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Aims & Scope
The Journal of Tourism, Sustainability and Well-being (JTSW) is an international open-access academic journal in 
the tourism field that publishes high-quality, refereed articles that advance science widely available so that tourism 
can serve the society, enhance a sustainable development of the destinations, and positively impact the well-being 
of stakeholders.

JTSW offers itself a multidisciplinary and all-inclusive bridge between theoretical and practical aspects of tourism 
and the emerging interdisciplinary aspects that can revolutionise the tourism and hospitality industries. While the 
JTSW maintains its traditional focus on original research, both conceptual and empirical, that clearly contributes 
to the theoretical development of the tourism field, it also has a far more inclusive and broadened scope to keep 
up with the new problems that challenge academics and practitioners working in private, public and non-profit 
organisations globally. JTSW encourages research based on a variety of methods, qualitative and/or quantitative, 
based on rigorous theoretical reasoning and supported by a strong methodology. Criteria for evaluation include 
significance in contributing new knowledge, conceptual quality, appropriate methodology, technical competence (of 
theoretical argument and/or data analysis), and clarity of exposition.

JTSW promotes research on a broad range of topics that explore major trends in the study of relationships between 
tourism, sustainable development of destinations and well-being of tourism-related stakeholders. Contributions can 
be from all disciplinary perspectives, with interdisciplinary approaches especially welcomed as far as they apply to 
the tourism research field. All policy, planning and management aspects of tourism are also encouraged.

The journal is published as a quarterly international review in open access, mainly composed of thematic special 
issues. The publishing schedule is the last working day of March, June, September and December. Any interested 
scholar can submit a proposal for the guest-edition of a special issue to the Editor-in-Chief. The proposal should 
follow the guidelines provided in the Guide for Guest Editors. Each article must follow the publication rules as in the 
Author Guidelines. The Guest-Editors and the Editor-in-Chief are responsible for the implementation of a double-
blind review process. This method ensures that the author(s) and the reviewers remain anonymous to guarantee a 
fair and impartial review of the submitted manuscripts.
JTSW is published by the Research Centre for Tourism, Sustainability and Well-being (CinTurs), settled at the 
University of Algarve, Portugal. This journal is financed by National Funds provided by FCT- Foundation for Science 
and Technology through project UID/04020/2025 (CinTurs).

The Editorial Board gathers world-renowned experts in different scientific areas, with a striving balance in 
geographic and gender diversity.

editorial
This special issue examines how short-term rentals are reshaping tourism dynamics, market behaviour, and 
community development in an increasingly digital and competitive environment. The first article focuses on digital 
trust and corporate reputation as crucial factors influencing risk perception and consumer decisions, demonstrating 
that confidence in platforms significantly affects travellers’ willingness to book. The second article explores immersive 
advertising in shared accommodations, showing that virtual reality and 360-degree media strengthen trust, increase 
booking intentions, and enhance perceived transparency, offering a competitive advantage in the expanding short-
term rental sector. The third article highlights the relevance of proximity-based planning in tourist cities, demonstrating 
how the spatial distribution of short-term rentals near attractions can enhance walkability, healthy tourism, and 
accessibility for diverse visitor profiles. The fourth article analyses digital nomadism, revealing how remote workers 
rely on flexible accommodation options that influence destination attractiveness, local identity, and socio-economic 
structures. The final article examines homestays in a heritage village, emphasising their contributions to cultural 
preservation, community well-being, and revenue diversification, while also identifying sustainability challenges that 
require coordinated governance. Collectively, these studies illustrate the profound implications of short-term rentals 
for tourism competitiveness, destination planning, and community resilience.
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ABSTRACT
The present study aims to ascertain the effect of individuals’ perceived risk towards the Airbnb platform on their 
purchase intentions within the scope of the Perceived Risk Theory and the Signalling Theory, and to test the moder-
ating role of digital trust and corporate reputation in this relationship. In this regard, data were collected from 467 
people in Türkiye using a survey and convenience sampling methods. A moderating model was developed, and hy-
potheses were tested within the scope of the relevant literature. As a result of the analyses, it was concluded that the 
risk perceived by individuals towards the Airbnb platform decreased their purchase intentions. Furthermore, it was 
determined that digital trust and corporate reputation are significant moderating factors in mitigating the negative 
effects of perceived risk on purchase intention. The study highlights several trust- and reputation-based strategies 
for short-term rental platforms to increase individuals’ purchase intentions by managing perceived risk. Moreover, 
the research provides an interdisciplinary and holistic perspective on the existing literature by revealing how risk- 
and trust-based theories explain consumer behaviour, particularly in digital platforms such as Airbnb in the tourism 
industry.
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1. Introduction
The proliferation of digital platforms and the emergence of sharing economy-based applications are 
among the developments that have most significantly affected and transformed the global tourism sector 
(Guttentag, 2019). These applications have precipitated a paradigm shift within the hospitality sector, en-
gendering an alternative to conventional hotel management. These platforms, which enable individuals 
to share their resources with others for a short period while earning income, are rapidly becoming wide-
spread (Avunduk & Akpınar, 2021). Among these platforms, Airbnb stands out for the economic advantag-
es it offers. In particular, the price-value perception, i.e. the consumer’s positive evaluation of the benefit 
obtained in return for the cost of the service provided, is effective in the preference for Airbnb (Tussyadiah 
& Pesonen, 2016). The Airbnb platform was founded in 2007 and, as of 2024, operates in more than 220 
countries and regions worldwide, serving consumers with more than 8 million active listings and more 
than 5 million hosts (iPropertyManagement, 2024). The number of reservations made through the Airbnb 
platform has reached 491 million, with a total reservation value of approximately 81.8 billion US dollars 
(Business of Apps, 2024). Airbnb, which has also gained popularity in Türkiye, offers short-term hospitality 
options, especially in large cities, providing an alternative (Avunduk & Akpınar, 2021).

