
according to Olson and Kemp (2015, 7) the sharing economy is still something what is

here to stay. They claim that consumers like to identify with the sharing economy rather
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than corporation’s and this way form the strong brand for it. The sharing economy is also
quicker in reacting to changing situations in demand and it often offers something very ex-
clusive with lower prices than the commercial providers. (Olson & Kemp 2015, 7.) North-
American based research company eMarketer has estimated, that during the year 2016 in
the US there were 27 million adults using the sharing economy forming almost 11 % share
of the total adult population. In 2020, the numbers are estimated to be 40 million and over
15 %. (eMarketer 2016.) Olson & Kemp (2015, 15) estimate that by 2025 peer-to-peer
markets could have 10 % of total accommodation bookings and 27 % growth between the
years 2014 and 2025. They (Olson & Kemp 2015, 6) further expect peer-to-peer prices
get lower in the future when more suppliers enter the markets. According to Belk (2013,
18) environmental issues, rising material and fuel prices with upcoming trends feed future
sharing and collaborative opportunities. If the environmentalism is not a strong enough
driver for consumers in the future, desire for convenience is. Consumers are seeking the
convenience not to own, store and maintain goods. They want only to have access for
them directly from their smartphones. (Stephany 2013, 185.) There are also analysists,
who are confident that sharing economy will continue to grow and others that even say
that collaborative economy might be the whole new phase of the economic development
(Stephany 2013, 190). Botsman and Rogers (2011, 216) also discuss that when consum-
ers try some part of sharing they become much readier to try other ones too and over the
time their whole mind-set changes and they start to see the sharing economy as a way for

their whole consumption.

2.5 Growth of the sharing economy in Europe and in Finland

The consulting company PricewaterhouseCoopers UK (PwC) has estimated that when the
economy in whole in Europe is expected to grow about 3 % annually, the sharing econ-
omy is about to grow 35 % per year. The total value of transactions is expected to grow
from 28 billion euros in 2015 to 570 billion euros in 2025. The largest sharing economy
sector in Europe in 2025 is expected to be peer-to-peer transportation. The second largest
is estimated to be on-demand household services and the peer-to-peer accommodation
sector would be the third largest one. PwC estimates, that UK and France are the “hubs
for innovation and growth in the sharing economy” in Europe spreading the growth also to

other European countries. (PwC 2016.)

According to a study, requested by the European Commission, the sharing economy cre-
ated revenues of almost €4 billion and promoted transactions of €28 billion in the EU in
2015. The highest sector in 2015 with the total transaction revenues was peer-to-peer ac-

commodation forming over half of all the sharing revenues in the EU. The on-demand
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household and professional services both had almost 20 % share of these revenues. The
growth of the sharing economy in the EU has been fast during last years accelerating in
2015, when large sharing operators invested strongly into Europe. When the value of
sharing economy transactions in the EU in 2014 was 56 % higher than in 2013, the growth
per cent between years 2015 and 2014 was already 77 %. (Daverio & Vaughan 2016, 6 -
7.)

The Finnish Ministry of Economic Affairs and Employment had a research done estimating
that the sharing economy is going to tenfold in Finland before the year 2020. Even though
the start of the sharing economy has been more sluggish in Finland than in many other
European countries, it is still expected that during the following years the value of sharing
markets is going to even double yearly until reaching the average European growth level
of 35 % per year (see the figure 7). As also presented in the figure 7, the value of the
sharing economy transactions in Finland is estimated to be 0,1 billion in 2016 and in 2020
almost 1,4 billion euros. The crowdfunding is staying as the largest sector in the sharing
economy also in 2020. In 2016 home-sharing was the second biggest sector, which value
of transactions is estimated to over tenfold before the year 2020 and reach 15 % market
share of total accommodations in Finland. The biggest growth is expected to happen in

ridesharing. (Ty0- ja elinkeinoministerié 2016a, 18 — 25.)
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Figure 7. Estimated value of the sharing economy transactions in Finland (thousand €)
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2.6 Who are the workers in the sharing economy and users of it?

Pew Research Center has found out that each of the sharing economy platform has its
own user base in the US. In overall both genders are equally using the sharing economy
platforms. Ridesharing appeals strongly to younger adults, the median age of its users is
33 years in the US. The 18- to 29-year-old Americans are seven times more likely to use
the apps, like Uber or Lyft, than over 64 years old ones. The urban residents with rela-
tively high income and education are the ones which are mainly using these shared trans-
portation services. (Smith 2016, 1 & 4.) On the other side of the Uber transportation there
are more women, and more educated workers than among regular taxi drivers. The study
about Uber drivers in the US made in 2015 found out also, that even though Uber drivers
are in all age groups, the number of younger drivers (under 30 years) is still much higher
among Uber. Over 60 % of the Uber drivers had either another full-time job or part-time
job. The biggest motivations for driving Uber were to earn more incomes, freedom to set
own schedules, and to have more flexibility with work and family time. (Hall & Krueger
2015,7-11.)

The home-sharing, like Airbnb and HomeAway, seems to appeal to much wider segment
of users than ridesharing. The median age of users in the US is 42 years. 35- to 44-year-
old Americans have been almost twice as eager to use home-sharing than 18 — 24-year-
old ones. The college graduated and the ones with higher annual incomes are much more
likely to use the home-sharing than the ungraduated and the ones with lower annual in-
comes. (Smith 2016, 1 & 4.) The abovementioned characteristics of Uber drivers reflects
also wider the workers of the sharing economy. Almost 70 % of the workers in the sharing
economy in the US are between 18 to 34 years old and probably partly because of this
even 40 % of these workers have college graduation. Nearly 40 % of the sharing economy
workers responded that the earnings from the sharing economy made less than a quarter

of their total household incomes. (Leins 2015.)

As in the US also in the EU the younger and more educated urban citizens are much
more aware of the sharing economy platforms and using them more than average citi-
zens. When in the US both genders were using equally sharing economy platforms, in the
EU men are more likely to use these services than women. (European Commission 2016,
5—6 & 24.) The main reasons for European consumers to participate in the sharing econ-
omy in 2015 were saving and earning money, and environmental and social reasons (ING
2015).
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2.7 The potentials and obstacles of the sharing economy in the EU

The European Parliament requested the study about “Economic, Social and Legal chal-
lenges and Opportunities” of the sharing economy in 2015. In this study Goudin (2016, 19
- 21) found out some key potentials of the sharing economy in the European Union.
Firstly, the sharing economy is likely to grow and to extend to new markets (e.g. education
and health). Goudin (2016, 21) also estimates that when the share of peer-to-peer mar-
kets (P2P) reaches 25 % of the whole markets, it starts declining and eventually business-
to-consumer (B2C) rentals starts dominating the markets. New business models are also
likely to arise. Consumers are expected to benefit from increased varieties and qualities of
services, and from lower prices. Lower prices are due to lower costs, and increased sup-
ply and demand. Quality should improve e.g. due to increased competition and more
transparent public ratings whereas new platforms enable wider varieties in supply. The
sharing economy may bring higher earnings and new economic opportunities to providers
but on the other hand it also may reduce traditional benefits, like pensions, sick leaves,
maternity & paternity leaves. When assets are used more effectively in the sharing econ-
omy, manufacturers might need to adapt new ways of producing higher quality products
and services. (Goudin 2016, 19 — 21.) Goudin (2016, 20) also estimates that the sharing
economy would reduce inequality, since the sharing economy benefits those with limited
access to valuable assets. The electronical payment platforms are expected to further de-
velop, and this way also improve tax compliance. One of the last potentials Goudin (2016,
19 — 21) mentions is the expected increase in competition in service markets. The theoret-
ical maximum potential of all the underutilized assets and resources in the EU is esti-
mated to be €572 billion (Goudin 2016, 21).

On the obstacle side Goudin (2016, 21 — 23) first mentions the need of certain level of dig-
ital skills and digital access needed in the sharing economy. The distribution of smart
phones is expected to ease up this obstacle. Physical barriers, like low population density
might prevent also the growth of the sharing economy in some areas. New business mod-
els are needed to overcome this barrier. Goudin (2016, 21 — 23) also presents, that cus-
tomers are often accustomed to own assets. Overtime it is still expected that renting be-
comes even more practical and people want to own less and rent more. Lack of trust in-
cluding safety and security issues is a big obstacle in the growth of the sharing economy.
Creating insurance policies and transparent ratings could be part of the solution. The lack
of e.g. technical and social skills in some areas of the EU might create social exclusion.
Also, the labour market issues like wage demands might create barriers. The high taxa-
tion, policies and / or regulations could prevent the development of the sharing economy

in some European Union countries. (Goudin, 2016, 21 — 23.)
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3 Home-sharing and Airbnb

One of the pioneering industries in the sharing economy is the accommodation and travel
industry. HomeAway, Wimdu, 9flats and Airbnb are some of the key players enabling
home owners to gain some extra money with their underutilized assets. (Olson & Kemp
2015, 14.) The idea of house-sharing is still not anything new. Monasteries and nunneries
have been offering free of charge or cheap accommodation already for centuries. The first
online based forum to connect hosts and guests was in 2004 established Couchsurfing.
However, it was Airbnb that altered the markets totally. (The Economist 2012.) The above-
mentioned sharing economy brands can be divided in two categories depending on what
they are offering. Homeaway has the same operating idea than Airbnb but is concentrat-
ing more on vacation apartments and homes unlike Airbnb, Wimdu and 9flats, which are
operating in urban areas. The dividing is not always so crystal clear, since some of the
apartments and homes might be listed in several peer-to-peer websites. (Guttentag 2016,
18.)

Sundararajan (2016, 38 — 39) divides the sharing economy operators in accommodation
with the features of their presence in markets, using the spectrum from gift-economy to
market-economy. He structures Couchsurfing, Airbnb, and newer OneFinestay as follow-
ing: in the gift economy end of the spectrum is Couchsurfing, where no money is ex-
changed between a host and a visitor. Social aspects, like desire to connect with other
people, are the main motivations for users in Couchsurfing. Unlike in Couchsurfing,
money is the main motivator for hosts in Airbnb, who want to change their spare rooms for
profit. Travellers on Airbnb -site are also looking for more affordable accommodation than
hotels with better locations, larger rooms and so on. Still there are some features of gift
economy in Airbnb too. Many hosts are giving their personal space to others to use with
many personal items, like photos, souvenirs from friends on the table, and household ap-
pliances “included”. Behaviour of travellers and hosts is also different compared to tradi-
tional accommodation sector. Hosts often give their best with small gifts, services, and
hints of local life as well as do the travellers via rewarding the host and this way further
encouraging others to use the same accommodation. In the other market end of the spec-
trum, are operators like OneFineStay. (Sundararajan 2016, 38 — 39.) OneFineStay, or
“new thing called unhotel”, like they call themselves, has luxury standard homes with lux-
ury facilities and services available, like maids and chefs (Stephany 2013, 45). OneFin-
eStay has among others Hyatt Hotels as its investors and even though the space might be
supplied by crowd, all the luxury level services are provided by the platform itself. OneFin-
eStay sees the very high-level hotels as its competitors rather than Airbnb. (Sundararajan
2016, 39 - 40.)
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3.1 Overview over Airbnb

Airbnb got started when Brian Chesky with his friend Joe Gebbia decided to turn their
house into bed and breakfast during the industrial designer event in San Francisco in Oc-
tober 2007. Mr Chesky and Mr Gebbia were in a shortage of rental money and came up
with a solution to rent their three air mattresses to overnighting guests in a city where all
the hotel rooms were sold out on the conference website. By this arrangement they got
enough money to pay their rent and created the idea which turned out to be worth of multi-
million dollars: Airbnb. (Friedman 2013; Olson & Kemp 2015, 20; Sundararajan 2016, 7 -
8.) According to Geron (2013a, 2), Mr Chesky said that they never thought about taking
part in the new economy - they just needed to solve their own problem and understood
only in afterwards that there were many others interested about it. Instead of building new
hotels around the world with huge investments, Mr Geron and Mr Chesky found out the
way to utilize the rarely used apartments and spare rooms all over the world (Sundarara-
jan 2016, 8).

Airbnb has homes in 34,000 cities in 192 countries. In addition to “normal” rooms or
apartments, these Airbnb homes include wide variety of properties from castles, caves,
water towers, glass houses, igloos to treehouses ready to accommodate adventurous
travellers. (Friedman 2013.) Residence owners can list their property for free. Airbnb or-
ganizes the professional photographer at their expense to shoot the photos needed. Hosts
have access to their property’s online calendar and that way they can control the availabil-
ity. (Stephany 2013, 47.) When you book your stay via Airbnb, you need to sign up first
and then just look for a suitable accommodation via search site presented in the figure 8.

After paying your accommodation by credit card you are ready for your travel.

& Q. Helsinki

Dates 2 guests v
Room type @ ?} Entire Home 3 Private Room &2 Shared Room
Price range

€10 Average €1,000+

Instant Book Listings you can book without waiting for host approval.

Figure 8. Airbnb search site (Airbnb)
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Airbnb charges 3 % of the payment from the host and 6 to 12 % from the traveller. Travel-
lers and hosts may connect their Facebook profiles and verify e-mail addresses and
phone numbers, and eventually after the travel rate each other on Airbnb site. (Friedman
2013.) Airbnb has enabled with the help of advanced Internet technology hosts fluently to
write descriptions and add photos of their spaces, be in touch with customers, and accept
bookings and payments. Airbnb hosts have the access free of charge to tourism accom-
modation sector with clients from all over the world. Anyone with the spare room can start

to compete with the traditional accommodation companies. (Guttentag 2015, 1195.)

