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ABSTRACT

This study explores the collaborative consumption journey
in purchase funnel, covering both the pre-accommodation
and during/post-accommodation stages, and extends
knowledge toward the intersection of customer experience
and the field of shared economics. Firstly, we identify all
potential touchpoints in multiple stages of the collaborative
consumption journey through in-depth interviews and then
we investigate experiential dimensions of the collaborative
consumption journey by means of a qualitative study and
the prioritization of dimensions of customer experience
through the Analytical Hierarchical Process methodology
by analysing two different types of access-based
consumption: the renting platform Airbnb and the lending
platform Couchsurfing. Touchpoints were framed under
four groups: (a) brand-owned, (b) partner-owned, (c)
customer-owned and (d) social/external. The results
demonstrate that sensory, affective and cognitive dominant
experiences act as the primary roles for both collaborative
consumption platforms in the pre-accommodation stage,
whereas the collaborative consumption experience is
enriched with distinct experiences in the during/post-
accommodation stage. The cognitive experience is relatively
more important for Airbnb, while sensory experience plays
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a more critical role in the Couchsurfing journey in the pre-
accommodation stage. These experiences then shift into
affective and relational experiences during/post-
accommodation stage.

INTRODUCTION

Providing superior value to customers in the form of experience creates a
competitive advantage in today’s business environment, and managers
have become progressively more enthusiastic about the experience concept
(Berry et al., 2002; Verhoef et al., 2009). The customer experience has become
a new competitive battleground. It is a critical antecedent of favourable
business outcomes (customer retention and profitability) and a source of
sustainable differentiation beyond traditional physical elements such as
product features, price, delivery, and lead times (Bolton et al., 2014)

Technological developments are transforming the customer
experience, and the nature of interactions between customers and
organizations are changing considerably (Van Doorn et al., 2017). Today,
customers face and interact with companies through various touchpoints in
the digital, physical, and social realms (Bolton et al., 2018), which together
make the customer journey more complicated. Scrutinizing these
touchpoints during customers’ journeys through myriad interactions in the
different stages of purchase such as pre-purchase, purchase and post-
purchase is critically important for companies that intend to create and
deliver augmented customer experiences (Baxendale et al., 2015; Bolton et
al., 2014; Verhoet et al., 2009). Moreover, elaborating the journey with its
details across every touchpoint creates multiple effects on customers
(Bolton et al., 2014). In this sense, since creating a magnificent customer
experiences is paramount for companies, most multinational companies
now have chief customer experience officers working on managing their
customers’ experiences in an organized manner (Verhoef et al., 2015).

Customer experience has been studied in several research areas,
including online marketing (e.g., Novak et al., 2000), brand management
(e.g., Brakus et al., 2009), retail marketing (e.g., Bagdare & Jain, 2013) and
service marketing (e.g.,, Voorhees et al., 2017), while analyses of the
collaborative consumption journey remains unexamined in the literature.
In addition, many researchers do not explicitly differentiate
the various forms of collaborative consumption platforms (Mohlmann,
2015). The new “sharing economy” phenomenon, which has directly
changed the mindsets of consumers over recent decades, has received a

257



Ozgen and Bigakcioglu-Peynirci

great deal of attention among entrepreneurs, policy-makers, the media and
academic scholars (Lamberton & Rose, 2012). While traditional economic
perspectives advocate the “transfer of ownership” for the exchange of
goods and services, the sharing-based economy introduced a new concept,
“access over ownership”, involving activities such as borrowing, lending
and renting instead of purchasing and owning (Botsman & Rogers, 2010).
In this framework, individuals” increased attention toward environmental,
societal and economic concerns in recent years has made the “collaborative
consumption” model an inevitable alternative for consumers (Botsman &
Rogers, 2010). In addition, access-based consumption may also differ with
respect to market mediation, implying that some modes of exchange are
triggered by prosocial and altruistic motives (i.e., Couchsurfing), while
others can be underlined by economic and reciprocal desires (i.e., Airbnb)
(Bardhi & Eckhardt, 2012); such motives should be expected to alter
consumers’ preferences and experiences in their collaborative consumption
journeys in the future.

On the other hand, despite widespread studies of customer journeys
in recent literature, scant attention has been given to the formalization of
the methodology through examining the customer journey (Halvorsrud et
al, 2016). As the pertinent literature mainly concentrates on the
conceptualization of the construct (e.g., Brakus et al., 2009; Verhoef et al.,
2009), it is also important to investigate the customer journey itself in
various stages of the purchasing process by focusing on multiple
touchpoints. The literature also remains silent on the affective, cognitive,
emotional, relational and behavioural dimensions of experience (Bolton et
al., 2014) that exist in the pre-purchase, purchase and post-purchase stages
of the journey (Kranzbiihler et al., 2018). Although there exist several
studies investigating the subject of sharing in sociology and anthropology,
limited attention has been given to the concept in the fields of consumer
behaviour and consumption (Hellwig et al., 2015), which is especially
promising in customer experience field (Paulauskaite et al., 2017).

Motivated by the abovementioned factors, the overall objective of
this study is to explore the collaborative consumption journey in purchase
funnel. This study offers a twofold contribution to the existing research
through its objective: the first will be to shed light on the collaborative
consumption journey in monetary and nonmonetary contexts by
associating touchpoints with various dimensions of experiences in different
stages of the journey. Secondly, this study is designed to bridge consumers’
and practitioners’ perspectives on how to enrich the collaborative
consumption experience, overcome barriers for it and the painful points of
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the collaborative consumption journey. In doing so, this paper addresses
the following questions:

(1) What are the touchpoints in purchase funnel for customer journey at the
collaborative consumption platforms Couchsurfing and Airbnb?

(2) What are the experiential aspects in different stages of the collaborative
consumption journey for Airbnb and Couchsurfing? What are the weights
of those different experiential aspects?

(3) What are the differences in journey between renting (i.e., Airbnb) and
lending (i.e., Couchsurfing) as forms of collaborative consumption?

(4) What can scholars and practitioners suggest in order to enrich the
collaborative consumption journey in the context of renting (i.e., Airbnb)
and lending (i.e., Couchsurfing)?

To answer these questions, this paper proceeds with a literature
review comprising both the customer journey and sharing economy.
Following an overview of the literature, the collaborative consumption
journeys of Airbnb and Couchsurfing customers were investigated using a
combination of qualitative and quantitative methods. In Study 1, semi-
structured interviews were used to identify key brand touchpoints in the
pre-purchase, purchase and post-purchase stages for customers. Study 2
explored the experiential dimensions of the collaborative consumption
journey through a qualitative study and then prioritized these dimensions
of customer experience with the help of an analytical hierarchical process
methodology. Finally, a general discussion and managerial implications for
collaborative consumption platforms are provided, along with
considerations for future research.