On the Airbnb platform, guests make decisions based on risk factors such as the host’s reliability, 
physical safety, financial losses, and service quality (Chua et al., 2020). However, an escalating degree of 
uncertainty and insecurity within the digital environment gives rise to intricate dynamics that profoundly 
influence consumer behaviour (So et al., 2018). Consumers are exposed to various risk perceptions when 
evaluating the services offered through these platforms, including service performance, psychological 
comfort, physical safety, financial losses, and time loss. The high perception of these risks has a negative 
impact on consumers’ purchase intentions (PI) (Zubair et al., 2022). This risk perception is particularly pro-
nounced among consumers using the Airbnb platform for the first time, which can negatively affect their 
PI (So et al., 2018). At this juncture, issues such as digital trust (DT) and corporate reputation (CR), which 
play a significant role in mitigating the negative effects of perceived risk (PR) on PI, assume particular sig-
nificance (Kim et al., 2008; Othman, 2021). DT is directly related to the platform’s reliability, transparency, 
and data protection capacity and has a facilitating effect on the consumer’s purchase decision by mini-
mising their perception of risk (Gefen, 2000). Similarly, a robust CR can increase brand trust and offset the 
impact of potential adverse perceptions (Ert et al., 2016). The presence of these two elements on sharing 
economy platforms such as Airbnb has been demonstrated to positively impact consumers’ PI by reduc-
ing their perceived level of risk (Tussyadiah & Zach, 2017).

A review of the extant literature revealed no studies that addressed the moderating role of DT and CR 
in the effect of PR on PI. In other words, as a result of comprehensive literature reviews, it is seen that 
there are various studies on the effect of PR on PI (Kim et al., 2008; Guttentag et al., 2018; Bigné et al., 
2020; Jun, 2020; Zubair et al., 2022; Aufa & Gunanto, 2023; Hussain et al., 2023; Permatasari & Muthohar, 
2023; Suprapto & Wijaya, 2023; Phamthi, 2024). In addition, studies examining the effect of DT on PI are 
also found in the literature (Kim et al., 2008; Smith et al., 2019; Trivedi & Yadav, 2020; Ventre & Kolbe, 
2020; Othman, 2021; Suprapto et al., 2022). Furthermore, several studies have been identified examining 
CR’s impact on PI (Ert et al., 2016; Jun, 2020; Güllük & İrge, 2021; Aufa & Gunanto, 2023). However, no 
comprehensive empirical studies have been found in the literature examining these relationships in the 
context of moderating variables, particularly focusing on the role of DT and CR. This situation distinguish-
es the study from existing research and highlights the fundamental difference. DT and CR are becoming 
increasingly critical in shaping consumer behaviour; however, further research is required to elucidate 
how these concepts affect the relationship between PR and PI. Therefore, this study aims to examine 
the PR factors that affect consumers’ PI on the Airbnb platform and reveal how DT and CR moderate this 
effect. In addition to the aforementioned aim, understanding how platforms providing services in digital 
environments shape consumer behaviour within the framework of concepts such as reliability and repu-
tation management is also among the research objectives.

In the study, the effect of individuals’ PR regarding the Airbnb platform on their PI is based on the Per-
ceived Risk Theory (Bauer, 1960) and the Signalling Theory (Spence, 1973). The Perceived Risk Theory is 
based on how individuals perceive the possible adverse consequences they may encounter in their deci-
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sion-making processes (Spence, 1973). In platforms where physical contact is limited, consumers perceive 
a high level of risk when they are unsure of the safety or accuracy of the service. In contrast to convention-
al hotel systems, sharing economy-based platforms such as Airbnb lack a standardised service structure, 
which can result in a heightened level of PR (Zubair et al., 2022). From this perspective, the Signalling 
Theory posits that businesses can foster consumer trust by disseminating trust-building signals to estab-
lish trust-based communication between parties (Spence, 1973). Indicators such as consumer reviews, 
star rating systems, and “Superhost” badges on the online platform Airbnb have been shown to reduce 
consumers’ risk perceptions by providing indirect information about the service (Jun, 2020). In this regard, 
the research provides a multidimensional and holistic perspective on the literature by evaluating current 
concepts such as “PR,” “DT,” and “CR,” which are frequently discussed in the literature on understanding 
consumer behaviour in the context of digital platforms. In particular, testing the effect of risk perception 
on PI through the moderating role of DT and CR variables contributes to filling theoretical gaps in the 
existing literature. Moreover, the study’s findings offer managerial insights into digital platforms such 
as Airbnb, addressing crucial issues such as formulating risk reduction strategies, cultivating consumer 
trust, and managing reputation. In addition, it provides policymakers with data-driven insights regarding 
regulations and oversight processes related to short-term rental activities. In this regard, the research 
was conducted using a quantitative approach, and the relationships between variables were empirically 
tested using statistical methods to obtain the results. A comprehensive literature review was conducted 
on the relevant variables, thereby establishing a conceptual framework and theoretical foundation. Sub-
sequently, the necessary analyses were conducted within the scope of the research, and the findings were 
evaluated and interpreted in detail.

2. Theoretical Framework and Hypothesis Development

2.1 The Perceived Risk Theory and the Signalling Theory
In the present study, the effect of individuals’ PR towards the Airbnb platform on their PI is based on the 
Perceived Risk Theory (Bauer, 1960) and the Signalling Theory (Spence, 1973). The Perceived Risk Theory 
adopts an approach based on consumers’ subjective assessments of the adverse consequences they may 
encounter due to their decisions in purchasing a good or service. This theory, first proposed by Raymond 
Bauer (1960), posits that individuals form their purchasing decisions by engaging in rational cost-benefit 
analysis and considering the potential harm and uncertainty that may arise from these decisions (Kapoor 
et al., 2016). Consumers perceive an increased risk, especially in digital platforms and online shopping en-
vironments, due to factors such as the absence of physical experience or the paucity of information about 
the quality of goods or services (Mahliza, 2020). Consequently, it is imperative for brands and platforms 
operating within digital environments to develop confidence-building strategies to effectively manage 
consumers’ risk perceptions (Youn & Jin, 2021).