3.2 Airbnb’s growth

During the first seven years after its establishment Airbnb accommodated altogether over
20 million travellers. In 2014 Airbnb became the world’s biggest accommodation provider
in number of beds surpassing Hilton (Stephany 2015, 136). The growth accelerated rap-
idly in 2015. As presented in the figure 9, in 2015 Airbnb had already 40 million travellers
overnighting and the number even doubled reaching 80 million during the year 2016. To-
tally the number of travellers who have arrived at Airbnb listings since it has been estab-
lished in 2008 reached 140 million in the end of 2016. During the year 2016 Airbnb was
also able the get 1 million listings, which are available via “Instanst book”. “Instant book”
means that those listings can be booked right away without prior host approval. Reaching
the 1 million meant that Airbnb is the second largest in instantly bookable accommoda-

tions in the world when compared with the hotel-chains. (Airbnbcitizen 2017.)
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Figure 9. Growth of Airbnb (Owyang 2016b; Airbnbcitizen 2017)
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3.3 Motivations for booking and not booking on Airbnb

The main travellers” motivation for using Airbnb is the desire to “live like a local”
(Airbnbcitizen 2014). In addition to this Guttentag (2015, 1196) presents, that Airbnb ac-
commodation is usually cheaper than traditional accommodation options and it has the fa-
vours of images in staying in someone’s home. Staying in a residence gives benefits, like
a washing machine, and a full kitchen. Local Airbnb hosts may give guests useful tips
about local services. Residences are often also located in more spread out than traditional
accommodation options in “non-touristic” areas. (Guttentag 2015, 1196 — 1197; Price-
onomics 2013.) As an example of the above mentioned Guttentag (2015, 1197 — 1198)
brings out a New York based blog writer, who decided to try Airbnb ending up to dinner

and parties with the host.

Besides of the good local tips and information, saving money is one of the motivations be-
hind booking on Airbnb as already mentioned above. The research made in the major US
cities in 2013 presents that renting an entire Airbnb apartment is on average over 20 per-
cent cheaper than staying in a hotel, and renting a private room almost 50 percent more
affordable. (Priceonomics 2013.) The more recent research by Morgan Stanley research
group in 2016 suggests that in Europe Airbnb is from 8 to 17 per cent cheaper than hotels
and in the top 25 U.S. markets from 6 to 17 per cent cheaper. The same research also
found out that the “price” (63 %) was still the main reason for using Airbnb, followed by “lo-
cation” (35%), and “authentic experience” (33 %). Although the price was the main motiva-
tor, Morgan Stanley found out that over 70 per cent of the U.S. respondents using Airbnb
for accommodation earned $75 000 in a year or more, which is up 66 per cent from previ-
ous year. Reasons for not using Airbnb travellers mentioned “concerns over privacy” (30
%), and “safety” (9 %), which both concerns had grown during the year 2016. (Ting 2017.)
The motivations for booking on Airbnb and concerns over it are illustrated in the figure 10.
In addition to above mentioned people have also the desire to be part of the sharing econ-
omy via accommodating strangers and then publishing their sharing status. This publish-
ing creates social reinforcing dynamic when more and more people are joining because

their friends have already done it. (Botsman & Rogers 2011, 202.)

AUTHENTIC CONCERNS CONCERNS

PRICE LOCATION EXPERIENCE OVER PRIVACY OVER SAFETY

Figure 10. Main motivations for booking on Airbnb and concerns over it (Ting 2017)
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3.4 Airbnb hosting

When sharing your room with a total stranger trust is the key feature to make it happen.
Components of the Airbnb’s Web 2.0 are one way to establish communication and create
trust between hosts and guests. Both parties may write reviews of each other publicly al-
lowing them to get familiar with one another before sealing the deal. (Guttentag 2015,
1195.) Airbnb claims that from those 550,000 homes that they are sharing all over the
world 82 percent of hosts share only the home in which they live. They also claim that 76
percent of Airbnb properties are not located in the main hotel districts. Aimost half of the
hosts think that hosting has helped them to keep their homes. (Airbnbcitizen 2014.) The
fastest growing host group demographically is “seniors” (Airbnbcitizen 2017). Besides of
the stories how Airbnb has helped home-owners to keep their homes, there are also other
kind of stories of the hosting and renting apartments on Airbnb. The American Hotel and
Lodging Association released a study in the beginning of 2016 concentrating in hosts of
Airbnb in fourteen major metropolitan areas in the US. The key findings of this research
were that hosts who rent two or more units, accounted nearly 40 per cent of the revenues
of Airbnb rentals in those cities studied. The number of “multi-unit operators”, who rent out
two units on Airbnb, also grew over 60 percent during one year. The increase in numbers
of “mega-operators”, who rent three or more units on Airbnb, was even faster with 66 per
cents rise. The “full-time hosts”, who rent 360+ days per year, recorded on average $125

000 revenues per year. (Ahla 2016.)

The increasing regulatory problems with home-sharing has made Airbnb to create a site
with legal and regulatory issues. On this site Airbnb presents, that it is important for hosts
to know and understand laws concerning the accommodation. As an example, Airbnb
suggests that in some cities hosts need to register, get a permit, or obtain a licence before
listing a property. Penalties and fines are also mentioned. Hosts are still themselves re-
sponsible for reviewing the local laws and regulations, and by activating the listing with
Airbnb they certify to follow those local rules. (Airbnb, Inc. b.) On Airbnb’s website it is
also mentioned, that hosts have permission to ask IDs (e.g. passport or driver’s licence)
from the guests. In the case, something abnormal happens or help is needed Airbnb has
created “250 —person global Trust and Safety team” which is on call 24/7 to help the
hosts. The “Host Protection Insurance” and a “$1 Million host Guarantee” —programmes
are safety nets for hosts and their properties. (Airbnbcitizen 2016a.) According to Airbnb,
“Host Protection Insurance” —program is valid currently “in over 15 countries” and it pro-
tects hosts against property damages and bodily injuries up to $1 million. (Airbnb, Inc. a.)
About the property damages Airbnb claims that of over 40+ million guest arrivals in 2015

they had only 1010 significant property damage cases. (Airbnbcitizen 2016a.)
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3.5 Airbnb’s impact on traditional accommodation sector

According to Guttentag (2016, 15) many leaders and analysists in tourism accommodation
segment are sceptical over Airbnb’s impact on traditional accommodation sector. They
feel that Airbnb is too small, serving only in categorical, mainly young budget travellers
markets and being unable to serve customers in more moneymaking business travel mar-
ket. Airbnb presents a report by hotel industry research group STR in their website
(Airbnbcitizen 2016b), which claims that Airbnb has high demand at the same time than
hotels do so in other words having same seasonal demand nature than hotels. Hotels
seems to have much higher year-round occupancy rate than Airbnb. This is explained with
the hotels” firm and wide group and contract travel. (Hotel News Now 2016.) The same
explanation was given by Cathy Enz, a professor at Cornell’s School of Hotel Administra-
tion in Slate (Griswold 2015), when interviewed about the success of both Airbnb and ho-
tels in the U.S. in 2014 - 2015:

“So for leisure travellers, transient segments, Airbnb’s probably a pretty scary threat. But

there’s still meetings, there’s still conventions, there’s still groups of people. Typically that’s

kind of a lower, corporate-negotiated rate, but that business clearly isn’t Airbnb’s.”

Airbnb and hotels are seen to be serving customers in different markets. When Airbnb is
more for the casual leisure traveller, hotels are more for groups, business travellers, and
ones who need to be sure of the availability and the standards of accommodation. (Gris-
wold 2015.)

Sundararajan (2016, 121) presents that via new consumption experiences and larger vari-
ety some shared economy industries create more consumption in that specific area of in-
dustry. As an example, he mentions Airbnb, which according to him has created more de-
mand in accommodation rather than shifting the demand away from the traditional accom-
modation sector. The explanation for this, according to Sundararajan (2016, 121 — 122) is
the larger variety of accommodation offered by Airbnb in pricing, location, and in accom-
modation options. Traditional accommodation sector has usually standard rooms with
standard amenities, and prices. Airbnb offers wide selection of accommodation options
from tents to tree houses, and from air-mattresses to apartments with all kind of prices
and amenities. When the variety gets larger the consumption of those products or ser-
vices tend to increase. This happens since the wider variety means that there are new
consumers able to consume, and consumers who are also able to consume more often or
like in accommodation, longer periods. The wider variety also means that there will be
more supply which fits totally to consumers” expectations. This has an impact of rising

prices on those markets. (Sundararajan 2016, 121 — 123.)
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Even though there are many opinions, which do not see Airbnb as a threat to traditional
accommodation sector on tourism there are still many who have advised that Airbnb im-
pacts on it a lot. These opinions are based on the facts that Airbnb is growing fast and ex-
tending to new clienteles with new improved services. (Guttentag 2016, 16.) Owyang
(2013, 14) claims that industries with low utilization rate and high cost, like travel, are the
ones first impacted. In 2013 there was one of the first studies on Airbnb’s impact on the
hotel industry. The research was done in Texas and the results suggested that 1 % in-
crease in Airbnb listings made almost 0,05 % drop in hotel industry’s quarterly revenues.
This small drop was concentrated among guesthouses and budget hotels, and not so
much among listed hotel companies. (Olson & Kemp 2015, 19; Stephany 2015, 135 —
136. Byers, Proserpio & Zervas 2013.) Byers et al. (2013, 18) found out also that these
most affected lodging companies responded to Airbnb’s competition by actively lowering

their prices.

One more fear that hoteliers have is the impact of Airbnb on so called compression nights.
These nights are in periods of high demand, when traditionally hotels have been able to
charge higher prices. Hoteliers have feared that Airbnb could have an impact on compres-
sion nights by reducing the number of those high-demand nights. According to Hotel
News Now (2016) at least in the U.S. markets Airbnb has not significantly impacted on
this over the period of recent years. But on the other hand, there are already some other
researches, like Morgan Stanley Research’s study in 2016 presenting that in the top 25
U.S. markets the number of compression nights would have dropped 20 per cent from
2015 to 2016. The survey proposes that alternative accommodation options, like Airbnb,

could have been reason for this drop. (Ting 2017.)

Owyang (2013, 7) claims that travellers have currently access via Airbnb to more exclu-
sive, budget friendly, and even smoother travel experiences and that way it has an impact
on traditional accommodation sector. Morgan Stanley Research has done researches dur-
ing the years 2014, 2015 and 2016 about consumer behaviour in lodging. These results
suggest that not only the number of leisure travellers who used Airbnb has rapidly in-
creased but also the number of business travellers utilizing Airbnb has done the same.
Morgan Stanley Research’s results also indicate that 49 per cent of the respondents said
that they substituted Airbnb accommodation away from traditional hotels, 37 per cent from
bed and breakfast, and 35 per cent from friends and family. According to this survey the
biggest shift in 2016 was in replacing traditional hotel accommodation by Airbnb. (Ting
2017.)
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According to Stephany (2015, 136) the worry for hotels is not where Airbnb is today but
where it might be in few years” time. Morgan Stanley Research estimates, that in 2017
Airbnb decreases U.S. and European hotel’s revenues per available room by 1,8 per cent
and in 2018 by 2,6 per cent. The size of the threat Airbnb forms to traditional accommoda-
tion sector in next few years depends largely on its ability to get business travellers into
Airbnb users, since currently 70 per cent of traditional sector’s room nights in the U.S. are
sold for them (Ting 2017). The consulting company Hotel Valuations and Appraisals
(HVS), which specializes in providing services to the hospitality industry, has estimated
that only in New York Airbnb could surpass $ 1 billion direct revenue impact on lodging
markets in 2018. The room sales would form about 80 per cent of these revenue losses
and the rest is from the ancillary revenues, like lost sales in foods and beverages. HVS
further estimates that Airbnb would affect directly on loss of 2800 jobs in hospitality indus-
try in New York. (HVS, 2015.) Byers et al. (2013, 19) adds that in the longer run, Airbnb
may have also an impact on lodging firms” entry, exit, and investment decisions. If the
short-term renting becomes properly regulated it is expected that there is going to be even
more competition with hotels, since investors are then comfortable to start their own short-

term lets with apartments. (Stephany 2015, 136.)

There is one more opinion about Airbnb and traditional accommodation sector. The pro-
fessor of New York University’s Stern School of Business, Arun Sundararajan, says that
the both sides of this spectrum are getting more similar over the time. He explains it with
the facts that hotels are slowly acquiring more Airbnb —like services (e.g. Hyatt owns a

share of OneFineStay) whereas Airbnb is developing more hotel-like services (e.g. busi-

ness travel services). (Griswold 2015.)

3.6 Criticism over Airbnb and varying regulations

When the first blows were blown to air mattresses in San Francisco in 2007 by founders of
Airbnb, they probably were not so much thinking about all the regulation issues which
would rise few years later. The growth of Airbnb started to accelerate in 2013 causing reg-
ulatory issues around the world. In New York the “illegal hotels” law hit to the heart of
Airbnb. According to that law renting out entire apartments was illegal. The hosts of Airbnb
in New York started a campaign to “save Airbnb in New York” receiving over 200 000 sig-
natures. After some reports came out indicating that large share of the Airbnb’s revenues
in New York was made by hosts owning three or more apartments, Airbnb was forced to
send the renting laws to its New Yorker hosts. The main idea was to tell that it was not al-
lowed to rent out an apartment if the host or host’s roommate did not live in the same

apartment. There were also other kind of issues rising in New York. Some were worried
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about the safety and security of their apartments, if the neighbours were having renting
business with strangers in their block. Others were concerned about the renting prices
and availability of rentals, if apartment owners started their own Airbnb businesses instead

of renting out apartments for longer-term residents. (Sundararajan 2016b, 131 — 134.)

The unclear regulations have sometimes turned into nightmares also for hosts. The New
York Times published an article of columnist Ron Lieber about a host who had rented out
his apartment in New York for Airbnb guests and after coming back home found out that
he had received violations for running illegal hotel with potential fines up to $ 40 000. The
host contacted the Airbnb requiring that Airbnb should inform the regulations more clearly,
so that the hosts could know it better which are the laws and regulations concerning the
rentals. (Lieber 2012.) The host got $2 400 fines, which were then overturned when
Airbnb won the appeal because the roommate was at the apartment at the time of rental
making it then legal to rent the room (Geron 2013b). In autumn 2016 New York city got
new regulations against the advertisement of the “illegal” Airbnb listings. The purpose of
the law, according to the city authorities, is to cut off the rentals of entire apartments for
less than 30 days. The hosts may rent only rooms or parts of their apartments — not the
entire apartments. The hosts could now have fines up to $7 500 if regulations of the city
are not followed. (McHugh 2016.) Besides of New York, other cities in the US are also set-
ting own rules and regulations concerning home-sharing. San Francisco, the hometown of
Airbnb, set the rules in summer 2016, requiring all the hosts to register with submitting the
required documents in person with the $50 registration fee. Rental companies could get
up to $1 000 fine for any illegal listing. In Chicago since summer 2016 hosts need to regis-
ter their units and pay 4 % surcharge on their short-time rentals. Some neighbourhoods
have also the right to request a ban to unwanted listings. Some other cities in the US, like
Seattle, are still wondering about the legislative actions they will have with home-sharing,

including issues like surcharges and safety regulations. (Kelly 2016.)