THE CUSTOMER JOURNEY

The concept of the customer experience was first uttered in the 1980s; this
new experiential view focused on the symbolic, hedonic and aesthetic
nature of consumption, and progressed beyond conventional consumer
behaviour literature which had previously examined consumption as a
rational decision-making process (Holbrook & Hirschman, 1982).
According to Meyer and Schwager (2007), the customer experience as a
holistic concept incorporates all aspects of a company’s offerings, such as
quality of customer care, product and service features. It also denotes the
internal and subjective responses of customers as they come into direct or
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indirect contact with a company. Namely, the customer experience is
derived from interactions between a customer and a company, a product,
or partners of a company (Gentile et al., 2007). These interactions extend to
customer-to-customer interactions, though it is often difficult to distinguish
how they affect purchase decisions (Davies et al., 1999). Managing customer
experiences is multifaceted for services which are often co-produced by
several service providers for multiple customers (Bolton et al., 2014).
Contrary to the goods-centred view of marketing, Vargo and Lusch (2004)
indicated that customer experience is not designed; rather it is co-created
through customer interactions with numerous service elements.

Customer experience in a journey can be examined theoretically
through five different dimensions (Schmitt, 1999): (1) sensory experience
(sense); (2) cognitive experience (think); (3) affective experience (feel); (4)
behavioural experience (act); and (5) social-identity experience (relate).
Sensory experience is related to the five human senses (sight, sound, smell,
taste and touch) and, though it is often neglected in the marketing literature,
arouses aesthetical pleasure, excitement, satisfaction, beauty perception,
memory and emotion (Hultén, 2011). In terms of the cognitive dimension,
an experience acts as a personal trial which transforms individuals or allows
them to develop certain philosophical, sociological and psychological
perspectives (Caru & Cova, 2003). In this framework, cognitive experiences
refer to thinking, conscious mental processes and creatively examining
mental assumptions held by marketers (Gentile et al., 2007). Brakus et al.
(2009) posit that cognitive experiences include convergent/analytical and
divergent/imaginative thinking. While convergent thinking is focused on
deriving the single best or correct answer, divergent thinking (e.g. creative
thinking, shifting perspectives and seeing new possibilities), by contrast,
involves producing unconventional answers from existing information
(Cropley, 2006). Besides providing cognitive experiences, marketers trigger
customers' internal feelings and emotions with the objective of creating
worthy affective experiences (Schmitt, 1999). In the literature, previous
studies highlight the importance of affective experiences. For instance,
Schmitt et al. (2015) suggest that experience is a mediator between
consumption and the hedonic path (pleasure), and also the eudamonic path
(the fulfilment of meaningful goals) of happiness. Berry et al. (2002) reveal
that organizations must take into account the emotional component of
experiences with the same rigor as product management and service
functionality. The fourth dimension, the behavioural experience, refers to
motor actions and acts of doing (Gentile et al., 2007). Finally, the social

260



Advances in Hospitality and Tourism Research, 8 (2)

identity experience refers to social experiences, such as relating to a
reference group (Brakus et al., 2009)

Consumer and marketing research has shown that experiences
constitute key markers in all stages of the customer purchase journey —from
need recognition to post-purchase stages (Brakus et al., 2009; Lemon &
Verhoef, 2016). From a holistic perspective, all stages should be taken into
consideration in the journey, and as Voorhees et al. (2017) suggest,
researchers must expand their views beyond core experiences. In this
context, customer experience can be conceptualized as “a customer’s
journey with a firm over time during the purchase cycle across multiple
touchpoints” (Lemon & Verhoef, 2016, p. 74). According to Homburg et al.
(2017), who worked with 52 managers on questions of customer experience
management, creating and managing a consistent experiential response
across different touchpoints is essential for companies. Touchpoints need
not be linked directly to a company or go beyond channels; rather, they may
consist of any interaction, such as word-of-mouth or reviews in which the
firm is not directly involved (Baxendale et al., 2015). Existing studies
propose various classifications of customer touchpoints within the
customer journey (e.g., Anderl et al., 2016; Lemon & Verhoef, 2016). For
example, digital channels were categorized as paid channels (e.g. TV,
radio), owned channels (e.g. a company’s website) and earned channels
(e.g. consumer reviews on blogs) (Stephen & Galak, 2012). Furthermore,
Anderl et al. (2016) focused on question of who instigates the interaction,
and in so doing, grouped touchpoints as both firm-initiated and customer-
initiated. Straker et al. (2015) classified touchpoints under four categories:
functional touchpoints (e.g. websites, email), social touchpoints (e.g.
Facebook, Instagram), community touchpoints (e.g. discussion forums,
blogs) and corporate touchpoints (e.g. FAQs). Finally, Lemon and Verhoef
(2016) categorized touchpoints managed by the firm and existing under the
firm's control (e.g. advertising, websites) as brand-owned touchpoints.
According to their typology, while partner-owned touchpoints are
designed and managed by one or more of the company’s partners,
customer-owned touchpoints exist under the control of customers. Last but
not least, social/external touchpoints refer to third-party information
sources (e.g. review sites). The increasing number and complexity of
potential customer touchpoints, under the effect of accelerated
technological development, render the understanding of the customer
journey increasingly difficult owing to the reduced control firms have over
the customer experience and journey (e.g., Edelman & Singer, 2015).
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COLLABORATIVE CONSUMPTION

Sharing is one of the most fundamental patterns of human economic
behaviour, and its presence as a form of exchange in humankind has been
dated back several thousand years (Price, 1975). Among today’s consumers,
sharing as a form of consumption has recently become, in some respects,
more attractive than buying, particularly in the course of heightened
interest in public and academic bodies for more sustainable models of
consumption (Belk, 2014; Hellwig et al., 2015; Lamberton & Rose, 2012). A
wealth of conceptions of the sharing economy exist in the pertinent
literature (Richardson, 2015), and there appears to be different terms
employed interchangeably with “sharing economy” (Dredge & Gyimothy,
2015), including “peer-to-peer economy” (Nielsen, 2014), “collaborative
consumption” (Botsman & Rogers, 2010), “social sharing” (Benkler, 2004)
and “access economy” (Rifkin, 2000).