The Signalling Theory is a theoretical framework that posits the argument that in situations where there 
is information asymmetry, the party with information (e.g. a seller, service provider or institution) sends 
various signals to persuade the party without information (e.g. a consumer or investor) (Spence, 1973). 
The seminal work of Michael Spence in the domain of the labour market has since given rise to a plethora 
of adaptations of this theory across a wide range of disciplines, including marketing, finance, organisa-
tional behaviour and consumer research (Connelly et al., 2011). According to the theory, when consumers 
cannot directly observe the quality of a good or service, they form inferences about quality and reliability 
through the indirect indicators provided by the business (Spence, 1973). In this regard, elements such 
as DT practices, CR, brand value, certifications, consumer reviews, and transparency serve to reduce PR 
by sending positive signals to consumers (Rantanen et al., 2020; Kusraeva, 2023). These approaches, i.e., 
signalling strategies, are critical in online environments and sharing-based platforms to gain consumer 
trust and positively affect purchasing decisions (Erdem & Swait, 2004; Connelly et al., 2011). Consequently, 
the Signalling Theory provides a robust theoretical foundation for comprehending consumer behaviour in 
digital environments and analysing trust-building processes (Featherman & Pavlou, 2003).
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In contexts where physical interaction is restricted, such as digital platforms, consumers cannot ascer-
tain the quality of the service provided directly, so the level of risk perceived by consumers exerts a sub-
stantial influence on their decision-making processes (Kapoor et al., 2016). In this regard, individuals utilis-
ing sharing-based digital platforms such as Airbnb may encounter factors such as financial losses, privacy 
violations, and uncertainty in service quality as potential risks (Zubair et al., 2022). Within this scope, the 
Perceived Risk Theory posits that consumers take possible adverse consequences into account in their 
decisions, while the Signalling Theory emphasises the significance of strategic communication tools busi-
nesses use to mitigate these risks (Spence, 1973). DT and CR elements serve as key mechanisms through 
which such platforms can signal reliability and quality to consumers (Kusraeva, 2023). A well-structured 
CR and robust DT systems can positively affect consumers’ purchasing tendencies by reducing their PR 
(Rantanen et al., 2020). Accordingly, the present study employs a holistic approach by utilising both the-
ories to comprehend the impact of PR on consumers’ PI. It also comprehensively analyses DT and CR 
concepts that influence this interaction.

2.2 Perceived Risk and Purchase Intention
PR, a significant concept in consumer behaviour literature, refers to individuals’ subjective assessments 
of the uncertainties and potential adverse consequences they experience when purchasing a good or 
service (Bauer, 1960). This concept was introduced by Raymond A. Bauer (1960), who argued that PI is 
not merely a rational process, but rather a decision-making process involving various risks. As posited in 
the extant literature, PR is a multidimensional structure comprising the following dimensions: “financial, 
performance, physical, psychological, social, and time risk” (Featherman & Pavlou, 2003, p. 458). In digital 
environments, the inability to physically experience the product and limited trust in the seller increase 
PR and negatively affect consumers’ purchasing decisions (Phamthi, 2024). As Bigné et al. (2020) demon-
strate, consumers’ decision-making processes when using sharing economy-based digital platforms such 
as Airbnb are characterised by higher PR levels than traditional hotel reservations. The following factors 
have been identified as increasing consumers’ perception of risk on such platforms: the inability to ex-
perience a physical good or service in advance, uncertainty about the actual condition of the hospitality 
facility, potential problems with the host, and security concerns (Tussyadiah & Pesonen, 2016). Moreover, 
the potential for the hospitality service to fall short of expectations, along with the environmental assess-
ment regarding this decision, are among the salient concerns Airbnb consumers express (Jun, 2020). In 
this regard, it has been asserted that elements such as consumer reviews, rating systems, and guarantee 
mechanisms offered by the platform play a significant role in reducing potential problems and risks and 
in influencing PI (Ert et al., 2016). However, there is still a lack of theoretical clarity regarding the effective-
ness of these factors and under what conditions they become more functional.  

PI is defined as an individual’s motivation and tendency to purchase a particular good or service in the 
future (Ajzen, 1991). PR, one of the most significant psychological variables shaping consumers’ PI, refers 
to individuals’ feelings of anxiety and uncertainty about the adverse consequences that may arise in the 
process of purchasing a good or service (Bauer, 1960). The lack of opportunity to experience physical 
goods or services on online shopping sites and sharing-based platforms increases this risk perception 
and weakens consumers’ intentions (Featherman & Pavlou, 2003). In this regard, PR can negatively affect 
the consumer’s decision-making process, resulting in a decline in PI. Indeed, studies demonstrate that in 
situations where PR is high, individuals’ online PI decreases significantly (Kim et al., 2008; Hussain et al., 
2023; Permatasari & Muthohar, 2023; Suprapto & Wijaya, 2023; Phamthi, 2024). Despite offering signifi-
cant empirical insights, existing research lacks robust comparative evidence regarding how PR manifests 
across diverse cultural settings. Furthermore, research has indicated that the PR associated with Airbnb 
online hospitality platforms has a negative impact on consumers’ PI (Guttentag et al., 2018; Bigné et al., 
2020; Jun, 2020; Zubair et al., 2022; Aufa & Gunanto, 2023). It is posited that, in consideration of the afore-
mentioned propositions, the subsequent hypothesis was formulated.