In Europe during the spring 2016, the law banning the entire apartment rentals for tourists
with the help of large fines (up to € 100 000) came effective in Berlin. Residents are only
allowed to rent rooms or parts of homes but not the entire houses or apartments. With this
banning the city is trying to keep rents as low as possible and ensure the property supply.
City authorities rationalized their decision with the information, that after the success of
some online rental platforms the number of long-term rentals had fallen significantly. After
this law came effective, the Airbnb listings dropped 40 % in a month in Berlin. (Payton
2016.) A bit south from Berlin, Spain’s major cities and tourist destinations have protested

about the short-term-rental sites like Airbnb saying that those “are encouraging the black
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economy as well as creating problems in residential areas.” During the summer 2016 Bar-
celona city started actions to crack down hosts who are letting their apartments without
the required licence. The residents and guests are encouraged to inform city authorities
about the possible unlicensed rentals. In Spain there is not yet any national legislation
concerning home-sharing, meaning that the regulations are very inconsistent in different
parts of the country. (Figuls 2016.) Barcelona, had 40 % increase in numbers of Airbnb
visitors in a year during 2016, and Madrid even 70 % increase (eMarketer 2017). In Bar-
celona, authorities are battling with issues of economic benefits of tourism and residents’
quality of life. The residents of Barcelona have expressed that they are suffering from the
tourist boom partly created by the online home-sharing platforms, as noisy tourists disturb
their lives, and create pressures on housing prices and public services. (Tadeo 2017.) In
November 2016 Barcelona city authorities announced that they will fine Airbnb and
HomeAway €600 000 each for offering unlicensed rentals in the city (Badcock 2016). The
tax authorities in Spain are also currently increasingly after unreported incomes earned in
peer-to-peer accommodation (Figuls 2016). In London and Amsterdam Airbnb hosts have

currently limitations for numbers of nights they can host (Tadeo 2017).

Besides of the regulation issues, problems have occurred also with Airbnb’s hosts and
guests. There is even a website called “airbnbhell” (www.airbnbhell.com), where hosts
and guests can share their bad experiences. These guest experiences include issues like
misleading photos, safety problems, traumatized neighbours, badly behaving hosts, etc.
The host side have also had problems with Airbnb with issues like drugs, destroyed apart-
ments, unpaid payments and so on. (AirbonbHELL 2017.) In addition to web-sites, the
press is also filled with incidents that has happened with Airbnb. One of them is the warn-
ing made by Swedish police in 2016 that Airbnb rentals in Stockholm had been increas-
ingly turned into brothels (Svenska Dagbladet 2016). Guardian (Quinn 2016) in turn pub-
lished an article about a host in London, whose apartment was destroyed by Airbnb
guests causing altogether damages worth of £12 000. (Quinn 2016.) One even more seri-
ous accident happened in Taiwanese Airbnb home in 2013 when Canadian woman died

because of the leaking carbon monoxide from water heater (Hoong 2016).

One more criticism over Airbnb is taxation. Some feel that renters should pay income and
other governmental taxes, just like hotels do. In some cities, like in Amsterdam hosts of
Airbnb need to pay income and tourist taxes already. (Hoong 2016.) In Finland, the in-
comes from home-sharing are so called unearned income with 30 % taxation if the total
sum is under €30 000 per year. Value-added taxes should also be paid. The obligatory
passenger cards are not needed if the accommodation operations are occasional. (Tyo- ja
elinkeinoministerié 2016b, 3 & 5.)
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4 Helsinki as a tourism destination

Helsinki, the capital of Finland, was founded in 1550 by King Gustav Vasa of Sweden.

Currently the town has population of almost 630 000. The town has total area of 716 m2,
123 km coastline and 315 islands. Over ten per cent of the population speak some other
language than Finnish or Swedish as a native language. (Helsingin kaupunki 2017). City

of Helsinki is presented in the image 1.

Image 1. City of Helsinki (Nordic visitor Finland)

Helsinki is situated on the Baltic sea and can be reach by plane from almost all corners of
the world (see image 2). Helsinki airport is around 30 minutes distance from the city cen-
tre by train and it serves almost two hundred international flights per day. In addition to
plane city can be reach by train from all major towns in Finland as well from Russia. The
daily ferry services to Helsinki are from Sweden and Estonia. There are ferry lines to Hel-

sinki also from Russia, Poland and Germany. (Visit Helsinki 2017.)

Beijing 7h 55min.

Tokyo Sh 35min.
Seoul 9h 50min.

New York 8h 05Smin.

Mumbai. 7h 40min.
#® Singapore 11h 30 min.

Image 2. Air connections to Helsinki from some major cities (Visit Helsinki 2017)
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4.1 Overview of tourism

Helsinki as a destination is famous for its location between the East and West and is also
culturally influenced by both of those. City is known about its architecture, design, and
events. Some of the main attractions are Helsinki cathedral, the Europe’s largest Russian
Orthodox church Uspenski Cathedral, Temppeliaukio church, the Sibelius Monument, and
Suomenlinna sea fortress (see image 3). Skywheel and Allas Helsinki pool are some of
the new additions on tows attractions. Helsinki has also a vivid sauna culture with 20 pub-
lic saunas. (Helsinki Marketing Ltd 2015.). One of the latest Helsinki tourism marketing
slogans was published in November 2016 during the event Slush. According to Mr Morris,
who works as reporter for the Telegraph, it could be one of the greatest tourism slogans
ever made:

“Nobody in their right mind would come to Helsinki in November. Expect you, you badass.
Welcome.” (Morris 2016.)

Image 3. Some of Helsinki’s main attractions (My Helsinki 2017)

Tourism in Helsinki has been again growing after some negative development years in
2012 and 2013 (Jaakola & Vilkama 2017). In 2016, the number of registered overnights in
Helsinki was almost 3,6 million, of which over half were made by foreign tourists. The total
registered overnights in Helsinki were up to 3 % from previous year. The increase in over-
nights was especially due to business travellers. Business travellers account almost half
of all the registered overnights and grew 7 % in 2016. The amount of taxable accommoda-
tion sales grew 6 % in 2016 when comparing to previous year. (Visit Helsinki 2016.) The
number of Russian tourists has reduced to half but the number of Chinese and Japanese
visitors has almost doubled during the past few years. Even though the number of visitors
in Helsinki is again rising, Helsinki is still considered to be a bit behind of its competitors
Stockholm and Copenhagen in tourism. (Jaakola & Vilkama 2017.) When the registered
overnights in 2016 in Helsinki were up to 3 % from previous year, the numbers were in
Stockholm + 6 %, in Oslo + 6 %, and in Copenhagen + 7 % (Visit Helsinki 2016).
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4.2 Airbnb versus hotel sector

During the year 2015 Airbnb listings in Helsinki grew 71 per cents ending up to total num-
ber of over 2 100. The number of hotel rooms in Helsinki in 2015 was a bit less than 8 700
according to the Finnish hospitality association Mara ry. The Airbnb listings formed then
almost a quarter compared to the capacity of traditional accommodation sector. Com-
pared to Couchsurfing, Airbnb had seven times more listings in 2015 in Helsinki. (Koivisto
2016.) According to the Airdna in the end of the year 2017 there are almost 2400 active
Airbnb rentals in Helsinki, with 81 % of them entire homes. Most of the rentals are studios
or with one bedroom. A bit over half of the listings are available only 1 — 3 months per
year whereas 10 % of the listings are available 10 — 12 months per year. Hosts who have
only one apartment listed form 90 % of all the hosts. During the autumn months 2017 in
Helsinki the average Airbnb daily rate was 76 € and the occupancy rate 66 %. Average
revenues the host earned with the cleaning fee was 900 € / month. Airdna presents that in
2016 there were 4745 rentals in Helsinki. (Airdna 2017.) The CEO of the Finnish hospital-
ity association, Mr Timo Lappi estimates that if the growth of Airbnb listings in Helsinki
stays as rapid as during the year 2015 it impacts on hotel sector “significantly”. The CEO
of tourism marketing organisation Visit Helsinki, Tuulikki Becker, has another kind of view
about Airbnb in Helsinki. She presents, that the home-sharing is more like supplementing

the accommodation field and spices up the whole tourism. (Koivisto 2016.)

The hotel sector’s capacity continued to grow in Helsinki during the autumn 2016 when
the new 16 floor high congress hotel opened its doors for customers. (Koivisto 2016.) The
hotel capacity in Helsinki climbed altogether to 55 establishments and 8840 hotel rooms,
as also illustrated in the figure 11 (Tilastokeskus 2016). Still, during the international event
Slush in the end of November 2016, all the hotel capacity in Helsinki was sold out and the
CEO of Slush, Marianne Vikkula, hoped that Airbnb could solve these accommodation
problems during the event (Karila 2016). The utilization rate of hotel rooms in Helsinki in

2016 was almost 72 per cent.

NUMBER OF NUMBER OF OCCUPANCY RATE AVERAGE HOTEL
AIRBNB LISTINGS HOTEL ROOMS OF HOTEL ROOMS ROOM PRICE (€)

2016 4745 8840 71,8 112,71

2015 2100 8676 69,5 105,74

2014 1230 8473 68,0 106,61

Figure 11. The development of Airbnb and hotel sector in Helsinki (Koivisto 2016,
Tilastokeskus 2016 & Airdna 2017)
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5 Execution of the research

In this chapter | discuss about the research methodology and research process of this
study. | first rationalize my choice of the research methodology and then describe the ac-
tual research process. After this | discuss about the data analysis, transparency, validity
and reliability, and limitations of this study. The final part of this chapter includes study’s

ethical considerations.

The aim of this study is to understand the home-sharing phenomenon and Airbnb from the
perspective of the hotel sector in Helsinki and to gain insights into Airbnb’s impacts on this
sector. | chose Airbnb in this research since it is the largest home-sharing operator in Hel-
sinki (Koivisto 2016). The chosen research topic is currently particularly important since
the regulation issues and responding to Airbnb and home-sharing are in discussion also in
the European Union level. The European Commission is monitoring the development of
the sharing economy in accommodation and organising workshops about it during the
spring 2017 (European Commission 2017). There are also only little prior researches
about this topic done in Helsinki. | made a deliberate decision that | did not want to have
any commissioner for this sensitive research topic. | wanted to keep this research without

any influence or bias of any third part.

There are two primary research questions in this study. The first one is, how does the ho-
tel sector perceive home-sharing and Airbnb’s operation in Helsinki? The second one is,

how is the impact of Airbnb on hotels in Helsinki from the perspective of the hotel sector?

5.1 Research methodology

The leisure and tourism researches can be divided into quantitative and qualitative ones.
While quantitative researches involve the collection and analysis of numerical information,
qualitative approaches are more about information in forms of words, images, and
sounds. (Veal 2011, 34.) For this thesis, | decided to choose qualitative research meth-
ods. As Tuomi and Sarajarvi present (2013, 85) qualitative research methods are used
when researcher tries to understand or describe some phenomenon or happening. Veal
(2011, 35) also presents, that qualitative research enable gathering information about indi-
viduals, organisations or places. Even though the qualitative research methods enable to
collect wide amount of information, the collection and analysis processes usually limit the
numbers of subjects included. The qualitative approach obtains to get information e.g. atti-

tudes or opinions of few individuals. (Veal 2011, 35.)
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5.2 Research process

| started the research process with literature review on the sharing economy and Airbnb.
The sharing economy in accommodation has gotten a growing interest on it all over the
world so there is literature about it already moderately available. After the literature review
| planned the data gathering. As a research strategy, | chose the case study. The case
study is suitable especially for the “how” and “why” questions in the research (Yin 2009,
27). Veal (2011, 346) presents the advantages of the case study as following. Firstly, it
has the capability to put organisations and happenings in their right places in historical
and social context. It also enables to handle the subject of study as a whole. If resources
are restricted, the case study offers controllable data collection task. It also enables to
adapt research strategy during the research due to flexible data collection strategies. As

the final advantage, there is no need to generalise results to any wider. (Veal 2011, 346.)

The aim of the case study is to try to understand real-life phenomenon by studying some
examples (Hirsjarvi, Remes and Sajavaara 2010,134; Veal 2011, 342 & 344; Yin 2009, 4
& 18). But what can be a case? Hirsjarvi et al. (2010, 134) and Veal (2011, 342 & 344)
present that case can consist individuals, organisations, projects, or even whole countries.
Eriksson and Koistinen (2005, 5) view the issue of case with the wider perspective. They
present that depending on the researcher the issue of case is viewed differently. So, ac-
cording to them the case can be in addition abovementioned also something less con-
crete, like quality, success, phenomenon or process. They view that “It is essential to re-
member that the researcher him-/herself determines what is the case of his/her study”.
(Eriksson & Koistinen 2005, 5.) Laine, Bamberg and Jokinen (2008, 11) present that de-
pending of the case’s nature it can be interpret as process, manifest of something, or from
different perspectives. For this thesis, | chose home-sharing and Airbnb in Helsinki as the

case of this study. The study is done from the perspective of the hotel sector in Helsinki.