According to Belk (2014, p. 1597), however, sharing can be defined
as “people coordinating the acquisition and distribution of a source for a fee
or other compensation”, referring to the involvement of both monetary and
non-monetary compensations. On the other hand, Hamari et al. (2016)
describes sharing as the consumption of goods and services through
activities such as renting, swapping, or trading; their definition points to
different modes of sharing, such as new and second-hand purchases,
donating, lending, renting and borrowing. The concept may also refer to
“systems of organized sharing, bartering, lending, trading, renting, gifting,
and swapping” (Botsman & Rogers, 2010, p. 30). Further, access of
ownership refers to the sharing of goods and services with other individuals
for a limited time period through peer-to-peer sharing activities such as
renting and lending (Bardhi & Eckhardt, 2012). In line with these
definitions, commercial sharing business models allow individuals to share
their own resources with other people in new and creative platforms
(Cohen & Kietzmann 2014). For instance, people are empowered to provide
access to flats (e.g., AirBnB, Couchsurfing), cars and bicycles (e.g., Sidecar,
Byke.mobi), clothes (e.g., Poshmark) and taxi services (e.g., Uber, blablacar)
(Malhotra & Van Alstyne, 2014). However, access-based consumption
platforms are different from each other depending on the level of market
mediation, from for-profit to not-for-profit. For instance, while not-for-
profit access-based consumption platforms rely heavily on peer-to-peer
sharing and consumers gain temporary access to goods/services owned by
other people for free (i.e., Couchsurfing), some access-based consumption
platforms are contingent on market mediation, stimulated by the profit-
motives of economic exchange (i.e., Airbnb) (Bardhi & Eckhardt, 2012). In
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this sense, consumers’ perceptions, values and desires differ with regard to
the mode of consumption, and consumers may have different preferences
for distinct types of access-based consumption (Chen, 2012; Rifkin, 2000).

The aspects of the sharing economy are fourfold: (1) collaboration
online, which covers issues such as content creation by sharing knowledge
or collaborative facilities among users online— such as consumer to
consumer exchanges like file sharing (Kaplan & Haenlein, 2010); (2) social
commerce, which refers to peer-to-peer cooperation as a form of commerce
through social media (Wang & Zhang, 2012); (3) sharing online, which
refers to the sharing of goods and services with the help of information
technologies such as collaborative consumption platforms like
Couchsurfing and Blablacar (Galbreth et al, 2012); and finally, (4)
ideological considerations, which are attached to collective actions or
campaigns via open sources such as social media (Oh et al., 2013).

Since it allows for the sharing of goods and services in exchange for
monetary and nonmonetary benefits and reconceptualises the notions of
“ownership” and “employment” (Belk, 2014), “sharing rather than
purchasing” has gained increased popularity among today’s consumers
owing to its three main premises for the economy (i.e., generating new
revenue models for individuals), society (i.e., increased social interactions)
and the environment (i.e., communal consumption) (Hellwig et al., 2015;
Madran & Yakin, 2018). With regard to its economic impacts, PwC has
estimated that the five main industries in the context of sharing-based
economies (i.e., travel, car sharing, staffing, music and video streaming)
generate $15 billion in global annual revenue today, and forecasters suggest
a market potential of up to $335 billion by 2025 (PwC, 2016). On the other
hand, both companies and individuals have begun to consider the option
of sharing as an environmentally-friendly and more profitable alternative
to purchasing goods and services (Botsman & Rogers, 2010). In this context,
the sharing economy is considered an umbrella concept incorporating the
concept of “collaborative consumption”, which encourages the sharing and
consumption of goods and services via online platforms (Hamari et al,,
2016).

METHODOLOGY

In this research, the process of exploring the collaborative consumption
journey consisted of two studies. In Study 1, in-depth interviews were
conducted with the aim of identifying and classifying all potential
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touchpoints in multiple stages of the collaborative consumption journey.
Study 2 is designed with the intent to: (1) explore the sensory, affective,
cognitive, behavioural and relational experience dimensions of the
collaborative consumption journey; (2) prioritize dimensions of the
customer experience for two different collaborative consumption platforms
(Airbnb and Couchsurfing); and (3) determine critical touchpoints for
customers in the collaborative consumption journey by focusing on the
pre/during/post accommodation stages of the journey.

Selection of collaborative consumption category and platform

To comprehend the differences between renting and lending, two platforms
of collaborative consumption were considered for the research: (1) Airbnb
and (2) Couchsurfing, both of which reside in the apartment-sharing
ecosystem (Botsman & Rogers, 2010) as peer-to-peer accommodation
platforms. While the former offers a monetary-based application and online
website that coordinates individuals looking to rent a room or apartment
for a short-term accommodation (Benoit et al., 2017), the latter as a non-
commodified form provides an online platform that intends to gather
people seeking a free living space with other people who share an
underutilized place in their residence (Hellwig et al., 2014). The authors
consider peer-to-peer accommodation sharing platforms to be compatible
with the intent of the study, as consumers encounter authentic and
customized experiences during their travels owing to interactions among
guests, hosts and the local community (Paulauskaite et al., 2017).

Data collection methods

As this work is of an exploratory nature, in Study 1 and 2, face-to-face and
semi-structured interviews were conducted in Turkey with Turkish
consumers who have previous Airbnb and Couchsurfing travel
experiences. Marshall (1996) claims that in qualitative studies,
understanding complicated human-based issues is more critical than the
generalizability of the results. In this context, respondents were selected via
judgmental sampling in order to discover information-rich cases and
respondent variety (Emmel, 2013). In both Study 1 and Study 2, respondents
were selected with a non-probability technique of judgmental sampling
which includes the choice of participants: (a) who have at least one Airbnb
or Couchsurfing experience; (b) who are in the most suitable position to
give the information required; (c) whose experiences distinguish in terms
of the number of experiences they had; and (d) who differ in terms of age,
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gender, and income. In this sense, judgmental sampling data provides the
assurance that respondents will be expected to provide rich knowledge to
the researcher by the virtue of having gone through different number of
experiences. The sample size was determined with respect to the reach of
the saturation point about verbatim gathered from the interviews (Strauss
& Corbin, 1998). In this sense, data collection was completed when the
researchers reached the saturation point, which clarifies a status when a few
distinct data were uncovered from each new interview. All interviews were
recorded and transcribed for content analysis.

In Study 1, 11 semi-structured interviews were conducted as an
initial study. The interview procedure involved three sections. At the
beginning of the interview, respondents were asked to consider their
collaborative consumption journeys for 20 minutes and write the entire
story on paper by the help of short statements or bullet points, considering
several points to remind their customer journey: (i) general viewpoints
throughout their accommodation experience with regard to different
phases of the journey (i.e, pre-accommodation, during/post
accommodation); (ii) writing down all important points that come to their
mind in the accommodation experience; and (iii) remind all satisfactory and
unsatisfactory experiences they had in both pre-accommodation, and
during/post-accommodation phases. In the second section, respondents
were asked to describe their entire collaborative consumption journeys by
concentrating on each experience separately and on each phase (pre-
purchase/purchase/post-purchase) one by one. The in-depth interviews
lasted between 75 and 90 minutes.