H1. Perceived Risk negatively affects Purchaise Intention.
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2.3 The Moderator Role of Digital Trust
DT is an attitude shaped by individuals’ perceptions of security, privacy, and accuracy when engaging in 
activities such as sharing information, shopping, or obtaining services online (Mahliza, 2020). The protec-
tion of personal data and the transparency of social media platforms are among the key factors deter-
mining consumers’ trust in the digital environment (Smith et al., 2019; Trivedi & Yadav, 2020; Othman, 
2021; Suprapto et al., 2022). This is because individuals may refrain from voluntary interaction on digital 
platforms unless they are confident that their personal information will not be misused. DT, therefore, 
emerges as a pivotal factor affecting consumers’ propensity to adopt online services and their PI (Oth-
man, 2021). In this regard, DT offers a strategic advantage in sustaining consumer-seller relationships. In 
purchases made through digital platforms, PR and trust are key determinants that directly affect PI (Kim 
et al., 2008; Ventre & Kolbe, 2020). Therefore, PI is a significant indicator reflecting individual preferences 
and the effectiveness of trust signals in the digital environment (Trivedi & Yadav, 2020). However, there is 
a lack of in-depth analysis concerning the cognitive processes through which consumers interpret these 
signals. Similarly, on sharing-based digital platforms like Airbnb, consumers’ intentions regarding hospi-
tality services are influenced by their trust in the host and platform, consumer reviews, and price-perfor-
mance balance (Bigné et al., 2020). In this regard, trust-based assessments encompass economic and so-
cial evaluation processes. There is a growing need for interdisciplinary models to enhance understanding 
of this multidimensional structure. Research indicates that consumers who exhibit a high level of DT hold 
a more positive disposition towards online shopping, even when they PR (Chua et al., 2020). This positive 
disposition can be attributed to their robust belief in the platform’s reliability and the effectiveness of its 
data protection measures (Mahliza, 2020). However, how this belief structure is formed and its sustaina-
bility remain open to debate. Several studies have been conducted on the subject of the effect of DT on PI 
(Kim et al., 2008; Smith et al., 2019; Trivedi & Yadav, 2020; Ventre & Kolbe, 2020; Othman, 2021; Suprapto 
et al., 2022). Consequently, DT mitigates the negative effects of PR and positively affects consumers’ PI, 
highlighting the pivotal role of trust-building strategies for businesses (Othman, 2021). However, further 
empirical research still needs to support the extent to which trust strategies generate lasting effects. It is 
hypothesised that, in consideration of the aforementioned propositions, the subsequent hypothesis has 
been formulated.

H2. Digital Trust plays a moderating role in the effect of Perceived Risk on Purchaise Intention.

2.4 The Moderator Role of Corporate Reputation
CR refers to a business’s general perception and respectability among its stakeholders. This concept is 
shaped by many factors, such as the business’s past performance, social responsibility activities, ethical 
values, and stakeholder relationships (Issa et al., 2023). Therefore, CR is not solely an external image 
but also plays a pivotal role in long-term relational capital. A robust CR contributes to attracting talented 
employees to the company, increasing customer loyalty and mitigating damage to the company in times 
of crisis (Rantanen et al., 2020). The extant literature emphasises that CR positively impacts brand value, 
financial performance, and long-term competitive advantage (Pollák & Marković, 2022). In this regard, 
businesses must prioritise not only economic success but also demonstrate a consistent stance in trans-
parency, ethical management, and social responsibility to safeguard their CR (Issa et al., 2023). Never-
theless, existing studies treat CR as a static concept, without thoroughly examining its relationship with 
evolving user expectations, shifting platform dynamics, and increasing industry competition over time. 
This situation necessitates a reconsideration of CR as a dynamic construct, particularly in the context of 
digital platforms. 

On today’s digital platforms, consumers’ PI is closely related to the perceived level of risk, particularly 
within the context of sharing economy models (Ert et al., 2016). For consumers who purchase hospitality 
services through platforms such as Airbnb, factors such as cleanliness, safety, and potential problems 
with the host can constitute significant risk factors (Zubair et al., 2022). This phenomenon prompts con-
sumers to engage in emotional and rational risk analysis processes during decision-making. In this regard, 
CR emerges as a significant moderating variable that balances the negative relationship between PR and 
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PI (Güllük & İrge, 2021). Airbnb’s CR is shaped by the significance it attaches to consumer experiences, the 
effectiveness of its customer service, and its crisis management capacity, creating a positive perception. 
This positive perception can strengthen consumers’ PI by reducing risk perceptions (Jun, 2020). The extant 
literature on the effect of CR on PI supports this idea (Ert et al., 2016; Jun, 2020; Güllük & İrge, 2021; Aufa 
& Gunanto, 2023). In other words, a robust CR increases consumers’ trust in the platform, allowing them 
to tolerate risk perception and thus positively affecting their PI (Ert et al., 2016; Aufa & Gunanto, 2023). 
Therefore, a literature review reveals a need for more comprehensive and theoretically grounded models 
that explain how CR functions in this process. It is posited that, in consideration of the aforementioned 
propositions, the subsequent hypothesis has been formulated. Furthermore, the research model devel-
oped based on the conceptual framework and hypotheses of the study is presented in Figure 1.

H3. Corporate Reputation plays a moderating role in the effect of Perceived Risk on Purchaise Intention.

Figure 1. Research Model

Source: Own Elaboration

3. Methodology

3.1 Measures
The measurement variables of the study include PR, PI, DT, and CR. The scales employed in the extant 
literature were utilised in accordance with the study. In this regard, the PR scale, which consists of three 
items developed by Mao & Lyu (2017), was utilised to measure individuals’ risk perceptions. The PI scale, 
which consists of four items developed by Kim & Park (2013), was utilised to measure individuals’ PI. The 
DT scale, consisting of five items developed by Kim & Park (2013), was utilised to measure DT towards 
Airbnb. Furthermore, a CR scale consisting of five items developed by Wei (2021) was utilised to measure 
CR towards Airbnb. All scales within the study were applied using a 5-point Likert scale (1=Strongly Disa-
gree-5=Strongly Agree).
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3.2 Sample and Procedure
The present study examines the effect of individuals’ PR towards the Airbnb platform on their PI and the 
moderating role of DT and CR in this relationship. In this regard, field research was conducted to test 
the hypotheses, and data were collected through a survey technique. Following the acquisition of ethical 
approval from the second author’s institution, the surveys were conducted throughout Türkiye between 
28 May 2025 and 20 June 2025 using a convenience sampling method. As a result of the face-to-face and 
online surveys, data suitable for analysis were collected from 467 individuals. Indeed, this sample size is 
greater than 384, considered the threshold number for uncertain or broad populations (Gürbüz & Şahin, 
2018). Consequently, the number of surveys obtained was deemed sufficient. Because the study utilised 
a convenience sampling method, a non-probability approach, the extent to which the findings can be 
generalised to the broader population is limited. This factor represents a potential limitation regarding 
the external validity of the research. Additionally, as participation was voluntary, the sample includes indi-
viduals with prior experience using digital accommodation platforms and those without such experience. 
Consequently, the sample may disproportionately represent certain user groups, restricting its diversity. 