The methods used in the qualitative research to collect information are observations, infor-
mal and semi-structured interviews, and text analyses (Veal 2011, 34 — 35). These meth-
ods can be used alternatively or utilizing some or all those methods (Tuomi & Sarajarvi
2013, 71). For data gathering | chose semi-structured interviews with standardized ap-
proach. The semi-structured interviews can be used for example in cases the subjects of
the research are relatively few in numbers, the information obtained is likely to vary, or the
topic explored is a part of planning a larger study (Veal 2011, 240 — 241.) Hirsjarvi et al.
(2010, 205) also add that interviews are good way to gather information when there is only
a little or none prior researches conducted about the research topic. Tuomi and Sarajarvi

(2013, 74) present that interviews enable to research different sorts of phenomena.
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According to Veal (2011, 239 — 240) the nature of semi-structured interview is character-
ised by its length, depth, and structure. Semi-structured interview usually last at least half
an hour. Since it seeks a deeper understanding the supplementary questions are in use
and the respondents are encouraged to talk and explain their answers. (Veal 2011, 240.)
The interviews in overall are an essential source of information in case studies and they
can provide important insights into topic researched. (Yin 2009, 108.) Tuomi and Sarajarvi
(2013, 73 - 74) present that interviews have also advantages like flexibility, option to ob-
serve the respondent, and the option to select the respondents. According to Tuomi and
Sarajarvi (2013, 73) the flexibility in this context means that during the interview re-
searcher can repeat or clarify the questions and clear up the misunderstandings. The
qguestions can also be presented in different order if needed. The option to observe the in-
terviewee enables interviewer to write down not only what was said but also how it was
said. The selection of respondents enables to choose the ones who have experience
about the topic researched. The disadvantages of the interviews are that those are expen-

sive to conduct and time consuming. (Tuomi & Sarajarvi 2013, 73 — 74.)

In semi-structured interviews the most important themes and the questions based on
those themes are decided in forehand before the actual interviews. The questions in semi-
structured interviews are usually based on the theoretical framework. (Tuomi & Sarajarvi
2013, 75; Veal 2011, 241.) The standardised approach in interviews defines that the inter-
action with researcher and interviewee should be as much same as possible with all the
interviewees. This means that there should be prescribed questions in use, even though
improvising is allowed during the interview. Leading or influencing with researcher’s own
opinions should be avoided, so agreeing or disagreeing with the interviewee is not allowed
during the interview. There could be more focusable open questions in use, like “Why is
that?”, and then afterwards questions based on interest of the study may be presented,
like “How about the cost issues?”. (Veal 2011, 243.) The creation and selection of inter-
view questions was a long process during this study. | started to write down the questions
already when | was doing the literature review. After finishing the theory part of this study,
| selected the most suitable questions and further modified them. | included also some to-
tally new questions, which | thought could be good to add. The interview questions can be
seen in appendix 1. The interview themes and questions are based on the theoretical
framework of this study. Before the actual interviews, | conducted two test interviews.
These test interviews revealed that there were two questions, which needed to be remodi-
fied and simplified. Since the approach to interviews in this study is standardized one, |
wrote all the questions to be used down in forehand. In purpose to gain deeper under-

standing of the phenomenon | also included more focusable questions into this study.
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According to Tuomi and Sarajarvi (2009, 85) one of the most often presented questions
when gathering data is the sufficient size of the sampling. Eskola and Suoranta (1996, in
Tuomi & Sarajarvi 2009, 87) present that one way of solving this issue is to use saturation.
Saturation means that the findings start to replicate so that new findings do not bring any-
thing new and relevant anymore. This way the certain amount of the findings is enough for
bringing out the theoretical structure of the issue. The amount of the findings needed for

the saturation depends of the study and research topic. (Tuomi & Sarajarvi 2009, 87-88.)

As also mentioned earlier in qualitative researches researcher tries to understand or gain
information from e.g. some phenomenon or happening. This makes it important that the
persons from whom the data is gathered are professionals on their field. This means that
the sampling cannot be done randomly. Researcher needs to tell in his research how the
sampling was done and what was the criteria for it. Researcher is the one who decides
the criteria and the ones included in the research. (Tuomi & Sarajarvi 2009, 85 — 86.) The
sampling of this study was done in few stages. First, all the hotels in Helsinki were sorted
out. There were altogether 55 hotels on the time this study was conducted. Since | wanted
to interview only hotel professionals, who have the knowledge of home-sharing and of its
possible impact on hotels in Helsinki, | decided to concentrate on persons who are work-
ing in sales or managerial level (see figure 13). The closer look of the hotel industry in
Helsinki revealed that industry has some chaining inside it and some hotels have common
sales departments and / or management. The abovementioned facts scaled down already
the number of possible participants in Helsinki. | made also a considered decision that |
wanted to include only one participant from every hotel chain or hotel group, so that |
could ensure that none of these groups could have too heavy influence on this study. As
also mentioned above, the findings of the study should replicate so that those could be
considered as robust ones. Together with my thesis instructor we decided to start with 7 —
10 interviews and view then if there was already saturation in the findings or if more inter-
views were needed. If you want to have ten interviews it means that the number of people
you need to contact is much larger. As probably in every research, also in this one there
were some who did not reply anything or disappeared during the process. After conduct-
ing the nine interviews and analysing them | realized that the main findings already repli-

cated, so | did not include any more participants in this study.

When conducting interviews, it is important for interviewer to remember that sometimes
interviewees need time to think about the questions. So, silence is something which
should be tolerated. If the question is somehow unclear for the interviewee he should be

left the chance to ask more details about it. The interviewer should listen and encourage
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the interviewee to reply and talk. (Veal 2011, 243.) When conducting an interview, inter-
viewer may present the questions in different ways and orders, but he still need to ensure
that all the topics are covered. The qualitative research allows topics to evolve and even
new ones to emerge during the research. (Veal 2011, 241.) Sound or video recording, or
writing notes during or after interviews are commonly used in semi-structured interviews
(Veal 2011, 245). After the test interviews, it was time to look for the real interviewees
from the hotel sector in Helsinki. It would be of course much easier to find the participants
for your research if you had some sort of connections to that field you are researching.
Since that was not the case at all in here, there was only one way to do it. Contact the ho-
tels and look for the interviewees. After strict consideration, | decided to contact hotels via
Facebook. | thought that the ones working in sales department or in the management
level might be busy with their daily tasks, so | decided not to bother them with phone call
in this point. Facebook message is still more personal than just an e-mail, since the re-
ceiver may check your profile and that way get familiar with you. Approaching via Face-
book worked well and | managed to set timetables for the first interviews just in few days. |
also found out that talking about the subject in different occasions is helpful and | man-
aged to get some precious links and contacts when just sipping wine with my friends. In
the beginning of the candidate search process, | was wondering if | could manage to get
enough candidates for my research. Luckily this fear did not come true and in just three
weeks | managed to settle interviews with ten hotel professionals who worked for the main
hotel chains and hotels in Helsinki. Even though | managed to get the interviewees in rela-
tively short time, it still felt sometimes too long. Negotiations about the timetables and re-
minder messaging took even weeks before the actual time was settled. There was also
one candidate who agreed to be part of this study but then just totally disappeared. The

presentation of the interviewees of this study is illustrated in the figure 13.

INTER-

VIEWEE TITLE DATE TIME DURATION CAREER*
R1 General manager 08.05.2017 10:00 1h 01 min 10 years
R2 Key account manager 09.05.2017 09:00 48 min 2 years
R3 Commercial director 15.05.2017 11:00 1h 1,5 years
R4 Sales manager 17.05.2017 14:30 56 min 14 years
R5 General manager 18.05.2017 09:00 1 h 06 min 14 years
R6 Hotel manager 22.05.2017 13:00 1 h 19 min 24 years
R7 Vice president of sales 26.05.2017 12:00 41 min 18 years
R8 Hotel manager 12.06.2017 14:00 39 min 5 years
R9 Hotel manager 19.06.2017 12:00 40 min 7 years

* The career includes the current job and the past career in similar positions inside the industry.

Figure 13. The presentation of the interviewees of this study
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All the interviews of this study were conducted face-to-face in the workplaces of the partic-
ipants. | started interviews always with the short presentation about my research and ex-
plained what was about the happen. Then | asked if the interviewee allowed me to record
the interview. Luckily everyone agreed with it. | recorded all the interviews with my Iphone
and its “Sanelin” application, which was very easy to use and had high quality recordings.
Even though | made notes during every interview, the recording was still a must in this re-
search. It would have been simply impossible to write all the comments down fast enough.
| found the flexibility of the semi-structured interviews as a huge benefit. Sometimes inter-
viewees talked about some non-relevant issues during the interview. Due to nature of
face-to-face interviews it was very convenient to clarify the questions and this way prevent
the misunderstandings and get the answers to those questions which were on agenda.
Even though these Finnish interviewees were not lively in gestures or in tones of the
voice, | still managed to get something out also via observing the interviewees. After the
first interviewee commented that he had used Airbnb during his travels, | decided to in-
clude this factor in this research. Even though the first interview was a bit exciting experi-
ence for me, it still went well and the recording was also very successful. After listening
the recording | noticed that | needed to be even more tranquil and even quieter during fol-
lowing interviews. The interviewees do really need time sometimes for their replies. The
fact that all the interviewees of this research were hotel professionals with lot of experi-
ence made it easy to conduct the interviews since they all were familiar with the themes of

this study. In overall the data gathering of this study went very fluently.

5.3 Analysis

For analysing the data, | chose content analysis. Content analysis is the analysing
method, which can be used in all qualitative researches (Tuomi & Sarajarvi 2013, 91). The
goal of the content analysis is to create verbal and clear description of the phenomenon.
Content analysis aims to summarize the data without still losing any important information.
(Tuomi & Sarajarvi 2013, 108.) Traditionally the qualitative data has been always ana-
lysed manually (Veal 2011, 392). When the analysis is done manually, the material should
be first sorted through and evaluated in relation to concepts of framework. The basic activ-
ities in qualitative analysis are reading of notes and listening of audio and video materials.
During reading and listening researcher should keep the original research questions in his
mind. The typical way of analysing the qualitative material is to find out the emergent
themes. These themes could be written down and the views how those themes were ex-
pressed could be marked with minus or plus signs. The initial steps in qualitative analysis
is to classify and organise the collected material. Colouring codes and “post-it” notes can
be used to help marking the categorizing. (Veal 2011, 392 & 396 — 398.)
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| started the analyses process with reading the notes and listening the recordings of my
interviews. The next stage was to write down all the interviews in Finnish. At this point |
did not yet eliminate anything but | wrote it all down. People who are working in tourism
are often quite talkative and that was also the case here with some of the interviewees.
So, next | read the interviews again and marked already the issues which were not rele-
vant to this study. After this | translated the interviews and wrote down the first findings.
This was a bit more difficult task than | had expected. It took hours to repeatedly edit the
translations and to eliminate the topics not relevant to this study. To be able to form the
results the material needed to be classified and organized. For this | created templates, in
which every question had a separate template. | copied all the cases’ findings under that
template. After this it was much easier to classify the material and form the findings. | clas-
sified the material with the help of colours and different text styles. During the analyse, |

kept the theory of this study and the research questions all the time in my mind.

5.4 Transparency

According to Yin (2011, 19), one of the first ways to gain credibility and trustworthiness to
qualitative research is its transparency. This means that the research procedures should
be transparent (Yin 2011, 19). In this study, the research methods and procedures are de-
scribed and documented in a way Yin (2011, 19) also presents should be done: as clearly
as possible to maintain transparency for others to review and understand them. This doc-
umentation enables others to re-conduct this research if wanted. All the data has been
saved and is also available for the inspection if needed. The idea of transparency is that
the information gained from data gathering as well as the formed findings and conclusions
based on that information, need to be in a form that others can easily examine those (Yin
2011, 19). | have done my best in presenting the findings and conclusions in ways how

those are based on information gathered with adequate transparency.

5.5 Validity and reliability

The quality and credibility of the research depends on the methods used and the care
they have been implemented. There are two different dimensions, which need to be
acknowledged in this context. The first one is the reliability of the research, which esti-
mates if the results are repeatable, not arbitrary ones. If the research results have reliabil-
ity, the results would be same ones if the research was repeated. However, in social sci-
ences including leisure and tourism researches, any research findings relate only to sub-

jects included, at the time and place the research was done. (Veal 2011, 46 — 47.) In case
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study researches, the precise copy of the research is impossible to implement. However,
the results from other case study researches may build a consensus around the findings
of the study. Since the case study as a method is studying one or few cases, the method
does not try to produce results, which are universally representative. The relationship be-
tween the world and the results can be settled with the theory. (Veal 2011, 344 — 345.)
The validity of the research estimates if the chosen research methods have been measur-
ing really those factors, that those were supposed to. For example, the questions of the
interview could be understood in many ways and there might come a situation where the
interviewee has understood the questions in other way than interviewer meant. If this
would happen, the results would not be valid ones. (Hirsjarvi et al. 2010, 231 — 232.) Even
though, the validity and the reliability are often linked to quantitative research, those

should be still somehow estimated in all researches (Hirsjarvi et al. 2010, 232 — 233).

In this study, the research methods and process have been presented as clearly as possi-
ble due to help to increase the reliability of this study. This is also presented by Hirsjarvi et
al. (2010, 232 — 233) in the context of increasing the reliability. This research and it’s re-
sults are totally repeatable. | have conducted this research in a way, like Yin (2009, 45)
also presents should be done when maintaining the good reliability: like somebody would
have been always looking over my shoulder. | also presented earlier in analysis chapter
an example of categorizing the findings, which should be also done according to Hirsjarvi
et al. (2010, 232 — 233) in the context of reliability. To further increase the reliability of this
study, and to help reader to understand the results, the findings are presented with direct

quotations as also recommended by Hirsjarvi et al. (2010, 232 — 233.) in this context.

