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ABSTRACT

Airbnb is now well-known and is gaining in popularity as a top choice to
book accommodation. Whether it is for travel, leisure or work. Because Airbnb offers a
variety of accommodation and the size of the accommodation can meet the needs of
guests. This will result in more options for those who wish to stay. The popularity of
Airbnb in Thailand is increasing. It is noticeable that the number of Airbnb rooms is
increasing with leaps and tends to be higher. Based on a survey of the number of
Airbnb rooms in Bangkok, the Economic Intelligence Center (EIC)

This research is a quantitative study that studies Influencers of Intention
for Booking Accommodations on Airbnb. There are eight factors in this research,
responsiveness, positive online review and rating, price of accommaodations in Airbnb,
information quality of Airbnb, system quality of Airbnb, service quality of Airbnb, trust
in provider of Airbnb and intention to use Airbnb. The questionnaire was used to
collect data for statistical analysis. The sample is people who know Airbnb, consisted
of 100 people who already booked through Airbnb and 100 people who have not
booked. The statistics used to analyze the results include Factos Analysis, the analysis
of components to study the integration of related variables into the same element.

Checking the reliability of the questionnaire. Using the Cronbach's alpha coefficient.

Ref. code: 25605902037075BXJ



(4)

Correlation, verification of correlation coefficients of variables. Multiple Regression
Analysis, study the relationship between all variables and validate the hypotheses.
By concluding, research hypotheses for a group of people who have not
booked through Airbnb, responsiveness has had an impact on the trust in provider of
Airbnb. The trust in provider of Airbnb and price of accommodations in Airbnb have
influenced intention to use Airbnb. positive online review and rating have no influence
on trust in provider of Airbnb. Positive online review and rating, information quality of
Airbnb, system quality of Airbnb, service quality of Airbnb has no influence on intention
to use Airbnb. In groups that have booked accommodations through Airbnb, then find
out that responsiveness has an influence on trust in provider of Airbnb. System quality
of Airbnb, trust in provider of Airbnb and price of accommodations in Airbnb influence
intention to use Airbnb. But positive online review and rating, information quality of

Airbnb and service quality of Airbnb does not influence the intention to use Airbnb.
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