Upon thorough examination of the salient characteristics of the study participants, it was ascertained 
that 217 out of 467 individuals were female, while 250 were male. Furthermore, 244 were unmarried, and 
223 were married. The most significant number of participants in the age group was 215 individuals aged 
26-35. In comparison, the most significant number of participants in terms of educational status was 192 
with bachelor’s degrees. In terms of occupation, the study revealed that 71 students, 215 private sector 
employees, and 181 public sector employees participated in the research. Regarding income, most partic-
ipants (280) indicated that they were in the middle-income bracket. Moreover, 322 participants indicated 
that they had previously utilised platforms such as Airbnb to rent short-term accommodation, while 145 
stated that they had never engaged with such platforms.

3.3 Data Analysis Strategy
The research data analysis was conducted utilising the SPSS, PROCESS macro and AMOS analysis pro-
grammes. The data distribution was initially examined, and a normality test was performed. In this regard, 
the kurtosis and skewness values were examined. The kurtosis values were found to range from -0.227 to 
0.792, while the skewness values ranged from -0.736 to 0.878. Therefore, the normality assumption was 
met within the ±1 threshold value recommended by Hair, Black, Babin and Anderson (2014). Exploratory 
Factor Analysis (EFA) was initially conducted to assess the validity of the research, followed by Confirmato-
ry Factor Analysis (CFA). Furthermore, the scale structures’ convergent-discriminant validity was examined 
using the Fornell and Larcker (1981) method. Cronbach’s alpha (α) results were checked for reliability. The 
research hypotheses were tested using the PROCESS macro with two models, with 5.000 bootstrapping 
iterations and a 95% confidence interval. 

4. Results
EFA with varimax rotation was applied to ensure construct validity for the variables considered in the 
study, and the results are presented in Table 1. Initially, an evaluation was conducted to ascertain the ap-
propriateness of the correlation matrix for the analysis. The Kaiser-Meyer-Olkin (KMO) values were found 
to be at least 0.75 for all variables and suitable for analysis (Kaiser, 1974). Furthermore, Bartlett’s test of 
sphericity (p<.001) was significant for all variables. Upon examination of the variances of the factors (Table 
1), it was observed that the minimum explained variance was 74%, which was deemed sufficient. The α 
values of the factors (Table 1) were found to be at least 0.90 and were determined to be at a high level 
(Hair et al., 2014). 
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Table 1. EFA, CFA, Reliability, Mean, and Standard Deviation Values

EFA CFA

Factors Items Factor Loadings Variance (%) Factor Loadingsa Critical Ratio α X̅ S.D

PR 

PR1 0.91

83.009

0.87 -

0.90 2.11 0.86PR2 0.92 0.88 24.224

PR3 0.90 0.84 22.696

PI 

PI1 0.90

79.168

0.87 -

0.91 3.93 0.73

PI2 0.87 0.82 22.779

PI3 0.90 0.86 24.509

PI4 0.88 0.85 23.926

DT 

DT1 0.88

81.117

0.84 -

0.95 3.84 0.76

DT2 0.92 0.88 25.953

DT3 0.91 0.87 25.532

DT4 0.91 0.88 26.109

DT5 0.88 0.83 23.240

CR 

CR1 0.86

74.425

0.83 -

0.91 3.84 0.76

CR2 0.86 0.81 20.650

CR3 0.88 0.84 21.675

CR4 0.86 0.81 20.700

CR5 0.87 0.83 21.469

Measurement Model’s Fit Statistics: x2=298.379, df=113, x2/df=2.641, GFI=0.931, AGFI=0.906, IFI=0.973, TLI=0.967, CFI=0.973, RMSEA=0.059, 
SRMR=0.031
Note: a All factor loadings are significant at p<0.001
Source: Own Elaboration

The results of the CFA are presented in Table 1. Accordingly, the factor loadings are at least 0.81, higher 
than the recommended threshold value of 0.50 (Hair et al., 2014). Furthermore, it was detected that the 
model fit statistics related to the measurement model (Table 1) were appropriate (Gürbüz, 2019). Follow-
ing the validation of the factor structures, the convergent and discriminant validity of the model were 
tested, and the results of these tests are presented in Table 2. In this regard, it was determined that the 
Composite Reliability (CR) statistics for the factors related to convergent validity were at least 0.90, the 
Average Variance Extracted (AVE) statistics were at least 0.68, and that CR>AVE held for all factors. Con-
cerning discriminant validity, it was observed that all Maximum Shared Variance (MSV) values were lower 
than the AVE values. Moreover, it was found that the correlations related to the factors were smaller than 
the square root of the AVE values. The findings of this study suggest that convergent and discriminant 
validity were achieved (Fornell & Larcker, 1981).

Table 2. Convergent-Discriminant Validity and Correlations among Variables

Factors CR AVE MSV PR PI DT CR

PR 0.90 0.75 0.42 0.864*

PI 0.91 0.72 0.59 -0.645 0.850*

DT 0.94 0.76 0.59 -0.619 0.766 0.874*

CR 0.91 0.68 0.54 -0.645 0.732 0.701 0.825*

Significance of All Correlations: p< 0.001
*The square root of the AVE
Source: Own Elaboration
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When evaluating the overall averages of the research variables, it was determined that PR (X̅=2.11) was 
low, while PI (X̅=3.93), DT (X̅=3.84), and CR (X̅=3.84) were high (Table 1). Hypotheses were tested using the 
PROCESS macro to analyse the research model (Hayes, 2018). Furthermore, the multicollinearity problem 
among the variables was checked using tolerance and variance inflation factor (VIF) values, and no prob-
lem was found (tolerance > 0.1, VIF < 10). Accordingly, the analysis results obtained from the two models 
using variable averages are presented in Table 3.