In this study, the chosen semi-structured interview method enabled carefully to monitor
that the interviewees understood the questions in a way it was meant. All the interviews
were conducted face-to-face which enabled even better monitoring. Of course, as Hirsjarvi
et al. (2010, 206.) present it is always possible that the interviewees could reply differently
during the interviews than in some other situation. The interviewee might want to reply in a
“socially acceptable way” and appear as a citizen with high morality and intellectuality.
The interviewee might also feel that interviews are somehow frightening or threatening.
(Hirsjarvi et al 2010, 206.) To prevent the idea of frightening interviews, | always sent pre-
information about the topic to interviewees. | enclosed the information telling that all the
research material is handled with 100 % trust and that the results are presented in a way
where it is impossible to find out the identity of the interviewees. With this information, |
managed to create open and relaxed atmospheres for the interviews which made the in-
terviewees to reply openly. With the abovementioned tactics, | ensured that the results of

this study are valid ones.
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5.6 Limitations of the research

There are some limitations concerning this study. Hirsjarvi et al. (2010, 206) present, that
information gained from interviews is always connected to the situation and context of the
interview and that way the results should not be too widely generalized. Veal (2011, 46 —
47) in turn presents that in tourism researches the research findings relate only to that re-
search subject and time when it was conducted. So, all the findings and results of this
study relate to the views of the hotel sector in Helsinki in 2017. These results should not
be directly generalized to any other town or to any other time frame. However, as also
Veal (2011, 46 — 47) presents in this context, the relationship with the world and the re-

sults of this study is settled with the help of the theory.

5.7 Ethical considerations

There are many ethical considerations, that researcher need to keep in mind when con-
ducting the research. Hirsjarvi et al. (2010, 24) present that the spirit of a good scientific
practice expects that the research has been implemented and presented in honest, care-
ful, and accurate way. This research has been conducted with those principals. The hu-
man dignity has been respected in a way that Hirsjarvi et al. (2010, 25) mention it should
be done. All the respondents have been involved in this research in voluntary base and no
one was harmed during it. In the beginning of the interviews | also explained the main
points of my study and what was about to happen. | always asked as well if the inter-
viewee had understood everything and if he / she had any questions. As Hirsjarvi et al.
(2011, 25) mention the interviewees should be able to do rational thinking, so | included
only adults who are professionals in their field in this research. Veal (2011, 103) adds also
that research should be “beneficial to society” and the researcher should be “suitably qual-
ified and supervised”. This research is, as mentioned earlier, very topical and on my opin-
ion also beneficial to society. Researcher’s Master level education enabled the suitable

qualification for this research, which was supervised by thesis supervisor.

Since there is not any commissioner in this research, there are not any issues to be con-
sidered if commissioners opinions would have affected or caused any bias on this study.
As Yin (2009, 73) presents the study need be done with special care and sensitivity, pro-
tecting those who have participated in study. All research material in this study has been
treated confidentially and anonymously. To guarantee the anonymity of the respondents,
they have been referred in this research only with interviewee numbers, like R1 means in-
terviewee 1 and so on. So, names are only known to researcher of this study but not rec-

orded in any way as also Veal (2011, 104) presents should be done in this matter.
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6 Results

In this chapter are the results of this study presented.

6.1 Home-sharing as a phenomenon and interviewees’ participation in it

Almost 90 % of the interviewees described the home-sharing phenomenon somehow as
following: “in home-sharing individuals are offering their own private spaces for accommo-
dation”. Some interviewees further present that it is part of the new world, and it is done in
the purpose of earnings. The main drivers behind home-sharing are the technological de-
velopment, and the travellers changed desires and needs as also illustrated in the figure
23. About the travellers” changed desires and needs R2 comments, that “hotels did not
satisfy anymore travellers new desires in more homelike accommodations and better pri-
vacy”. R1 presents that “today travellers are looking for local and unique experiences”. R3
in turn mentions the progress in payments methods and social media as a technological
development in this matter. The earlier usage of sharing economy, environmental, social
and economic aspects were all mentioned once as drivers here as well. As an operator in
home-sharing all mentioned Airbnb. One third of the interviewees remembered only that
one. The other operators mentioned are Homeaway, Forenom, Couchsurfing, Holiday Vil-

las, and Interhome.

@ Hosts already or is about to start it.

TRAVELLERS®

TECHNOLOGICAL CHANGED

DEVELOPMENT DESIRES &

NEEDS Has stayed in home-sharing or is
89 % .
about to do it.

Figure 23. Main drivers behind home-sharing and interviewees participation in it

The hotel professionals of this study in Helsinki have almost all participated in home-
sharing. Six of the total nine interviewees have stayed in home-sharing during his / her
own travels. In addition to this there are two contesters who are interested into use it in
the future. One interviewee has also an own Airbnb listing in Helsinki and another one is
planning to start hosting as well. There is only one interviewee who has not used or even
planned to use home-sharing. Over half of the interviewees could not estimate the amount
of Airbnb listings and hotel rooms in Helsinki or made it in very different scale with the re-

ality.
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6.2 Airbnb traveller’s profile in Helsinki

According to all the interviewees of this study Airbnb traveller in Helsinki is a young, inter-
national, leisure traveller, who is around 30 years old, as also illustrated in the figure 24.
Some interviewees, like R4, view that there are also some over 50 years old travellers us-
ing Airbnb in Helsinki. R5 mentions that the older ones (50+) are not utilizing Airbnb in
Helsinki so much since the way of booking is unfamiliar for them. All the interviewees of
this study have a common opinion that business travellers in Helsinki are utilizing Airbnb
as well but in smaller scale. Some cases even mention the problems business travellers
might have in using Airbnb. Company might not allow employees to stay in any other ac-
commodations than in hotels they have contracts with. Another factor mentioned here is

that the employer might not accept the receipts from home-sharing.

"He already experienced
the hotel phobia."

ADVENTUROUS 1 AM AN
INTERNATIONAL,

LEISURE "He has a higher
OPEN-MINDED TRAVELLER. education.”

"He has at least an
WELL-TRAVELLED 1AM average income or higher."
AROUND 30

YEARS OLD.
"There are also some

BRAVE

Figure 24. Airbnb traveller’s profile in Helsinki

Almost 90 % of the contesters describe Airbnb’s customers in Helsinki with positive ex-
pressions, like adventurous, open-minded, and brave. Vanguard, social, price-conscious,
and very independent are all mentioned here as well. Almost half of the respondents also
highlight that these travellers have already travelled and experienced a lot. One third of
the contesters present that these travellers have even “experienced the hotel phobia”,
meaning that they want to have something else than hotels. Over half of the interviewees
view that Airbnb travellers in Helsinki have higher incomes and educational level than av-
erage citizens. R3 rationalizes incomes issue so that these travellers travel a lot and they
need to have higher incomes for that. R5 presents that even though budget travellers are
using Airbnb in Helsinki there are also travellers from the other end of the spectrum: “The
luxury travellers, who want to have 200 m2 apartment with quality interior for their special
day.” Even though all interviewees view that Airbnb traveller is not a member of travel
groups in Helsinki, there are two respondents who have a more detailed opinion about
this. They present that Airbnb in Helsinki is convenient accommodation for small groups,
e.g. in cases of birthday parties. Like R3 comments, “For small group it is nice that you
can accommodate all in one place”. Almost half of the respondents present that if traveller

is staying longer he / she might easily then choose to stay in Airbnb in Helsinki.
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6.3 Airbnb traveller versus hotel traveller in Helsinki

The findings about the differences between hotel and Airbnb customers in Helsinki are il-
lustrated in the figure 25. Airbnb travellers in Helsinki are younger than the ones in hotels.
Maijority of the interviewees present also that the domestic travellers are staying mainly in
hotels and Airbnb travellers are mainly international. So, age and travellers point of origin
are the main factors which tell the difference between travellers in Airbnb and hotels in
Helsinki. About the point of origin R7 comments that “Finnish travellers are still staying
mainly in hotels, but international tourists are also staying in Airbnb in Helsinki”. All the in-
terviewees of this study have also common opinion about groups and business travellers.
Maijority of the business travellers and all the travel groups (except some of the earlier
mentioned smaller groups) in Helsinki are staying in hotels. R3 presents that “staying in
hotel is always an easier option for the group leader”. Some respondents view that Airbnb

listings in Helsinki are not suitable for groups.

Majority of the interviewees does not see any other common features that separate Airbnb
and hotel travellers than those mentioned above. R1 comments, that “in overall there are
no such differences, that you could say based on person’s appearance where he / she is
staying”. R5 in turn comments that “there are not any huge differences anymore”. R3 have
a bit different point of view here. She presents that there are still some differences, like
“hotels have more traditional, domestic customers, who have the bonus cards et cetera,
whereas Airbnb travellers are more curious about new experiences and have the
knowledge of the new technology.” The other descriptions that are presented here are that
travellers of Airbnb in Helsinki are on average more relaxed, more curious, more open-
minded, more adventurous, and braver than the customers in hotels. About hotel custom-
ers it is in addition mentioned that they want to have an easy accommodation with all the
services. Over twothird of the interviewees present that there are travellers, who would not
arrive in Helsinki without Airbnb as an accommodation option. Most of the respondents yet

present that the number of those travellers is currently still low.

AIRBNB HOTEL
YJS»TG'ER ava v v mva IAM AN @ "Groups stay in
INTERNATIONAL [N . | MORE pa— Dg:\-ll?;?;c W roels”
IRAVELEER S0CIAL BON&?%ABDS TRAVELLER.

4. "Majority of the
(100 £.) business travellers

BRAVER

MORE ioss feve
MORE MORE RELAXED > stay in hotels.
ADVENTUROUS TRAMTIONAL WANTS AN EASY
MORE ACCOMMODATION
_ APPRECIATES
MORE OPEN-MINDED CURIOUS PPRECIAT

Figure 25. Features of hotel and Airbnb travellers in Helsinki
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6.4 Travellers” main motivations for staying and not staying in Airbnb in Helsinki

Travellers main motivations for staying in Airbnb in Helsinki are price, “live like a local” —
factor, trendiness of the phenomenon, desire for an adventure and fully booked hotels, as
also illustrated in the figure 26. About price many respondents define that the actual price
differences between hotels and Airbnb in Helsinki are not very large. R4 presents that “the
price issue has still made the travellers to check the home-sharing option in the first place
and that is why it is a motivator here”. R4 also brings up that “if traveller stays longer then
the price is more important but if he / she is only booking for a weekend or so, it is not that
significant anymore”. R6 presents that Airbnb has a more affordable image and that is
why the price is a motivator here.” About the price it is also presented that if you stay in
Airbnb in Helsinki instead of hotels you get better value for your money. This is
rationalized with factors like more spaceous Airbnb apartments compared to hotel rooms
and Airbnb’s household appliances, like fridge and washing machine, which enable
travellers to save money. Altogether almost 80 % present that price is the main travellers’

motivation for staying in Airbnb in Helsinki.

The trendiness of the home-sharing phenomenon is mentioned by seven of the total nine
respondents as a motivator here. Yet most of the interviewees present that it is a smaller
motivator than the price but is still having influence on this matter. “Live like a local” -factor
is also presented by almost every interviewee. R3 comments that “people in overall like to
have a peek in others lives”. About the availability four respondents have a common opin-
ion that quite often hotels in Helsinki are totally fully booked and this “forces” travellers to
use Airbnb. R2 presents that

“for example during popular events hotels in Helsinki are totally fully booked. If there are any

hotel rooms available, the price might then be too high. These factors force travellers to look

for alternative accommodation options.”

About the travellers desire for an adventure or for something new R1 comments that, “the
hotel industry is largely chained and the hotel accommodations are frankly speaking a bit

boring in Helsinki - the rooms of chain hotels do not create any wow —reactions.”

=

DESIRE FULLY

LIVE LIKE A FOR AN BOOKED

LOCAL

ADVENTURE HOTELS

Figure 26. Travellers” main motivations for staying in Airbnb in Helsinki
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Other findings in this context are the desire to support individuals instead of faceless
hotels, better privacy in Airbnb than in hotels, reviews of other travellers, and Airbnb’s
good locations in Helsinki. About Airbnb’s reviews, R3 presents that “the reviews of others
mean currently much more to travellers than the hotel ratings with stars”. R4 mentions that
“others” reviews make Airbnb more reliable than hotels in the eyes of travellers”. R1 pre-
sents in addition that the combinations of business and leisure travels are getting more

popular and this is when travellers might easily choose Airbnb over hotels.

If the abovementioned are the travellers” main motivations for staying in Airbnb in
Helsinki, what are the reasons that prevent travellers to do that? 100 % of the
respondents mention the safety and / or privacy concerns as one of the main reasons why
travellers do not want to stay in Airbnb in Helsinki. Other main reasons here are fears and
doubts over Airbnb, Airbnb’s lack of services, and the fact that Airbnb apartments are

someone’s home, as also illustrated in the figure 27.

F—

'S
SR FEARS & LACK OF SOMEONE'S

PRIVACY

CONCERNS DOUBTS SERVICES HOME

Figure 27. Main reasons that prevent travellers to stay in Airbnb in Helsinki

About the safety and privacy concerns —factor R5 presents, that “there is always a bigger
risk to stay in Airbnb than in hotels”. R4 rationalizes in turn the safety and privacy issues
as following:
“Even though there are many aspects of safety considered already in Airbnb, like every
apartment needs to have a fire alarm, the safety issues with Airbnb stays still strongly in the
minds of travellers. People also often think about Couchsurfing, when talking about home-
sharing. And this idea of staying in someone’s couch in their living room is preventing them

to stay in Airbnb. So this way privacy issues are the reason here”

The fears and doubts over Airbnb is brought up by eight of the total nine interviewees as
another main factor here. These fears and doubts include issues like doubts about getting
the keys and fears if somebody uninvited came to apartment during the stay. R2 views
that “there are lot of rumours about Airbnb, and those make some travellers suspicious
about it”. Over 50 % present that the lack of services in Airbnb is also crucial for many

travellers and that is why they turn down that option in Helsinki. Especially the reception is
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the service these interviewees say travellers value a lot. Receptionists do not only make
the check-ins easy but they also help if needed and create the feeling of safety. About this
Airbnb’s lack of reception R4 says that “this is getting better on Airbnb’s side, since they
are launching the “business classification” for apartments, which have 24/7 arrangements

with the keys”. Other services mentioned in this context are breakfast and maintenance.

One of the main ideas of the home-sharing is also presented as a factor that is preventing
travellers to stay in Airbnb in Helsinki. One third of the interviewees present that the idea
of staying in someone’s home is a factor in this context. R4 comments that “if you book a
weekend brake for yourself you desire some luxury and staying in someone’s home is not
that for many”. R2 presents that “some do not like the idea of staying in someone’s home
with owners’ private stuff like towels and beds”. The small price difference between hotels
and Airbnb in Helsinki and the lack of suitable Airbnb listings are both mentioned by two

respondents in this context as well.