In Study 2, 19 respondents took part in semi-structured interviews.
Each interview lasted from 30-60 minutes depending on number of
experiences. In total, 67 distinct collaborative consumption experiences (30
Airbnb and 37 Couchsurfing experiences) were derived from 19 in-depth
interviews (see Table 1). According to insights gathered from the interview
process of Study 1, it became clear that considering the purchasing process
in two stages (pre-accommodation and during/post-accommodation) was a
norm for respondents. In this framework, in Study 2, respondents were
asked to describe their sensory, affective, cognitive, behavioural and
relational experiences based on pre-accommodation and during/post-
accommodation periods. Interview questions were prepared in light of the
related literature concerning customer experience (Schmitt, 1999;
Triantafillidou & Siomkos, 2014).
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Table 1. Respondents in Study 2

AIRBNB COUCHSURFING
Gender Age Number of Gender Age Number of
Experiences Experiences

AR1 Male 33 2 CR1 Male 28 3
AR2 Female 21 8 CR2 Female 34 1
AR3 Female 48 6 CR3 Female 37 5
AR4 Male 22 3 CR4 Female 26 1
AR5 Female 27 2 CR5 Female 23 4
ARG6 Female 25 1 CR6 Male 26 20
AR7 Male 24 2 CR7 Female 29 2
ARS8 Female 23 1 CR8 Female 23 1
AR9 Female 23 2
AR10 Male 36 2
AR11 Female 33 1

Notes: AR: Airbnb Respondent; CR: Couchsurfing Respondent

At the end of the interviews, respondents were also asked to identify
the most important touchpoints they had encountered in their journeys via
a questionnaire, with the understanding that each touchpoint would not
have equal priority for customers. In the questionnaire, participants were
asked to respond to questions designed to prioritize the distinct dimensions
of experience according to their relative importance via the Analytical
Hierarchy Procedure. In the last section of questionnaire, respondents were
asked to address questions related to how frequently they wuse
Airbnb/Couchsurfing, their familiarity with Couchsurfing/Airbnb and their
demographic backgrounds.

Data analysis methods

The data of the first and second study were coded and analysed via
qualitative content analysis as described in the literature (Kassarjian, 1977).
In this respect, themes and categories were selected as units of
measurement, and coded verbatims were classified under themes,
categories, and sub-categories according to coding framework. Themes and
categories were identified with predominantly a concept-driven way and
directed content analysis, which uses predetermined themes/categories
dictated by a theory or prior research findings, was applied. In Study 1,
touchpoints were classified according to the framework offered by Lemon
and Verhoef (2016). In Study 2, themes, categories ad sub-categories were
identified as described in the literature (Brakus et al., 2009; Richins, 1997;
Schmitt, 1999; Triantafillidou & Siomkos, 2014). Additionally, as analysis of
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the data progressed, new categories and sub-categories also emerged from
verbatims with a data-driven way. Two authors of this study who have
extensive knowledge about the study objectives and coding protocol
conducted the coding and categorizing process independently from each
other. After the completion of coding process, two authors met in order to
discuss and solve any discrepancies together. In this sense, the inter-coder
reliability was 92% for Study 1 and 87% for Study 2, both of which are above
the standard satisfactory level of 85% agreement (Kassarjian, 1977).

To analyse the data gathered from the questionnaire in Study 2, the
Analytical Hierarchy Process (AHP) was used for understanding the
relative importance of each experience dimension for respondents. The
AHP is a multiple criteria decision-making tool which was developed by
Saaty (1980). It works through a pair-wise comparison technique, and the
concluding weight is based on comparing the significance of one choice
alternative to another. Recently, the AHP has been used in marketing and
other fields that prioritize factors influencing consumers’ decisions when
selecting wealth management services (e.g.,, Yu & Ting, 2011); targets,
origins and root causes of boycotting behaviour (e.g., Hendarto et al., 2018);
customer engagement parameters (e.g., Kujur & Singh, 2018); and
applications involving trade-off models (Davies, 2001). The AHP method
used in this study involves three steps. First, the input data related to each
dimension of experience is generated by pair-wise comparisons based on a
five-point weighting scale. In the second step, the degree of inconsistency is
measured by an inconsistency index before the weights are computed and
consistent results appear (Consistency Index (CI) < 0.1 is acceptable).
Finally, the weight of each experience type is computed using the
eigenvalue method. These experience comparisons were aimed at
prioritizing categories of experiences according to their relative importance
rather than judging their absolute importance.

RESULTS
Results of Study 1

Study 1 explored all possible touchpoints in multiple stages of the
collaborative consumption journey. Customer journey was classified under
two purchasing stages: pre-accommodation and during/post-
accommodation. Empirical evidence was categorized into four distinct
customer experience touchpoint categories based upon the framework
offered by Lemon and Verhoef (2016): (a) brand-owned touchpoints; (b)
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customer-owned touchpoints; (c) partner-owned touchpoints; and (d)
social/external touchpoints (Figure 1). Although the touchpoints
encountered by Airbnb and Couchsurfing consumers were the same, the
more frequently- mentioned touchpoints based on experience dimensions
and purchase stages differed.

Brand-owned touchpoints

Regarding brand-owned touchpoints, respondents noted their interactions
with points falling under the firm’s control in the pre-accommodation stage
as “Website”, “Mobile Application”, “E-Mail”, “Published Material of
Company”, “TV/Radio/Podcasts”, “Community Meetings” and “Help
Centre”, while their interactive touchpoints in the during/after stages of
their customer experience consisted of “Website”, “Mobile “Application”,
“E-mail” and “Help Centre”. A great deal of research, including recent
studies, has emphasized the important role websites and e-mail play in the
customer experience, as they often represent the first point of interaction
with the company and trigger customers to engage further by extending the
conversation with reminders and newsletters (Straker et al., 2015).

Partner-owned touchpoints

Respondents” highest acknowledgment of partner-owned touchpoints
(those designed and controlled with the help of a firm and its partners) in
the pre-accommodation period included “Search Engines”, “Online Maps”,
“Website of Other Service Providers”, “Affiliated Websites”, “Print/Online
Media”, “TV/Radio Channels”, “Profile Pages of Host”, “Mobile
Communication Accounts of Host” and “Website/Mobile Application
System of Financial Intermediaries”. In the during/post-accommodation
period, respondents most often acknowledged “House of Host”, “Host”,
“Mobile Communication Accounts of Host”, “Instructions Prepared by
Host” and “Treats Given by Host”. As a wealth of studies reveal that the
main factor driving individuals to be a part of a sharing economy is social
interaction (Tussyadiah, 2015), instructions and treats given by the host
come to prominence among key touchpoints in the collaborative
consumption journey. As one respondent mentioned:

“When we enter the room, we recognized that the host left some treats like snacks
for breakfast and instructions related to the transportation for us. It created
positive feelings” (AR1).
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Customer-owned touchpoints