Table 3. Path Coefficients of a Theoretical Model

Effect β S.E t p
95% of CI

R2

LLCI ULCI

Model 1 - Digital Trust (Moderator)

PR→PI -0.195 0.033 -5.819 0.000 -0.2602 -0.1288

0.565DT→PI 0.521 0.036 14.546 0.000 0.4508 0.5916

PR*DT→PI 0.084 0.028 3.012 0.003 0.0293 0.1394

Model 2 - Corporate Reputation (Moderator)

PR→PI -0.227 0.035 -6.494 0.000 -0.2958 -0.1584

0.514CR→PI 0.456 0.039 11.698 0.000 0.3794 0.5327

PR*CR→PI 0.087 0.031 2.785 0.005 0.0256 0.1482

Source: Own Elaboration

The results of the analyses confirm the effect of PR on PI in both the first model (β=-0.195; CI=95%; 
[LLCI=-0.2602 & ULCI=-0.1288]) and the second model (β=-0.227; CI=95%; [LLCI=-0.2958 & ULCI=-0.1584]) 
(Table 3). That is, when PR increases, individuals’ PI decreases. In consideration of the aforementioned 
results, H1 is supported. Furthermore, it was determined that the first model explained 57% of the PI, and 
the second model explained 51%.

Figure 2. Slope Analysis Results for the Moderating Effects

DT β p S.E t value CR β p S.E t value

Low -0.256 0.000 0.033 -7.781 Low -0.293 0.000 0.037 -7.867

Medium -0.195 0.000 0.033 -5.819 Medium -0.227 0.000 0.035 -6.494

High -0.130 0.004 0.045 -2.879 High -0.161 0.001 0.047 -3.448

Source: Own Elaboration

As a result of the analyses conducted on the interactive effect, it was determined that DT (β=.084; 
CI=95%; [LLCI=0.0293 & ULCI=0.1394]) and CR (β=0.087; CI=95%; [LLCI=0.0256 & ULCI=0.1482]) have a 
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moderating effect on the impact of PR on PI (Table 3). In consideration of the findings, H2 and H3 are sup-
ported. Furthermore, the results pertaining to the moderating role of DT and CR at low, medium, and high 
levels are visualised in Figure 2. Accordingly, it was found that as DT and CR levels increased, the negative 
effect of PR on PI decreased. In conclusion, all hypotheses formulated within the scope of the research 
were supported.

5. Conclusion
With the proliferation of digital platforms, sharing economy-based applications are among the devel-
opments that have most affected and transformed the global tourism sector. Airbnb, one of the most 
visible examples of this transformation, is changing the traditional concept of accommodation and creat-
ing a novel alternative (Guttentag, 2019; Avunduk & Akpınar, 2021). When providing hospitality services 
through digital platforms, consumers evaluate traditional factors such as price and service quality and 
more intangible factors such as security, reputation, and uncertainty (Mahliza, 2020). This scenario can 
heighten consumers’ PR, primarily due to the absence of physical experience and the paucity of infor-
mation available on digital platforms (Kapoor et al., 2016). Conversely, the signals businesses provide to 
mitigate these risks, i.e. indirect indicators, significantly decrease PR (Kusraeva, 2023). The judicious struc-
turing of these indirect indicators has been demonstrated to positively shape consumers’ PI on digital 
platforms by mitigating their risk perception. This finding changes the traditional approach in the existing 
literature, which generally considers DT effective, revealing that it can only significantly reduce risk per-
ception when considered in conjunction with CR (Rantanen et al., 2020). Based on these assumptions, the 
present study tested the PR factors affecting consumers’ PI on the Airbnb platform and the moderating 
role of DT and CR in this effect. The results obtained in the study were discussed in terms of theoretical 
and practical contributions, and several recommendations were developed.

The findings support existing theories and offer an opportunity to reconsider their boundaries within 
sharing-based digital platforms. The initial result obtained within the scope of the research is directed 
towards the effect of PR on PI. This finding indicates that individuals’ risk factors on sharing-based digital 
platforms like Airbnb directly impact their decision-making processes. In other words, it has been deter-
mined that when consumers’ perceptions of risk, such as security, uncertainty, and paucity of information, 
increase, their PI decreases. The findings obtained in this context confirm that security and uncertain-
ty-based risks are still the primary determinants of user behaviour in the context of the sharing economy. 
On the other hand, they reveal that these risk perceptions focus not only on individual characteristics 
but also on the DT elements offered by platforms and their sensitivity to CR strategies. This suggests that 
consumer behaviour is shaped by individual preferences and the environmental factors embedded in 
the digital architecture. This finding demonstrates that PR directly affects individuals’ PI (Guttentag et al., 
2018; Bigné et al., 2020; Jun, 2020; Zubair et al., 2022; Aufa & Gunanto, 2023). Another study finding is that 
an increase in DT and CR levels is associated with a decrease in the negative effect of PR on PI. When eval-
uated within the scope of the Perceived Risk Theory and the Signalling Theory, it has been revealed that 
indirect indicators (signals) offered by businesses play a significant role in mitigating the risks perceived 
by consumers. DT elements, which are among these indirect indicators, positively affect consumers’ PI 
through digital platforms by decreasing their risk perception (Smith et al., 2019; Trivedi & Yadav, 2020; 
Ventre & Kolbe, 2020; Othman, 2021; Suprapto et al., 2022). Thus, it becomes evident that purchasing 
decisions in digital environments rely on more complex cognitive processes compared to those in tradi-
tional commercial settings. Furthermore, a well-structured CR positively affects consumers’ PI through 
digital platforms by reducing their risk perception (Ert et al., 2016; Jun, 2020; Güllük & İrge, 2021; Aufa & 
Gunanto, 2023). In other words, effective DT mechanisms and a robust CR increase consumers’ trust in 
the Airbnb platform, facilitating risk perception tolerance and positively shaping their PI. This finding indi-
cates the multi-faceted nature of DT on highly interactive digital platforms such as Airbnb, demonstrating 
that digital signals are more effective when evaluated in interaction with CR rather than in isolation. At this 
point, it can be argued that trust-building on digital platforms is linked to technological interfaces and the 
platform’s cultural and social capital. In this regard, the research extends extant literature on risk, trust, 
and reputation by highlighting the role of structural trust elements provided by platform architecture.
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5.1 Theoretical Implications
This present study evaluates consumer decision-making processes on digital platforms in the context of 
the transformation created by the sharing economy in the tourism sector within the framework of the 
Perceived Risk Theory and the Signalling Theory. The study reaffirms the decisive effect of PR on consum-
er behaviour in the digital environment and finds that factors such as a paucity of physical experience, 
information confusion, and security concerns directly and negatively affect consumers’ PI. This finding 
lends further credence to the notion that the Perceived Risk Theory remains valid in the context of digital 
tourism, thus encouraging further research in this area. Moreover, within the paradigm of the Signal-
ling Theory, the study demonstrates that indirect indicators proffered by businesses on digital platforms 
are pivotal in influencing consumer decision-making. This finding suggests trust-building signals are not 
limited to brand awareness; DT elements structured in the digital environment and CR strategies also 
function as effective signals in consumer behaviour. Moreover, the study under discussion highlights the 
moderating effects of DT and CR elements on the relationship between PR and PI, indicating that these 
two variables should be considered regarding their direct and contextual effects. Indeed, as has been 
demonstrated, DT and CR are significant factors in alleviating the negative effects of PR. This finding re-
garding Airbnb introduces an alternative approach to the existing literature on tourism. The theoretical 
findings revealed that recommendations for application should be based on practical observations and 
a theoretical foundation. In particular, strategies to reduce consumers’ PR must be addressed beyond 
managerial decisions, using policies consistent with behavioural theories and supported by empirical ev-
idence. Within this framework, initiatives to strengthen elements such as DT and CR should be designed 
at an operational level and as theoretically meaningful, coherent, and literature-supported interventions. 
The present study provides an interdisciplinary and holistic perspective on the extant literature by reveal-
ing how risk- and trust-based theories work together to explain consumer behaviour, specifically in the 
context of digital platforms in tourism. Moreover, the findings on direct and moderating effects extend 
the existing literature on short-term rental platforms and enrich the scope of the Perceived Risk Theory 
(Bauer, 1960) and the Signalling Theory (Spence, 1973).