6.5 Airbnb hosting in Helsinki

The results about Airbnb hosts in Helsinki are following. He / she is on average from 30 to
40 years old and belong to middle class or have higher income levels. About the age of
these hosts the scale varied a bit between the contesters. Some comment that there are
also students hosting and that is why there are some 20 years old hosts. Others mention
that there are also some older hosts who are over 40 years old. About the age of these
hosts in Helsinki R1 presents, that “over 50 years old are a bit more uncertain about
home-sharing and if they have apartments to let they probably let those for longer-time
tenants”. Commonly all the interviewees have the age scale 30 — 40 mentioned as the age

of Airbnb hosts in Helsinki, as also presented in the figure 28.
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Figure 28. Airbnb host’s profile in Helsinki
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One third of the respondents present that Airbnb hosts in Helsinki have higher educational
level than average citizens. R3 comments that “hosts in Helsinki are open-minded, well-
travelled and have a higher education”. Other features mentioned here are social, well-
travelled, high risk tolerance, brave and modern. 100 % of the interviewees comment that
majority of the hosts in Helsinki do the hosting non-professionally on occasional bases.
About this R1 comments that “most of the hosts do it on occasional bases every now and
then and stay for instance at their friends place at the time of the rental”. All the
interviewees present as well that these hosts have usually only one listing which is an
entire apartment. About the locations of Airbnb listings in Helsinki respondents of this
study have also an common opinion. Airbnb listings are spread around all over the city

and there are also listings on the same areas with the hotels in Helsinki.

As the biggest motivation for hosting 100 % of the interviewees present money and extra
earnings. Other main motivations for hosting in Helsinki are the trendiness of the phenom-
enon, desire to meet new people and cultures, starting the own micro-entrepreneurship,
and the desire for some excitement and adventure, as also illustrated in the figure 29.
About money and extra earnings R4 presents that
“not all hosts do it due to cover their living costs. | know for instance one family in Eira, who
are sharing their apartment every now and then, even though they do not have any financial

needs for that. They just want to have a bit more luxury, like weekend brakes.”

Some interviewees present that home-sharing is not that trendy anymore but then others,
like R6 and R9, rationalize that without the trendiness these hosts would not probably
even know about this hosting and that is why it still is a motivation here. R1 presents, that
“trendiness of home-sharing motivates hosts so, that they raise social status with it”. RS
says that “hosts in Helsinki want to be adventurous, and it is kind of cool too to host inter-
national travellers”. The micro-entrepreneurship is a motivator here according to four inter-
viewees and it is rationalized as following. “This is a very easy way to start your own mi-
cro-entrepreneurship, since nobody is controlling your operations”, like mentions R5, and
“starting the hosting is starting the micro-entrepreneurship”, like R8 comments. Desire to

help travellers via accommodating is also mentioned once in this context.

ﬁ
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Figure 29. Main motivations for Airbnb hosting in Helsinki
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6.6 Airbnb’s strengths and weaknesses in Helsinki

About Airbnb’s strengths in Helsinki locations all over the city is mentioned by six inter-
viewees. Some respondents define that Airbnb is able to offer accommodation for travel-
lers with different location needs. For example, large conferences are not located in the
city centre and in cases like this the spread around locations are a plus. More unique al-
ternatives, locality, price, and better privacy are the other main Airbnb’s strengths in Hel-
sinki, like also presented in the figure 30. In this context, R7 mentions, that “Airbnb is able
to offer more unique accommodation experiences in Helsinki than hotels, since its apart-
ments have often more distinctive and local furnishing”. About the privacy issue R5 com-
ments that “there are always other travellers in hotels, so if you want more privacy you
probably book Airbnb accommodation in Helsinki”. About the price, it is presented that in
addition to a bit more affordable prices than hotels, Airbnb has also more affordable image
than what hotels have and that is why it is a strength for Airbnb in Helsinki. The homelike
feeling with household appliances, ideological nature, spacious accommodations, higher
availability during the events, and easiness when booking are also mentioned once as

factors in this context as well.

On the weaknesses side Airbnb has in Helsinki following factors according to the inter-
viewees of this study. Negative associations are mentioned by all the respondents. This
category includes factors like safety issues, rumours, horror stories, and prejudices. The
other main findings are lack of services, and uncertain operation conditions. The services
Airbnb lack are e.g. reception, restaurant, and maintenance. The uncertain conditions has
issues like uncertainty with the keys, cancellation terms, unclear total price and the reality
of the accommodation versus images on Airbnb’s web-site. Airbnb’s uneven quality is
mentioned by two interviewees, and need of technical skills, home-like accommodations,
and limited availability and selection are all mentioned once in this context. In the figure 30

are the Airbnb’s main strengths and weaknesses in Helsinki presented.

AIRBNB'S LOCATIONS
STAERCHTS IN ALL OVER MORE UNIQUE GOOD
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Figure 30. Airbnb’s strenghts and weaknesses in Helsinki
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6.7 Airbnb’s position on the accommodation field in Helsinki

Airbnb’s position in Helsinki and the issue of whether it is a competitor or not is the theme
which on the first sight looks like one of the biggest divider among the interviewees of this
study. In generally respondents comment Airbnb’s position in Helsinki as following. R1
points out that “home-sharing is part of the development and there is no use to fight
against it and no need for it either”. When R2 presents that, “Airbnb’s operations in Hel-
sinki have exploded during recent years” R8 points out that “Airbnb in Helsinki is not very
aggressive but is still a rising trend”. R4 in turn comments that
“in overall Airbnb increases the number of travellers in destination. There is a new segment
of travellers due to Airbnb, who would not arrive in Helsinki otherwise. During conferences
when the demand of accommodation is much higher than the supply Airbnb offers an ease
on the pressure of finding accommodation. The conference organizers do check also the

number of Airbnb listings in town. So, it has a very positive impact on tourism in Helsinki.”

R5 has same kind of opinion about Airbnb’s position in Helsinki’s accommodation mar-
kets than R4 as well:
“Each hotel competes with another, but each new hotel also improves the city and benefits
us all! In a way, Airbnb is a competitor for us, but not in a traditional matter. When you create

new forms of accommodation, it makes Helsinki better and here Airbnb has its own share.”

Altogether four respondents view Airbnb as an additional slice on accommodation pie and
not as a competitor, as also presented in the figure 31. R3 rationalizes that, “Airbnb is still
so small in Helsinki that it is not currently a competitor for us”. Two interviewees present
that Airbnb is a competitor for them even though they both mention that Airbnb operations
in Helsinki are still minor activities. R1 views that, “Airbnb is a competitor, since when
someone needs an accommodation, he books it via some operator”. R5 points out
strongly, that “it is competitor and that should never be forgotten”. As also mentioned
above, one interviewee presents that Airbnb is a competitor but not in a traditional matter.
Four other interviewees also view Airbnb in Helsinki as a competitor. R6 also presents in

this context, that “Airbnb brings extra incomes to many other entrepreneurs in town, so it

has a positive impact on entire Helsinki in that way”.

4% ) "AIRBNB IS NOT OUR "AIRBNB IS OUR
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Figure 31. Airbnb’s position on the accommodation field in Helsinki
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6.8 Airbnb’s impact on hotels in Helsinki

All the interviewees of this study have a common opinion about the Airbnb’s impact on
hotels interviewees work for in Helsinki. It is, like R1 says “no impact at all”. Numbers of
overnighting travellers, traveller segments, pricing, number of compression nights, sales
of ancillary services and jobs in hotels are all factors in Helsinki which are unaffected by
Airbnb according to interviewees. Some present that Airbnb operations are still in such a
small scale in Helsinki that it is more like only a supplementing slice on accommodation
field. Many respondents also present that in overall hotels in Helsinki have high room
occupancy rates and every now and then those are even totally fully booked. According to
these interviewees this good success in business also then indicate that Airbnb has not
had any impact on hotels here. About the compression nights issue in Helsinki two
interviewees further comment that, “Airbnb is helping the travel business in overall in
Helsinki” and “Airbnb is a convenient supplement on accommodation field”. About the
Airbnb’s impact on hotels in Helsinki, R5 comments that,
“we do not do price competition with Airbnb, since we are certain that there are other factors
why travellers choose to stay in our hotels. Helsinki is today very attractive destination with
many events and happening. The occupancy rates of hotel rooms are here very high. | do
not believe that travellers are really that much comparing the accommodations between ho-
tels and Airbnb in Helsinki. Sometimes all hotels in Helsinki are yet totally fully booked and

then travellers need to book via Airbnb.”

To get better idea of the interviewees” opinions about this matter the main comments of

every respondent are presented in the figure 32.
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Figure 32. Airbnb’s impact on hotels in Helsinki with interviewees” comments
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About the possible changes in Airbnb’s impact on hotels in Helsinki during recent years all
the interviewees of this study comment at first that there has not been any. After a bit
deeper discussions seven of nine respondents present that they have been taking more
Airbnb and home-sharing into account in their own development work. R1 comments, that
due to Airbnb operations in Helsinki they are trying to respond to same trends than home-
sharing e.g. locality, like also presented in the figure 33. Majority of the interviewees point
out that they have had or have at the moment development projects, which aim to make
hotel and rooms more home-like and / or unique ones. This way hotels try to respond
better to phenomenon of home-like accommodations and locality. One interviewee also
mentions that they have trained their personal to take locality better into account when
communicating with customers, for instance when giving tips about restaurants or
shopping. In addition to above mentioned, two interviewees comment about the publicity
Airbnb has gotten inside the Finnish hotel industry. R4 points out that “there has been ado
about nothing, even though some hotel managers have actively protested against the
issue.” R1 presents that

“Three to five years ago there was lot of discussions about Airbnb. Especially the hotel

association MaRa tried to lobby against it. Lately there has not been so much discussions

about it anymore.”

In this context R9 reveals that they have followed Airbnb’s development in Helsinki and
are now “considering to start marketing some of our home-like rooms via Airbnb”.

Interviewees” main comments about this subject are presented in the figure 33.

"We need to react
to this demand home-sharing
has created! We need
better to meet travellers” new
expectations. Hotels can be
more local too! We do take
Airbnb into account today

/—\ "No changes in Airbnb’s
100 % "
/ impact on our hotel.
when we develop our

\\\ "Airbnb and home-
78 / sharing has impacted on
\/ our development work."
operations."

- ...
P 9 W G OF U U W W

ado about
nothing."

"We have for
the first time included
Airbnb into our competitor
scope. When we develop our
operations Airbnb is now
considered
as an operator
in Helsinki."

"We try to
respond to same trends
than Airbnb e.g. locality.
Our hotel’s operations
are developed in a way
which could meet also

the expectations of
Airbnb travellers.”

" Currently we
more tailor-make our
products and try to meet
better customer’s needs.
This way the home-
sharing has effected
on our work

"We constantly
try to respond better to
expectations of Airbnb

travellers. We try to attract
also travellers who are

looking for more homelike

"We are of course
responding to traveller’'s
new expectations. We just
renovated our hotel and made
it more home-like. This way
we try to respond to the

“In our

development work

we do take Airbnb
currently into
account unlike

and unique - phenomenon . .
. N earlier. . in hotel.
accommodations. of home-like
accommodations.”

Figure 33. Changes in Airbnb’s impact on hotels with interviewees” comments.
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6.9 Regulation and restriction issues with Airbnb in Helsinki

Like R7 comments, regulations with hotels versus Airbnb in Helsinki are the ones which
get the most under the skin of some interviewees. The interviewees attitudes on this
matter are illustrated in the figure 34. Four interviewees comment that Airbnb operations
should have same sort of regulations and rules than hotels have in Helsinki. R2
rationalizes her point of view as following:
“Hotels in Helsinki need to follow many tight regulations, like the ones concerning hygiene
and fire. These create expenses! When private Airbnb hosts do not need to obey these
regulations, they get unfair competition advantages. The safety issues are also something
that should be re-examined by authorities. In hotels, the safety of traveller is guaranteed in

many ways but this is not the case in Airbnb’s accommodations.”

R5 has same kind of opinions than R2 about the regulations and expenses, but she is
also concerned about the possible crime activities, like “drug business and prostitution

that could easily happen in these uncontrolled Airbnb accommodations in Helsinki!”

In the middle of this opinions” spectrum in this matter is the R8 commenting that the
professional Airbnb hosts should have same sort of safety et cetera regulations than
hotels have but the occasional hosting does not need those ones. Rest of the
interviewees view that Airbnb operations in Helsinki does not need or even could not have
same rules and regulations with hotels. R1 presents that “If the same regulations are
required from the sharing economy operators than from traditional ones this could end
totally the sharing economy in Helsinki.” R4 comments on this side of the spectrum also
that “if a hotel room has a tax of 9% and Airbnb operations have 28%, that’s in a way
wrong”. R3 and R6 in turn say that they want to see less regulations in overall in Helsinki
and that is why Airbnb does not either need more of those. Here is the R6’s comment:
“as long home-sharing in Helsinki is like today, mainly hobby bases, minor activities, it does
not really matter. | would like to avoid the acts of regulative Finland! With this | mean acts

made by state, which are more like preventing the sales rather than encouraging it.”

"AIRBNB DOES NOT NEED "OCCASIONAL HOSTING: NO "AIRBNB SHOULD
SAME REGULATIONS PROFESSIONAL HOSTING'.YES " HAVE SAME REGULATIONS
THAN HOTELS." ' ’ THAN HOTELS."

Figure 34. Interviewees” attitudes towards regulations issue concerning Airbnb in Helsinki
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Even though the questions of regulations divide the hotel sector in Helsinki, the question
whether Airbnb’s operations need restirictions or not in Helsinki gets much more common
opinion. One interviewee presents that Airbnb operations should be restricted and eight
does not see any need for it, as also illustrated in the figure 35. The interviewee, who
views that Airbnb’s operations in Helsinki should be restricted comments as following:
“It is not fair business that hotels need to obey many regulations and laws and Airbnb does
not need to do that. Airbnb operations in Helsinki are totally Wild West! Airbnb’s operations

should be more controlled, restricted, and regulated in Helsinki.”