In terms of customer-owned touchpoints, respondents” most frequently-
referenced touchpoints including “Profile Pages of Guest”, “E-mail
Account” “Social Media and Mobile Communication Accounts of Guest” in
the pre-accommodation stage, while in during/post accommodation one
there are touchpoints such as “Phone”, “Mobile Communication Accounts
of Guest”, “Profile Page of Guest”. Here we note that social media takes
central stage and is regarded as an augmented product feature in the
context of collaborative consumption, as customers highly emphasize social
media as a valuable source of information (Yannopoulou et al., 2013). As
one of the participants described:

“After finding the potential host on the website, I start to search this person from
all distinct social media platforms in order to understand what kind of personality

this person has before making the final decision” (CR5).
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Sociallexternal touchpoints

With respect to social/external touchpoints, respondents most often noted
“Blogs of Other Customers”, “Recommendations from
Peers/Relatives/Family/Other Customers”, “Social Media Accounts of
Guest/Host”, “Independent Forums/Review Sites” and “Community
Meetings” in the pre-accommodation stage, whereas in during/post
accommodation, touchpoints such as “Social Media Accounts of
Guest/Host”, “Meeting with Friends/Relatives of Host or Other Customers”
and “Community Meetings” were prominent. In the extant literature, there
is evidence suggesting that peer conversations and peer observations
crucially influence the decision-making process of customers (Baxendale et
al., 2015).

Results of Study 2

In the first phase of Study 2, the authors investigated the distinct
experiential dimensions of the collaborative consumption journey by
comparing the renting platform Airbnb with the lending platform
Couchsurfing. Also, customer journey was examined with respect to the
two purchasing phases involving both pre-accommodation and
during/post-accommodation. The findings were aggregated under five
discrete experiential dimensions building upon the scheme of Schmitt
(1999): (a) sensory experience; (b) affective experience; (c) cognitive
experience; (d) behavioural experience and (e) relational experience.

In general, sensory, affective and cognitive dominant experiences
come into prominence for both collaborative consumption platforms in the
pre-accommodation stage, whereas the collaborative consumption
experience has been diversified into distinct experiences, augmenting the
collaborative consumption journey with the engagement of other
experiential dimensions in the during/post-accommodation stage. In the
second phase, the AHP was applied to main dimensions of experience to
measure the relative importance of them to each other, and results were
presented in Table 2. Table 2 shows that the cognitive experience is
relatively more important for Airbnb (38.4%) in the pre-accommodation
stage than it is for Couchsurfing. On the other hand, sensory experience,
which has a weight of 38.4%, plays a more central role for Couchsurfing in
the same stage. Among the experience dimensions, affective experience is
the primary concern (27.8%), followed by behavioural experience (19.8%)
and sensory experience (19.3%) for the Airbnb journey in the during/post-
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accommodation stage. However, in the Couchsurfing journey, relational
experience (29.4%) and behavioural experience (22.7%) are considered
much more important than other experience dimensions.

Table 2. Priority weights of experience dimensions in collaborative consumption journey

Pre-Accommodation During/Post-Accommodation
3 8 oY 5 0% .8 £y =y
S £8 .8 28 8 238 83 538
38 $8 8 28 $8 §E8 58 £%
5 EgEg P o gEREL PEgEGE
®) wnHEH <H Ol O N <H O/jF PR KM
Airbnb 0.084 0.307 0.309 0.384 0.090 0.193 0.278 0.169 0.198 0.161

Couchsurfing 0.085 0.384 0.297 0.319 0.095 0.074 0.209 0.197 0.227 0.294
Consistency Index (CI)<0.10

Sensory experience

The first experiential dimension is sensory experience and five types of
sensory experiences appear throughout the interviews: sight, sound, taste,
touch and smell (see Table 3). With regard to the pre-accommodation stage,
the most frequently-indicated experiential notions for both platforms are
related to the sense of sight, which is the most powerful for discovering
differences in the environment, and the most common in perceiving goods
and services (Hultén, 2011). Frequently-inferred key sight appeals, that
influence the pre-accommodation stage for Airbnb consumers involve
“Photos of exteriors and interiors”, “Location”, “The features of
accommodation” and “Photos of host”, whereas for Couchsurfers they
include “Photos of host”, “Features of Website/mobile application” and
“Photos of exteriors and interiors”. It should be noted that “Photos of
Exteriors and Interiors” are more important for Airbnb consumers, while
“Photos of Host” are more notable for Couchsurfers. In fact, this finding can
be explained by the term “visual-based trust” in the pertinent literature
(e.g., Deng & Ravichandran, 2017). Ert et al. (2016) have indicated the
substantial role of a host's website photos in terms of enhancing trust-
building and reducing uncertainty, both of which increase interactions and
foment positive attitudes for customers. In this sense, typical statements
made by the respondents are as follows:

“When I check the photos of the host, I have to have an impression that she/he is
trustful.” (CR6).

“The houses in photos have to be clean and neat. And, kitchen photos among others
have a positive effect on me because it gives me more home feeling.” (AR2).
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Table 3. Sensory Experience in Collaborative Consumption Journey (Airbnb vs.
Couchsurfing)

Themes Categories Sub-Categories Themes Categories  Sub-Categories

AIRBNB (Pre-Accommodation) AIRBNB (During/Post-Accommodation)

Sensory Sight (32) Photos of exteriors  Sensory Smell (14) Smell of room (6)

Experience and interiors (16) Experience Smell of food (5)

(32) Location (7) (29) Hygienic smell (3)
Features of Sight (9) Features of
Accommodation Accommodation (6)
©) Culture specific
Photos of host (4) interiors (2)

Instructions (1)

Taste (3) Treats of host (3)

Touch (3) Features of
accommodation (3)

Highlighted Touchpoints

Online maps House of host

Website of Airbnb

COUCHSURFING (Pre-Accommodation) COUCHSURFING (During/Post-Accommodation)

Sensory Sight (19) Photos of host (14)  Sensory Taste (9) Treats (9)

Experience Features of Experience  Sight (6) Features of

(19) Website / Mobile (24) accommodation (4)
application (4) Culture specific
Photos of exteriors interiors (2)
and interiors (1) Smell (4) Smell of room (3)

Smell of food (1)

Touch (3) Hygiene (3)

Sound (2) Listening music (2)

Highlighted Touchpoints

Profile page of host House of host
Website of Couchsurfing Host

Social media accounts of host

* Numbers are representing the frequencies of themes

The sense module diversifies into various sensations, enriching the
collaborative consumption journey with the engagement of other senses
(smell, taste, touch, sound and sight) in the during/post accommodation
stage. While most respondents acknowledged the sense of smell and sight
for the Airbnb platform, the most frequently-indicated expressions under
the sensory experience were taste and sight for the Couchsurfing platform.
In this context, the sense of smell, considered a strong stimulus in the
experiential marketing literature, evokes consumer emotions and plays an
instrumental role in the decision-making process by influencing consumer
thinking (Vinitzky & Mazursky, 2011). Furthermore, sensory experience
becomes deeper and more meaningful if combined with sensorial taste —
when consumers are exposed to different tastes and taste compositions in
their experiences (Hultén, 2011). For instance:
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“Smell in the house is very important. When I entered the house, 1 felt the smell of
cleanliness, it affected me positively.” (AR10).