5.2 Practical Implications
The findings of this study provide practical implications for businesses operating on digital tourism plat-
forms, particularly sharing economy-based service providers such as Airbnb. The research findings indi-
cate that PR is a determining factor in consumers’ PI. In this regard, it is incumbent upon managers and 
service providers of digital platforms to prioritise security, transparency and the presentation of verifiable 
information, with a view to minimising users’ perception of risk. For instance, confidence-building prac-
tices such as reviews of hospitality providers, past user ratings, identity verification systems, and open 
communication channels should be widely implemented. The positive impact of CR and DT infrastructure 
on consumers must be considered on these platforms. Digital platforms such as Airbnb should imple-
ment in-service arrangements to improve user experiences and adopt robust policies in areas such as 
data security, the protection of personal information and transaction security in the online environment 
to increase the reliability of their brands. In this regard, Airbnb needs to make its algorithm-based rating 
systems more transparent, develop mechanisms to verify the accuracy of reviews, and enforce quality 
standards for hosts more strictly. In addition, innovative tools such as AI-powered risk analysis systems 
or real-time user support can also effectively support trust-based decision-making processes. Further-
more, signalling strategies should be placed at the centre of digital marketing and brand management. 
A more strategic structuring of messages that inspire consumer confidence, visual and written content, 
user-friendly interfaces, and customer support systems will decrease consumers’ perception of risk and 
increase their propensity to purchase. Therefore, platform managers and service providers must base 
their marketing strategies on material advantages and emotional and social factors to establish trust. 
Furthermore, policymakers must enhance regulatory frameworks, establishing security and transparency 
standards for digital platforms within the sharing economy. In particular, there is a necessity for clearer 
regulations on issues such as digital identity verification, user data protection, legal responsibilities of 
service providers, and user rights. With the escalating platformisation process in the tourism sector due 
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to digitalisation, public authorities and local governments must formulate policies that enhance user con-
fidence and ensure fairness. They should also devise comprehensive strategies, particularly in platform 
control, licensing, and taxation. Moreover, to enable local authorities to monitor these platforms more 
effectively in critical areas such as urban planning, housing rights, and tourist density, there is a need for 
a comprehensive oversight infrastructure that incorporates real-time data sharing, digital monitoring sys-
tems, and transparent reporting tools. Such technological solutions would provide public institutions with 
strategic advantages in analysing regional concentrations of short-term rentals, assessing their impacts 
on the housing market, and ensuring compliance with local regulations. Consequently, practices prioritis-
ing user safety can be encouraged, while maintaining the balance between housing supply and demand 
and preserving the social fabric of neighbourhoods, thus fostering sustainable harmony between com-
munity welfare and digital tourism activities.

5.3 Limitations and Future Research
The findings of this study are subject to certain limitations and offer a range of opportunities for further 
research. The research data was collected in Türkiye during a specific period. This may limit the general-
isability of the results. Comparative studies conducted in various countries, especially societies where the 
level of trust in the sharing economy and digital literacy differ, may yield different results. The study ad-
dressed the variables of PR, DT, and CR at a general level. However, in future studies, the sub-dimensions 
of these variables (e.g., perceived social risk, financial risk, cognitive trust, emotional trust, and ethical, 
social or performance-oriented dimensions of reputation) can be addressed separately to expand the 
research. Furthermore, this present study focused solely on the Airbnb platform. However, compara-
tive studies with similar sharing economy applications could provide more in-depth information about 
the differences in consumer perceptions between digital platforms. Finally, a quantitative data collec-
tion method was ultimately deemed optimal in the present study. In subsequent studies, using mixed or 
qualitative data collection methodologies may prove advantageous in acquiring more nuanced outcomes 
pertaining to consumers’ risk perceptions, trust, and reputation-building processes within digital envi-
ronments. Although quantitative data collection methods have enabled the conceptual framework to be 
tested measurably, they may be limited in fully revealing complex, contextual, and subjective structures 
such as trust and reputation. Qualitative or mixed-method approaches (e.g., supporting survey data with 
in-depth interviews or focus group studies) may provide a more holistic understanding of how consumers 
experience risk perceptions in digital environments and how they build or question trust and reputation. 
This is particularly significant in the case of Airbnb, as elements such as user interaction, reviews, and 
service experience shape DT not only on a cognitive level but also on an emotional and social level. Such 
methodological diversifications can increase future research’s theoretical depth and practical validity.
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1. Introduction
The shared accommodation sector has grown rapidly with the rise of digital multilateral platforms that 
connect hosts and travellers for short-term stays (Gerwe, 2021). Prominent examples include Airbnb, 
HomeAway, Booking.com as well as regionally popular platforms such as Xiaozhu and Tujia in China. 
Among these, Airbnb has emerged as a leading example of the sharing accommodation model, owing to 
its extensive global reach and highly active user community (Bianco et al., 2024). 