On the other side of this spectrum, R2 points out that “it is the matter of housing
cooperatives and travellers” to decide what they want, so | do not see that Airbnb needs
any restrictions in Helsinki”’. R3 has also same kind of views here: “As long hosts take
care of the basics, like fire alarms, | see that it is customer’s choice to decide where he
wants to overnight and accommodation operators” job to respond to travellers needs.” R9
comments about this restriction issue in Helsinki with the wider perspective:

“But still if there were restrictions for home-sharing here, that would have negative

consequences for the tourism overall in Helsinki. And that would be bad! Currently there is

no need for any restrictions or limitations for home-sharing operations in Helsinki.”

"AIRBNB OPERATIONS SHOULD 89 % "THERE IS NO NEED TO
BE RESTRICTED." RESTRICT AIRBNB."

Figure 35. Interviewees’ attitudes towards restrictions of Airbnb operations in Helsinki

6.10 Airbnb’s development and its impact on hotels in Helsinki in near future

About Airbnb’s future development in Helsinki all the interviewees present that it is going
to grow. Five respondents present that Airbnb is going to grow moderately, two say
strongly and two slowly. Six of the total nine interviewees present that the future of Airbnb
development in Helsinki depends on conceivable, restrictive actions of the state. Aimost
90 % of the interviewees present that hotel sector in Helsinki is going to grow fast in near
future and that is constraining the growth of Airbnb’s percentage of the total accommoda-
tions in Helsinki. R3 comments that

“competition is getting tighter for the home-sharing operators, since new boutique hotels and

the hotels with all the price categories are established every year in Helsinki. There is also

the possibility that the regulative Finland creates more regulations for Airbnb and that could

change the situation of hosting crucially.”

50



In addition to possible state’s acts and the growth of hotel sector in Helsinki third of the re-
spondents bring up that there are only limited number of suitable apartments available for
Airbnb’s purposes and that is also constraining the growth of it. About this limited number
of apartments, R5 comments that, “there is same kind of shortage of apartments in Hel-
sinki than there is in Berlin, so it is more than possible that Airbnb operations are re-

stricted also here in the future”.

The estimations of the Airbnb’s percentage of the total accommodations in Helsinki 2020
varies from maijority’s opinion of about five percent up to under 20 per cent, as also pre-
sented in the figure 36. Third of the interviewees estimate that Airbnb could have a per-

centage of 15 — 20 % in Helsinki in 2020 and rest views the percentage around 10 %.

"WE ALL SAY AIRBNB
IS GOING TO GROW.
THE GROWTH IS..."

"AIRBNB'S
NEAR FUTURE
DEVELOPMENT

DEPENDS ON
FACTORS, LIKE..."

"IN 2020

AIRBNB’S PERCENTAGE
Rl mm
ACCOMMODATIONS IS..." — "The fast growth of

‘ jr the hotel sector.”

- About 5 % About 10 % 15-20 %
‘ D —p "Actions of the state."

w. «——p Limited number of

suitable apartments.”

Figure 36. Airbnb’s near future development in Helsinki

About the issue of whether there is going to be any changes in professional hosting in
Helsinki, almost 80 % estimate that it is getting larger in near future. R2 comments that
“Airbnb hosting is getting more professional in Helsinki, but | am sure that majority of it is
still going to be on occasional bases”. Despite of the opinions about the hosting, all inter-
viewees of this study still present that in near future Airbnb is not going to have any im-
pacts on their hotels as also presented in the figure 37. R8 says that “we are still going to
fill our hotel with customers!” R5 in turn presents that

“of course, hotel industry needs to be awake all the time. If the double room is not anymore,

what the travellers want, then we need to develop something else! Hotels need to just tell

better, what the price includes. | do not believe Airbnb is going to have directly any impact on

hotels in Helsinki in near future.”

-
o I

Figure 37. Airbnb’s impact on hotels in Helsinki in near future

"No impact!"
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Almost 80 % of the interviewees present that they are starting or continuing the process of
developing their hotel rooms into more unique ones, as also illustrated in the figure 38. R4
views that the issue of more unique hotel rooms is ongoing process in Helsinki today. He
further presents that hotel entrepreneurs need have something else than standardized
rooms if they want to survive. “The more unique rooms are for sure the future of the hotel
business”, he continues. R2 in turn mentions that

“more unique rooms are built all the time in our hotels. We are trying to figure out how we

could better serve also the customers of Airbnb... ... In overall hotels in Helsinki have noticed

that Airbnb travellers are their own kind, and the ones staying in hotels value services and
the easiness during their stay.”

There are two interviewees, who have a different opinion about the issue of unique hotel
rooms in the future. One of them points out that “we have so heavily standardized rooms,
that this kind of development does not look like to be ours in near future”. The other inter-

viewee simple mentions in this context, that “I do not think so”.

For the idea of having apartments in hotel’s accommodation selection, five interviewees
say “no”, three say “maybe yes, but not in near future” and one says that they already had
them and do not want them back. The ones who deny this often mention that the apart-
ments in Helsinki are too expensive for this kind of business idea. The interviewee who al-
ready have had apartments in their selection comments that “these apartments were diffi-
cult and expensive to operate and in the end the business with apartments was only pea-
nuts, so we gave up that”. On the other side, R7 presents that “it is not our strategy yet but
abroad many hotels have also apartments in their selections, so why not some day we
could have those as well?” R8 views the apartment issue as following:

“It would be great to have those! We have already all the basic services here in hotel, so why
not? Still, I do not see it to happen in near future.”
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MORE UNIQUE "YES" 78% "NO" 22 % J
HOTEL ROOMS?

)

APARTMENTS IN "NO" 67 % "MAYBE YES" 33 %
OUR SELECTION? -

Figure 38. Hotel sector’s views about more unique hotel rooms and apartments in their

selection in Helsinki
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7 Discussion

Airbnb’s impact on the traditional hotel sector has been an issue, which has gotten many
different opinions of it. Even researches on it vary a lot. Guttentag (2016, 15) is for in-
stance one of those who is sceptical over Airbnb’s impact on hotels. He presents that
Airbnb is still too small and serving only categorical, mainly budget travellers and is unable
to serve customers in more moneymaking business travel markets (Guttentag 2016, 15).
On the other hand, there are researches suggesting that the rise in Aibnb’s accommoda-
tions is directly effecting the hotel sector (Olson & Kemp 2015, 19) or even that the tradi-
tional travel sector is one of the first ones effected by the sharing economy (Owyang
2013, 14). The findings of this study indicate that in 2017 the hotel sector in Helsinki is to-
tally unaffected by home-sharing and Airbnb. Airbnb has not had impacts on hotels in fac-
tors like number of overnighting travellers, pricing, number of compression nights, sales of
ancillary services or jobs created by hotels. It is worthy of note that even though there are
researches (Ting 2017) suggesting that in top 25 U.S. markets Airbnb had large impact on
hotels” number of compression nights, the hotel sector in Helsinki has not that kind of ex-

periences at all.

The findings of this study indicate that in overall atmosphere inside the Helsinki’s hotel
sector is quite favourable to Airbnb. Most of the hotel professionals of this study have al-
ready used Airbnb on their own trips and some even have started the hosting. There are
members inside Helsinki’s hotel sector who present that Airbnb has positive impact on
tourism in Helsinki overall. It helps to ease the pressure to find accommodation during
high demand periods, like conferences, brings extra incomes also to other entrepreneurs
in town, and it brings new traveller segments to Helsinki as well. The findings of this study
are for this part identical with Sundararajan (2016, 121 — 123) who presents that Airbnb
creates more demand in accommodation. Almost half of the contesters view also that it is
traveller’s choice to decide where he or she wants to overnight in Helsinki. The hotel pro-
fessionals in Helsinki view also that hotels need to carefully analyse all the time the travel
markets and respond to new trends if they want to be able to compete with new home-

sharing accommodation operators.

According to the findings of this study it seems that the hotel sector in Helsinki has ab-
sorbed the new era of travel business with the home-sharing operators. Hotels are re-
sponding to travellers” new needs and expectations and to phenomenon of home-sharing
in overall. Hotels and hotel rooms are developed in a way that those respond better to the

trend of home-like accommodations. The findings of this study indicate that there is also a
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need for these renewals inside the hotel industry in Helsinki. Some participants of this re-
search made it very clear that the hotel sector in Helsinki had not followed the travelling
trends very well and that the hotels here did not create any “wow” experiences, or that ho-
tels even made some travellers to feel “the hotel phobia”. If the opinions of Helsinki’s ho-
tels are like this from inside of the sector, how are all the travellers then experiencing

these hotels?

Even though the regulations and rules —issue got the most critical opinions of Airbnb, the
absolute majority of the interviewees still presented that there was no need for any re-
strictions against Airbnb’s operations in Helsinki. The findings of this issue indicate that
the hotel sector in Helsinki feels that there is large amount of regulations and rules to be
obeyed in this business. “The regulative Finland with its acts” is an expression many used
in this context. It seems that since the hotel sector in Helsinki is a bit frustrated with all the
regulations and rules made by the authorities, the sector does not want to have any other
restrictions inside the accommodation field — including also the operations of Airbnb.
Some of the hotel professionals in Helsinki see the resistance of home-sharing as old-
fashioned way of doing the hotel business. Like one contester said: “Of course there are

some older hotel managers who might have a different opinion. But the world changes.”

Although over half of the hotel professionals did not have the exact knowledge of the ac-
commodation industry’s framework in Helsinki, they seemed to know well the home-shar-
ing phenomenon and some basic drivers behind it. Airbnb’s travellers in Helsinki are from
the perspective of hotel professionals adventurous, brave, young, international travellers
whereas the travellers in hotels are older, more traditional, domestic tourists with bonus
cards who want to have an easy holiday with all the services. It seems that these hotel
professionals see the travellers on Airbnb side much more like the travellers of the future
with more positive impressions attached to them than how they see the travellers of the
hotel side. One more finding on this matter which is worthy of note is that the hotel sector
in Helsinki sees the customers of Airbnb same way than Smith (2016, 1 & 4) does: the
ones with higher incomes and education are utilizing the home-sharing more than the av-
erage citizens. When considering the abovementioned factors, it seems that hotel sector
in Helsinki needs to work on following question. How to lure (back) these younger, braver

travellers with higher incomes and education into their customers?

Guttentag (2016, 15) presents that the more moneymaking travel segments, like business
travellers and groups are still staying mainly in hotels, and this is the case also in Helsinki
according to the findings of this study. Airbnb has not been able to create suitable accom-

modation solutions for bigger groups in Helsinki. But the business travellers and smaller

54



groups have already started to find Airbnb accommodations in Helsinki. So, the Gut-
tentag’s (2016, 16) assumption that Airbnb is extending to new clienteles has already
started here. From the perspective of the hotel sector, Airbnb is an attractive option for
smaller groups and for the longer staying business travellers. There is also finding in this
context presenting that the bleisure travels are getting more popular all the time, and this
is when travellers might easily choose Airbnb over hotels in Helsinki. On the other hand,
the hotel sector in Helsinki sees the hotel contracts and Airbnb’s receipts as the factors
which are still preventing many business travellers to choose any other accommodation
options than hotels. But if there are real savings available for the companies, how long the
forms of the receipts are preventing them to accept their employees to stay in the home-
sharing accommodations? One more interesting finding about Airbnb travellers is their
point of origin. The findings of this study indicate that hotel sector sees the customers of
Airbnb in Helsinki mainly as international tourists. When considering here the results of re-
search requested by European Commission (European Commission 2016, 5 — 6 & 24) in-
dicating that Finnish people still utilize over half less the sharing economy than other aver-
age Europeans, there can be strong growth expected in the Finnish sharing economy
markets. Even though Finland has periphery location and sometimes it takes longer until
some trends and phenomena find their ways to here, people are still mainly same kind of
consumers as other Europeans and behave also same way. On this basis, it could be ex-
pected that domestic travellers are going to increase also their usage of Airbnb in Helsinki.
The hotel sector should not be vain and blind even though currently domestic travellers
mainly still stay in hotels — things are most probably going to change on basis of above

mentioned.

According to Airbnb itself (Airbnbcitizen 2014), “live like a local” —factor is the main travel-
lers” motivation for staying in Airbnb accommodations. The hotel sector in Helsinki views
price with its different dimensions as the main travellers” motivation. Airbnb’s more afford-
able image is the background factor, which in the first place makes the traveller to check
Airbnb alternatives in Helsinki. More spacious apartments and the household appliances
give also extra value for Airbnb and this way its price is often seen more affordable than
hotel prices. The hotel sector largely view that the actual price difference between hotels
and Airbnb is slight one in Helsinki. So, the comment of one hotel professional - “hotels
should be better in telling what hotel prices includes” - could be worth of thinking on hotels
side. Even though Morgan and Stanley research group (Ting 2017) presents that location
and authentic experiences are the other main travellers” motivations for using Airbnb, the
hotel sector in Helsinki views the “live like a local” — factor and the trendiness of the phe-
nomenon as the other main ones. Unlike the researches presented in the theory part of

this study, the hotel professionals in Helsinki present that the fully booked hotels factor is
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one more travellers main motivation in this context. According to some of these hotel pro-
fessionals during the compression nights in Helsinki, travellers are “forced” to stay in
Airbnb since all the hotels are fully booked. This is an interesting point of view from the
hotel sector. It is still difficult to say if it really tells about the real hotel sector’s attitude to-
wards Airbnb or if it is only the simple fact that hotels are so often totally fully booked in
Helsinki, that the home-sharing options are the only ones available. Nevertheless, it could
be still wise for this part of the hotel sector in Helsinki to check their attitudes towards
Airbnb. The attitude that Airbnb in Helsinki would be somehow always as a second alter-

native after hotels could have dangerous consequences for the business in the longer run.