“She was from Thailand and cooked for me something from Thailand cuisine. Our
conversation was good, and I also tasted good and different meals.” (CR5).

Additionally, highlighted touchpoints mentioned by Airbnb
consumers included “Online Maps” and “Website of Airbnb” in pre-
accommodation. Couchsurfers’ responses emphasized the “Profile Page of
Host” and “Social Media Accounts of Host” as different touchpoints not
mentioned by Airbnb customers. For example, one interviewee stated that
“I am making a search like a stalker from social media platforms to understand what
kind of person is” (CR2). In the during/post-accommodation stage, “House of
host” represents a key touchpoint which may create a noteworthy sensory
experience; “Host” encompasses a multifaceted set of sensory experiences
for Couchsurfers.

Affective experience

Affective experiences, which constitute a large spectrum, emerged from the
interviews and were divided into two main categories: positive emotions
and negative emotions, each involving sub-emotions based on the
framework offered by Richins (1997) in the field of consumption experience
(see Table 4). Respondents stated that their affective experiences carried
feelings related to flow and escapism; their statements were consistent with
Triantafillidou and Siomkos’s (2014) study. In the pre-accommodation
stage, a significant number of respondents provided evidence of “Negative
emotions” in the journey of Airbnb in the framework of “Worry” and
“Fear”. On the other hand, respondents expressed positive feelings (i.e.,
excitement, peacefulness, optimism and surprise) relatively more
frequently for the Couchsurfing platform during the pre-accommodation
stage. This discrepancy probably stems from differences between perceived
risk and fear in the two different contexts, for Olson (2013) declared that
perceived fears serve as the main barrier in collaborative consumption,
especially concerns about trust, quality and the value of the service
provided. Besides, Airbnb, which is a monetary platform, is more subject to
guests’ performance expectations than Couchsurfing, a non-commodified
accommodation alternative (e.g., Guttentag & Smith, 2017). For example,
regarding negative and positive emotions, the following responses were
noted:
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“There were many questions in my mind. That’s why, I had worry and excitement.
Would we take the key at the right time, would the house be clean, would we feel
ourselves relax when we slept, how is the district, is it secure or not?” (AR11).

“Before going there, my emotions were positive. I had scrutinized her profile and I
had a feeling that she was a good person” (CR2).

Table 4. Affective Experience in Collaborative Consumption Journey (Airbnb vs.

Couchsurfing)
Themes Categories Sub-Categories Themes Categories  Sub-Categories
AIRBNB (Pre-Accommodation) AIRBNB (During/Post-Accommodation)
Affective Negative Worry (16) Affective Positive Joy (15)
Experience  Emotions Fear (7) Experience emotions Peacefulness (11)
(32) (23) (62) (32) Love (3)
Excitement (2)
Surprise (1)
Positive Excitement (5) Negative Worry (7)
Emotions (9) Joy (3) emotions Anger (4)
Peacefulness (1) (12) Envy (1)
Feeling in
flow (6)
Feeling in
escape (6)
Not feeling

flow or escape (6)

Highlighted Touchpoints

House of Host

COUCHSURFING (Pre-Accommodation)

COUCHSURFING (During/Post-

Accommodation)
Affective Positive Excitement (5) Affective Positive Joy (14)
Experience  emotions Peacefulness (4) Experience emotions Peacefulness (3)
(18) (12) Optimism (2) (46) (23) Love (2)
Surprise (1) Surprise (2)
Negative Worry (6) Contentment (1)
emotions (6) Excitement (1)
Negative Discontent (4)
emotions Anger (2)
(8) Sadness (2)
Feeling in
escape (6)
Feeling in
flow (5)
Not feeling

flow or escape (4)

Highlighted Touchpoints

Host
Meeting with Friends/Relatives of Host

* Numbers are representing the frequencies of themes

274



Advances in Hospitality and Tourism Research, 8 (2)

Findings related to the feel module demonstrated the same affective
stimuli: “Positive emotions” consisting of “Joy”, “Peacefulness”,
“Excitement”, “Love” and “Surprise” for both platforms in the during/post-
accommodation stage. Since consumption itself embodies hedonic
motivations related to the need for enjoyment, fun and amusement
(Holbrook & Hirschman, 1982), several scholars have suggested that
collaborative consumption activities present enjoyable experiences to
customers through hedonic benefits such as having fun, entertainment and
amusement (Yang & Ahn, 2016). Furthermore, while the interactions
between “House of host” and Airbnb users trigger feelings, a host’s contact
with Couchsurfing consumers stood as the determinant touchpoint for
affective experience. Some respondents expressed the situation as follows:

“I felt happy. We were like at our own home and neighbourhood. We lived there
like locals” (AR1).

“During the trip, there was happiness, fun, joy and friendship” (CR2).

Although several respondents associated flow and escape with
traveling itself, some indicated that they felt themselves in flow or escape
with Airbnb and Couchsurfing even during the post-accommodation
period. This is supported by following statement:

“It was a bit of a getaway from the borders in society” (CR7).

Cognitive experience

The module of think implies that experiences aid customers to be both
creative and analytical (Schmitt, 1999). Within the theme of cognitive
experience, convergent/analytical thinking and divergent/imaginary
thinking were identified as categories throughout several interviews; these
identifications were consistent with the work of Brakus et al. (2009), who
posited that cognitive experience consists of convergent/analytical thinking
(focused on deriving the single best or correct answer) and
divergent/imaginative thinking (which produces unconventional answers
from existing information) (Cropley, 2006). In this sense, consumers, both
in Airbnb and Couchsurfing, believe that convergent thinking is critical
during the period of pre-accommodation, with emphases on “Problem-
solving”, “Searching”, “Planning” and “Comparing” (see Table 5). This is
also evident in the extant literature, as pre-accommodation requires
customers to engage in activities such as information searches, evaluation
of alternatives and decision-making, all of which comprise a fundamental
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basis for the customer experience within the context of travel (Xiang et al.,
2015). For example:

“Our searching skills have improved greatly due to the process of finding the right
house” (ARS).

“Before the trip, I'm doing some search about what I can talk to the gquy. I'm
looking at profile of him and I'm investigating what he likes like preparing a short
assignment” (CR®6).

Table 5. Cognitive Experience in Collaborative Consumption Journey (Airbnb vs.
Couchsurfing)

Themes Categories Sub-Categories Themes Categories  Sub-Categories
AIRBNB (Pre-Accommodation) AIRBNB (During/Post-Accommodation)
Cognitive Convergent/ Problem-solving Cognitive ~ Divergent/  Exploring new things
Experience  analytical 11 Experience imaginary (Hedonic based) (9)
(19) thinking (18)  Searching (4) (25) thinking Creativity (4)
Planning (2) (16) Shifting perspective
Comparing (1) (3)
Convergent Problem-solving (8)
Divergent / Shifting / analytical ~ Exploring new things
imaginary perspective (1) thinking (9)  (Hedonic based) (1)
thinking (1)
Highlighted Touchpoints
Website of Airbnb Notes or instructions prepared by host
Search engines Host
COUCHSURFING (Pre-Accommodation) COUCHSURFING (During/Post-
Accommodation)
Cognitive Convergent/  Searching (8) Cognitive ~ Divergent/  Shifting perspective
Experience  analytical Problem-solving Experience imaginary )
(15) thinking (14)  (4) (24) thinking Exploring new
Planning (2) (21) cultures (5)
Exploring new things
(Hedonic based) (4)
Seeing new
possibilities (3)
Divergent / Exploring new Convergent  Exploring new things
imaginary things (Hedonic /[ analytical ~ (Utilitarian based) (3)
thinking (1) based) (1) thinking (3)
Highlighted Touchpoints
Search engines Host
Profile page of host Meeting with friends/relatives of host

Website of Couchsurfing

* Numbers are representing the frequencies of themes

In the during/post-accommodation stage, however, divergent
thinking appeared as the most frequently indicated cognition point under
the scheme of the think module, which implies that imaginary thinking
triggers customer engagement in various cognitions. For instance, while
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think perception stimulations were often mentioned as “Exploring new
things (Hedonic-based)” and “Creativity” in Airbnb, these involved
“Shifting perspective” and “Exploring new cultures” for Couchsurfers. In
fact, this distinction derives from the essence of the two platforms owing to
their monetary and non-commodified nature. While the primary sharing
resource for Couchsurfing is human interaction (i.e., friendship and social
experience) and the secondary asset is house (i.e., bed, sofa and financial
gains), the opposite is true for Airbnb (Jung et al., 2016), which directs
customers toward local and multi-cultural interactions that may shift their
perspectives (Yannopoulou et al., 2013). The following quote illustrates
“Divergent / imaginary thinking” category for Airbnb and Couchsurfing.

“Once, I was staying in the apartment of a homosexual person in Amsterdam. It
was like a culture shock for me. But that changed my perspective on life. I removed
my prejudices.” (CR6).

As part of cognitive experience, “Search engines” are becoming
important touchpoints for respondents in the pre-accommodation stage. In
the during/post-accommodation stage, “Notes or instructions prepared by
host” helps participants solve problems related to finding good places to
eat, shop and see. Additionally, interactions with “Host” and
“Friends/relatives of host” provide respondents an opportunity to explore
new cultures and things, see new possibilities and change perspectives.

Behavioural experience

For both platforms, the act module emerges as a dominant theme when
consumers begin to interact with the accommodation place and hosts at the
during/post-accommodation stage (see Table 6). With regard to Airbnb, the
majority of respondents identified their behavioural experiences as:
“Guiding”, “Treating” and “Accommodation”, as Guttentag (2015)
highlighted; for example, the importance of staying in a home-like
atmosphere and getting tips from local people, which contribute to the
authentic local experience for Airbnb customers. In this context,
respondents mentioned “Instructions prepared by host”, “Meeting with
other customers” and “House of host” as important touchpoints for Airbnb.
On other hand, respondents expressed their bodily experiences in
Couchsurfing as “Traveling around together”, “Eating together” and
“Guiding”, which are in line with the study offered by Chen (2012), a work
that emphasized the social appeal motivation of Couchsurfing —namely,
the cross-cultural interactions that occur between host and guest towards
the development of enduring and meaningful social relationships.
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Moreover, “Host” and “Meeting with friends/relatives of host” are critical
touchpoints which shape the behavioural experience in Couchsurfing.
Regarding behavioural experience, respondents stated the following:

“Just we make a short conversation and he gave us some tips about the touristic
places and transportation. We did not do any activity together” (AR2).

“In Spain we went to a local party together at night” (CR3).

Table 6. Behavioural Experience in Collaborative Consumption Journey (Airbnb
vs. Couchsurfing)

Themes Sub-Categories

AIRBNB (During/Post-Accommodation ?)

Behavioural Experience (24)  Guiding (6)
Treating (4)
Accommodation (3)
Chat with other customers (3)
Eating together (3)
Cooking (2)
Gift Giving (1)
Teaching (1)
Traveling around together (1)

Highlighted Touchpoints
Instructions Prepared by Host
Meeting with Other Customers
House of Host

COUCHSURFING (During/Post-Accommodation 2)

Behavioural Experience (34)  Traveling around together (13)
Eating together (8)
Guiding (5)
Night out together (3)
Doing activity together (2)
Meeting with friends/relatives of host (2)
Accommodation (1)

Highlighted Touchpoints

Host

Meeting with friends/relatives of host
Instructions prepared by host

2 Behavioural experience in collaborative consumption journey for pre-accommodation stage was not
mentioned by respondents
“ Numbers are representing the frequencies of themes

Relational experience

In Airbnb and Couchsurfing journeys, the relational experience occurs only
at the during/post-accommodation stage (see Table 7). However, the
relational module diversifies into several relations, enhancing the
collaborative consumption journey with the involvement of other relational
interactions. The most frequently-encountered statements pertaining to
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Airbnb resulted in various categories such as “Positive interaction with
host”, “Being part of community”, “Social experience”, “Interaction with
friends/relatives of host” and “Interaction with other customers”. These
relationships are mostly positive and occur at simple involvement levels for
Airbnb. The present finding supports Mohlmann’s (2015) study, which
concluded that no causal relationship exists between community belonging
and satisfaction for Airbnb case. On the other hand, for Couchsurfers, the
most frequently-mentioned relational experiences were aggregated under
two categories: “Social experience” and “Being part of a community”. In
line with this finding, Hellwig et al. (2014) indicated that jointly-produced
and consumed experiences exist at the heart of sharing in Couchsurfing.
The reciprocal nature of the Couchsurfing experience depends on the
exchange of ideas and thus accounts for sharing as a key point, which
implies that feelings of gratitude evoke in consumers a moral obligation,
pushing them to develop more intense social relationships and intimate
interactions with hosts and their friends and relatives (Chen, 2012).

“We're not having a friendly relationship; I'm looking at it like a business
relationship (AR3).