The safety and privacy concerns are the ones which are in the heads of travellers prevent-
ing them to stay in Airbnb accommodations in Helsinki according to this study. The same
results are also valid in other parts of the world (Ting 2017). It seems that Airbnb needs to
work a lot with this issue. Airbnb’s lack of services and surprisingly also the home-shar-
ing’s main idea — it is someone’s home — are the other preventers here on the perspective
of the hotel sector in Helsinki. Reception, breakfast and maintenance are the services
Airbnb is lacking, and which are that important for travellers that they turn Airbnb option
down when booking accommodation in Helsinki. Hotel receptionists are in addition to help
and service also creating the feeling of safety in hotels. If the purpose of this study was to
give suggestions for Airbnb, the idea of local 24/7 help centres with reception and mainte-
nance services could be on the list. From the perspective of the hotel sector in Helsinki
Airbnb has the strengths like more unique and good privacy accommodations, locality,
and more affordable image. It seems that these are not only Airbnb’s strengths in here but
those could be also the issues the hotel sector could be working on in the future. One
more factor the hotel sector views as an Airbnb’s advantage in Helsinki is the travellers’
reviews of the accommodations. Those reviews are seen to be much more powerful and
more informal than the hotel ratings with stars. This could be a good tip for a hotelier for

the future.

One reason behind the non-existing impact of Airbnb on hotels in Helsinki could be the
hobby-like hosting. Hosting in Helsinki is occasional, hosts having only one apartment
listed. When considered the relatively young age of these hosts, 30 — 40 years, and the
main motivators for hosting, money and extra incomes, it could be expected that these
hosts raise their financial power during following decades and create more professional
solutions in their hosting. In addition to that, these hosts are also described as risk-toler-
ant, open-minded and brave persons with higher education and incomes. This combina-
tion sounds like a good mixture of future entrepreneurs. But on the other hand, there does

not seem to be many Ahla’s (2016) “mega-operators” or “full-time” hosts yet in Helsinki,
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so probably it is at least going to take longer periods of time until there could be some se-
rious changes on accommodation field happening here. From the perspective of the hotel
sector the findings of this study indicates that Airbnb’s operations are still nice activities in

Helsinki.

As also mentioned earlier, there are many different kind of opinions about home-sharing
and its impact on traditional hotel sector. The findings of this study indicate that also in
Helsinki the hotel sector does not commonly agree at least yet how to place Airbnb on this
accommodation field, and if Airbnb’s operations should be more regulated or not. It
seems, that the hotel sector has been more suspicious of Airbnb few years ago, but since
it is currently doing well, the doubts have decreased. Of course, when industry has good
years going on, it is easy to say that the other new options does not really matter, and that
it is all about consumers free will where he / she wants to overnight. The findings of this
study indicate that hotel business and the tourism in overall in Helsinki is growing currently
fast and that there is a strong belief inside the sector for its future. From the perspective of
the hotel sector Airbnb does not make any threat for it in near future either, even though
they do expect the professional hosting to get bigger. The findings of this study indicate
that the hotel sector in Helsinki believes that Airbnb is going to have in 2020 much under
20 % share of the total accommodations markets. Almost half of the contesters estimates
it to have only the share of about 5 %. In this context, it could be wise for the hotel sector
in Helsinki to remember the Olson’s and Kemp's (2015, 7) opinions that the sharing econ-
omy is here to stay and the peer-to-peer accommodation markets are estimated to have
the growth of 27 % between the years of 2014 and 2025. When talking about the future,
nothing is as certain as uncertain. But there could be still one good suggestion to make.
No matter if you are working in a hotel, or hosting in Airbnb, or doing those both. The
thought of Mr Chesky, one of the founders of Airbnb, is just perfect for you:

“Design your world right! If you don't, it will be designed for you, and you might not like what
you end up with.” (Sundararajan 2016, 8 — 9.)

8 Conclusion

The aim of this study has been to increase understanding of the questions how does the
hotel sector perceive home-sharing and Airbnb’s operations in Helsinki and how is the im-
pact of Airbnb on hotels in Helsinki from the perspective of the hotel sector. To reach the
goal of this study the theory of sharing economy, home-sharing and Airbnb was first stud-
ied by the author of this study. Then the overview of the Helsinki as a tourism destination
was formed. The interviews of this study were conducted in the beginning of the summer

2017. The autumn 2017 was the time when the analysing and reporting of the results was
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done. Since the interviewees of this study were professional and cooperative this research
got out some good and real results out from the hotel sector. In 2017, the hotel sector in
Helsinki has not been impacted on Airbnb at all. Even though there have not been any di-
rect impacts on hotels at least yet, the hotel sector has still been awake and noticed this
new operator in the accommodation field and has started to prepare to this new demand
and competition. In 2017 Helsinki’s hotel sector is expecting strong growth and does not
consider Airbnb as any kind of threat to itself in near future either. The results of this study
are very useful in today’s world when many cities and countries are just about to start
thinking how home-sharing and Airbnb is impacting on the traditional hotel sector. Of
course, you need to keep in mind the limitations of this study and not generalize these re-
sults to any other city or to any other time than Helsinki in 2017. For the author of this
study this research topic has been very interesting, which has helped to keep up the moti-
vation and enthusiasm for this work. In overall the author of this study feels that he has
reached all the goals set for this study during this thesis process. The research questions
have been replied with the results of this study and all the personal learning and studying

goals have been reached as well.

As suggestions for the future study could be the impacts of the changes that are currently
happening in the accommodation field in Helsinki from the perspective of the hotel sector
or Airbnb. There are uncommon many hotel construction projects going on and at the
same time also Airbnb hosting is getting all the time more popular. Same kind of research
as this one could also be conducted after few years to find out if the situation in this ac-
commodation market has changed. As home-sharing and Airbnb is now been researched
on the perspective of the hotel sector in Helsinki, it could be also interesting to research
the views of travellers and Airbnb hosts about the accommodation business. Whatever

topic you decide to have, | wish you the best luck and strength in your research process!
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Appendices

Appendix 1. Interview questions

Phenomenon

1. Describe the home-sharing phenomenon
a. What are the drivers behind the phenomenon?
b. Could you name some home-sharing operators?
c. Estimate the number of hotel rooms and Airbnb listing in Helsinki
d. Have you used the home-sharing yourself?

Customers of Airbnb

2. How would you describe the customers of Airbnb in Helsinki?

a. How about issues like

age, sex, incomes, education (=demographic variables)?
point of origin (domestic / international)?
reasons for travelling (leisure, business, group)?

3. How do you see if there are any differences between the Airbnb and hotel custom-
ers in Helsinki?

Any differences in issues like age, sex, incomes, education?
Any differences in point of origin (domestic / international)?
Any differences in reasons for travelling (leisure, business, group)?

Travellers motivations for staying in Airbnb
4. Why are travellers using accommodations offered by Airbnb in Helsinki?
a. How about issues like

i.
ii.
iii.
iv.
V.

“live like a local’?

price?

location (of the Airbnb listings)?
supporting micro-entrepreneurship?
trendiness of the phenomenon

5. Are there any reasons why travellers might not want to stay in Airbnb accommoda-
tions in Helsinki?
a. How about issues like

i.
ii.
iii.
iv.
V.

Airbnb hosts

safety concerns?

privacy concerns?

arrangements when checking in and out (keys)?
location (of Airbnb listings)?

unstandardized accommodation?

6. How would you describe Airbnb hosts in Helsinki?

a. How about issues like age, sex, incomes, education?
7. How are these Airbnb hosts operating in Helsinki?

a. How about issues, like

i.
ii.
iii.
iv.
V.

Reasons for hosting

doing it occasionally vs full-time?

non-professionally vs professionally?

only rooms from own apartment vs entire apartments?

one listing vs multiple listings?

location of listings (same locations than hotels in the city centre or
in local suburbs)?

8. What are the motivations for Airbnb hosting in Helsinki?
a. How about issues like

i.
ii.
iii.
iv.

earning money?

getting to know new people and cultures?
starting own micro-entrepreneurship?
trendiness of the phenomenon?
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Airbnb’s impact on hotels
9. Discuss about Airbnb’s impact on hotel you work for.
a. How about issues like
i. numbers of overnighting travellers
ii. traveller segments (e.g. leisure/business/group)?
iii. pricing?
iv. number of compression nights?
v. sales of ancillary services?
vi. jobs created by your hotel?
b. During recent years, has there been any changes in Airbnb’s impact on the
hotel you work for? If yes, what kind of?
Operation / Competition issues
10. How do you see Airbnb’s operations in Helsinki in relation to the hotel sector?
a. How about issues like
i. competition?
1. Is Airbnb a competitor for your hotel or just a supplementing
slice on accommodation pie?
ii. regulations and laws?
1. How do you see if Airbnb operations need more regulations
or even restrictions in Helsinki?
iii. taxation?
b. How do you see if there are travellers, who would not come to Helsinki
without Airbnb as an accommodation option?
11. What are the strengths and weaknesses of Airbnb in Helsinki?
Future of Airbnb
12. How do you see Airbnb’s near future development in Helsinki?
a. How about issues like
i. Airbnb’s percentage of the total accommodation markets in Helsinki
in the year 20207
ii. professional hosting?
iii. impact on hotel you work for?
1. e.g. developing more individual rooms
2. apartments from nearby into your accommodation selection?
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Appendix 2. Interview questions in Finnish

limio
1. Kuvaile jakamistalouden ilmi6ta kotimajoitus (=the home-sharing).
a. Mitka tekijat ovat ilmién takana?
b. Nimea joitakin kotimajoitus toimijoita.
c. Arvioi hotellihuoneiden ja Airbnb listausten maara Helsingissa
d. Oletko itse kayttanyt kotimajoitusta?
Airbnb:n asiakkaat
2. Kuinka kuvailisit Airbnb:n asiakkaita Helsingissa?
a. Entas
i. demografisesti, esim. ikd, sukupuoli, tulotaso, koulutus?
ii. lahtdpaikan mukaan — kotimainen / kansainvalinen?
iii. matkan tarkoituksen mukaan — vapaa-ajan-, ty6-, ryhmamatka?
3. Onko Airbnb’n ja hotellien asiakkaiden valilld mielestasi jotain eroavaisuuksia?
a. Entas
i. demografisesti - ikd, sukupuoli, tulotaso, koulutus?
ii. lahtépaikan mukaan — kotimainen / kansainvalinen?
iii. matkan tarkoituksessa? (vapaa-ajan-, ty6-, ryhmamatka)
Motivaatioita Airbnb:n kayttoon
4. Miksi matkailijat kayttavat Airbnb majoitusta Helsingissa?
a. Entas aiheet, kuten

i.
ii.
iii.
iv.

\

5. Mita syitd mat

“elda kuin paikallinen” (=live like a local)
hinta?

Airbnb majoitusten sijainti?
mikroyrittdjyyden tukeminen?

ilmidn trendikkyys?

kailijoilla voi olla kayttdmattd Airbnb majoitusta Helsingissa?

a. Mitenkas aiheet, kuten

i.
i.
ii.
iv.

V.

turvallisuus asiat (=safety)?

yksityisyys (=privacy)?

jarjestelyt avainten noutamisessa ja luovuttamisessa?
Airbnb majoitusten sijainti?

ei-standardit majoitukset?

Airbnb:n majoittajat
6. Kuinka kuvailisit Airbnb’n majoittajia Helsingissa?
a. Kuinka kuvailisit heitd esim ikd, sukupuoli, tulotaso, koulutus -muuttujilla?

7. Kuinka kuvailisit Airbnb majoittajien kotimajoitustoimintaa Helsingissa?

a. Entas aiheet, kuten

i.
ii.
iii.
iv.
V.

satunnaisesti / koko aikaisesti?

harrastusmaisesti / ammattimaisesti?

vain huoneita omasta asunnosta / kokonaisia asuntoja?

yksi / useita kohteita?

majoituksen sijainti (samoilla alueilla kuin hotellit keskustassa vai
paikallisissa lahidissa?

Motivaatioita Airbnb majoituksen pitamiseen
8. Mita motivaatioita naet Airbnb majoituksen jarjestdjilld toimintaansa Helsingissa?
a. Entas aiheet, kuten

i.
ii.
iii.
iv.

ansaita rahaa?

tutustua uusiin ihmisiin ja kulttuureihin?

aloittaa oma mikroyrittajyystoiminta?
ilmidn trendikkyys?

Airbnb:n vaikutus hotelleihin
9. Kerro Airbnb:n vaikutuksesta hotelliin missa tyoskentelet.
a. Entas aiheissa, kuten
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i. yopyvien matkailijoiden maara?
ii. matkustajasegmentit (esim. vapaa-aika / business / ryhméat)?
ii. hinnoittelu?
iv. korkean kysynnan ditten maara (=compression nights)?
v. lisapalveluiden myynti?
vi. tyOpaikkojen maara hotellissa?
b. Onko Airbnb:n vaikutuksessa hotelliin jossa tydskentelet tapahtunut muu-
toksia viimeisten vuosien aikana? Jos, niin millaisia?
Toiminta / Kilpailu
10. Millaisena naet Airbnb:n toiminnan Helsingissa suhteessa hotellisektoriin?
a. Entas,
i. kilpailumielessa?
1. Onko Airbnb kilpailija hotellille, jolle tydskentelet vai tuoko se
vain lisdysta majoitustarjontaan?
ii. sadannét ja lait -asioissa?
1. Tulisiko Airbnb majoitustoiminnalla Helsingissa olla mieles-
tasi enemman saantgja tai jopa rajoituksia?
iii. verotusasioissa?
b. Onko mielestasi olemassa matkailijoita, jotka eivat tulisi Helsinkiin ilman
Airbnb majoitusvaihtoehtoa?
11. Mitka ovat Airbnb:n vahvuudet ja heikkoudet Helsingissa?
Airbnb:n tulevaisuus
12. Millaisena néaet Airbnb:n lahitulevaisuuden kehityksen Helsingissa?
a. Entas aiheissa, kuten
i. osuus koko majoitusmarkkinoista vuonna 2020 Helsingissa?
ii. ammattimainen majoittamistoiminta?
iii. vaikutus hotelliin, jolle tydskentelet?
1. kehitystydssa, kuten yksildllisemmat huoneet?
2. asuntoja lahistdltd majoitusvalikoimaanne?
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