Table 7. Relational Experience in Collaborative Consumption Journey (Airbnb vs.
Couchsurfing)

Themes Categories Sub-Categories
AIRBNB (During/Post-Accommodation?)
Relational Experience (34) Interaction with host (19) Positive interaction with host (12)

Effortless interaction with host (6)
Negative interaction with host (1)

Being part of community (5)

Social experience (3)

Interaction with
friends/relatives of host (2)

No interaction (2)

Interaction with other
customers (3)

Highlighted Touchpoints
Host
Meeting with other customers

COUCHSURFING (During/Post-Accommodation?)

Relational Experience (30) Social experience (20) Friendship with host (20)

Being part of community (10)

Highlighted Touchpoints
Host

Social media accounts of host
Community meetings

2 Relational experience in collaborative consumption journey for pre-accommodation stage was
not mentioned by participants
“ Numbers are representing the frequencies of themes
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Regarding the relational experience, the highlighted touchpoints are
“Host” and “Meeting with other customers” for Airbnb, and “Host”,
“Social media accounts of host” and “Community meetings” for
Couchsurfing. Particularly, “Social media accounts of host” was used to
describe ongoing friendship and communication in the Couchsurfing
journey. For instance, one respondent noted that “After that, we were friends.
We are communicating via Instagram. I hope he will visit me in the near future”
(CRS).

DISCUSSION

To elaborate the phenomenon of the collaborative consumption journey in
the context of Airbnb and Couchsurfing, this study explored touchpoints
and experience dimensions for both pre-accommodation and during/post-
accommodation stages. This study sheds lights on key touchpoints in the
collaborative consumption journey by emphasizing website and mobile
application as brand-owned; search engines, online maps, house of host,
profile page of host, instructions/notes and the host himself/herself as
partner-owned; and social media and meeting with friends/relatives of host
as social/external touchpoints, all of which require marketers” attention. The
findings indicate that monetary and non-commodified collaborative
consumption platforms may have similar touchpoints, but the customer
journey is significantly different in terms of experience. For that reason,
experiences in collaborative consumption journeys should be analysed
according to the categories of collaborative consumption, and distinct
strategies for different categories should be generated. With better
understanding of the experience dimensions for various types of
collaborative consumption such as lending, renting, bartering and
donating, marketers may generate utilitarian or hedonic incentives to
support collaborative consumption. Today, many people engage in
collaborative consumption, yet still many are reluctant to participate
(Mohlmann, 2015). To increase numbers, marketers should work to
understand all dimensions of experience in the collaborative consumption
journey to ease barriers against it.

Customers make great efforts to determine the best host with a
combination of the right house and right location, which leads them
through intensive problem-solving processes. Their cognitive experiences
are relatively more important for Airbnb than for Couchsurfing in the pre-
accommodation stage. Potential consumers attach importance to certain
touchpoints such as websites, online maps and search engines, which
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facilitates the problem-solving process. As Rosen and Purinton (2004)
pointed out, websites full of descriptive text, pictures, graphics, layouts,
sounds and motions influence consumers’ perceptions and experiences
through cognitive psychology. In addition, Pink and Mackley (2012) have
indicated how the sensory aesthetics of home-like comfort affect
individuals” everyday thoughts and perceptions. In this framework, it can
be suggested that Airbnb should improve its website context to provide
more and better photographical/video-based information concerning
residences.

In the pre-accommodation stage, sensory experience is crucial for
Couchsurfers owing to their desire to find the right host with whom they
may experience a worthwhile stay. As such, a host’s profile page and social
media accounts gain importance. According to Tussyadiah (2015), “mistrust
between strangers” stands as the critical deterrent to collaborative
consumption in the accommodation sector, and marketers should modify
touchpoints to deal with the issue of trust. Additionally, Schreiner et al.
(2018) found that reduced social distance increases individuals” willingness
to share. In this framework, sharing more information about the host and
confirming the reliability of that information will be critically important for
the Couchsurfing platform in the future. The experience offered by the
platform should make guests feel close to hosts by enriching sensory
information. For instance, stories shared on the host’s profile page or mobile
application may create a more favourable sensory experience for
consumers.

Negative emotions are also worthy for Couchsurfers and do not
affect the overall attitude towards journey unfavourably. However,
negative emotions such as “fear and worry” under the affective experience
dimension should be contemplated, especially for Airbnb. Managers of
monetary-based collaborative consumption platforms should adapt their
marketing strategies to generate trust-building activities to respond to fear
and worry in pre-accommodation stage. Moreover, in the during/post
accommodation stage, Airbnb customers also give great importance to the
affective experience. Primarily, the host’s residence provokes various
emotions. Providing “before and after” accommodation expectations
would aid consumers. Airbnb should also prevent misleading sharing
about residences on its website. Different from the case of Airbnb, in the
Couchsurfing journey behavioural and relational interactions experienced
between host and guest make the journey invaluable. This experience also
triggers divergent and imaginary thinking that may result in new
perspectives, the exploration of new cultures and things, and new
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possibilities. Especially in the during/post-accommodation stage, social-
external touchpoints make greater sense for the cognitive, behavioural and
relational experiences of Couchsurfers.

Finally, the present study is dedicated to developing suggestions
that are grounded upon insights from the interviews and are intended to
present fruitful research avenues for further studies in the field of the
collaborative consumption journey. In this sense, the results of the study
form a basis for further studies which may concentrate on causal links
between touchpoints and experiential dimensions in the collaborative
consumption context.

LIMITATIONS AND AVENUES FOR FUTURE RESEARCH

There were several limitations to the present study; outlining them may
help provide recommendations for future research. First, the results of the
present study are limited to the country of Turkey, a lack which undermines
the generalizability of the findings. Future research should be performed in
different contexts with an aim to increase the external validity of the
findings, as perceptions of collaborative consumption consumers can differ
among cultures (Molz, 2012). Second, this study solely focused on access
over ownership in the sense of mode of exchange; further studies should
address other modes of exchange (i.e., the transfer of ownership) such as
donating, swapping and purchasing used goods under the premise of
collaborative consumption. Third, this study targeted Airbnb and
Couchsurfing customers regardless of their length of stay or first-time
usage. Future studies may chronicle the experiences of consumers more
familiar with these platforms and thus may examine responses that go
beyond the first-time experience. In addition, customer attitudes may also
differ regarding different lengths of stay. Fourth, this study approached the
demand-side (i.e., guests) in their customer journey; future studies should
also investigate the supply side (i.e., hosts). In addition, another fruitful area
calling for future research is cross-cultural difference in both the sharing
economy and customer journey, which has not yet been addressed in the
extant literature. As one aim of this study was to initiate new research areas
for further quantitative studies, future researchers should concentrate on
causality among the variables explored in this study. In line with this path,
future studies should empirically test relationships between touchpoints
and experiential dimensions, thus providing a richer understanding of the
subject matter.
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