Trust is widely recognised as a crucial factor in the success of shared accommodations platforms, as 
guests often book stays with unfamiliar hosts based solely on online information (Ji et al., 2024). Perceived 
risk and lack of trust remain key concerns that can deter potential bookings (Lee & Deale, 2021). While 
existing research has examined trust in hosts and trust in platforms as intermediaries (Chua et al., 2020; 
Negi & Tripathi, 2023), there is limited understanding of how trust in advertising content – such as photos, 
videos, or virtual reality (VR) previews – shapes overall platform trust and booking intentions.  

Advancements in information and communication technology (ICT) have expanded advertising for-
mats from static images to 360-degree videos and VR experiences, which can enhance immersion and 
provide realistic previews of accommodation spaces (Beck et al., 2019; Lo & Cheng, 2020). Many interna-
tional hotel brands now employ 360-degree videos and VR to showcase rooms and facilities (Leung et al., 
2020). Similarly, some shared accommodations platforms are experimenting with these immersive tech-
nologies to increase transparency and reduce guests’ uncertainty (Fan et al., 2023). However, evidence of 
the effectiveness of these formats in building guest trust in such platforms remains scarce. 

Airbnb previously announced plans to develop VR and AR features to enhance guest trust and brows-
ing (Airbnb, 2017); however, years later, VR functionality remains unimplemented. One possible reason 
for this delay is that adopting cutting-edge innovations can be challenging without clear evidence of their 
effectiveness (Kim et al., 2023). In contrast, Kaolahome, a Chinese shared accommodation platform, has 
recently introduced VR functionality to strengthen its market competitiveness (Fan et al., 2023). This con-
trast highlights Airbnb’s cautious approach to technological adoption and underscores the need for fur-
ther research into the effectiveness of VR advertising.

Prior studies in hospitality marketing have mainly focused on traditional hotels, leaving the rapidly 
expanding shared accommodation sector underexplored in this regard (Barhorst et al., 2021; Lyu et al., 
2021). Most studies within the context of Airbnb examine trust in hosts (Godovykh et al., 2023), trust in 
brand (Chua et al., 2020), or both (Mao et al., 2020; Li & Tsai, 2022). Furthermore, few studies have com-
pared trust formation across different advertising formats – static images, 360-degree videos, and VR- 
within the same context. 

To address these gaps, this study investigates how trust in advertising content influences trust in 
the platform and guests’ intention to book stays in the context of shared accommodation. Drawing on 
the Stimulus-Organism-Response (SOR) framework, it examines the psychological mechanisms through 
which different advertising formats shape user trust and behavioural intentions. Specifically, this study 
has two objectives:

1)	 To investigate how immersive advertising formats – specifically VR technology- influence guests’ 
trust in advertising content and in the shared accommodation platform (Airbnb). 

2)	 To compare the relative effectiveness of VR, 360-degree video, and static images in enhancing ad-
vertising trust, brand trust, and guests’ intention to book accommodation. 

This study offers several contributions by clarifying the critical role of trust in shaping consumer be-
haviour within the shared accommodation market, particularly regarding different advertising formats. 
First, drawing on the SOR framework, it enhances understanding of how trust in advertising and trust in 
the platform influence guests’ approach tendencies and booking decisions. Second, it expands existing 
knowledge by providing a comparative analysis of the effectiveness of three preview modes (VR, 360-de-
gree video, and static images) through within-subject and field experiments. This study also highlights 
the critical link between trust in advertising information and trust in the platform, suggesting that more 
engaging and realistic advertising formats can strengthen consumer trust. Finally, the findings can guide 
platform operators and individual hosts in designing effective advertising strategies. The demonstrated 
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potential of 360-degree videos and VR to build trust suggests that platforms like Airbnb should consider 
greater investment in these immersive technologies to maintain competitiveness. 

2. Literature Review

2.1 Impact of Virtual Reality on Advertising and Marketing
With the advancement of ICT, traditional marketing techniques struggle to meet evolving customer needs 
(Akbari et al., 2023). These advancements have driven innovation in advertising, enabling businesses to 
create immersive brand experiences and build stronger consumer relationships (Kalyvaki et al., 2023). 
While VR in advertising is still in its early stages, with limited understanding of its effective use (Zhou et al., 
2023), the continued maturation of technology is prompting advertisers to develop strategies for VR ad 
design and dissemination (Wu et al., 2022).

Virtual Reality (VR) technology encompasses the display of 360-degree videos and images using 
head-mounted devices or on flat screens (Wu et al., 2024). The most common VR advertising in recent 
years has been the use of traditional 2D advertisements on a virtual reality platform (Wu et al., 2022). In 
particular, 360-degree videos on flat screens allow users to control and adjust the viewing angle using a 
mouse or device. In contrast, head-mounted VR focuses more on customer experience and personal per-
ception, enabling the video angle to change freely based on the user’s physical movements. 

Researchers have compared the effectiveness of various advertising formats in tourism and hospitali-
ty. While some studies focus on VR versus traditional advertisements (Lyu et al., 2021), others differentiate 
between head-mounted VR, 360-degree videos, and static images (McLean & Barhorst, 2021; Yung et al., 
2021; Griffin et al., 2023). VR advertisements and 360-degree video advertisements are preferred over 
static images for their higher interactivity (Fan et al., 2023) and significant enhancement of customer be-
havioural intentions (Griffin et al., 2023). Additionally, Bogicevic et al. (2021) highlight that customers gen-
erally perceive VR advertisements as more engaging than 360-degree video and static image advertise-
ments, often describing them as a “cooler” experience. However, these studies focus mainly on tourism 
destinations and hotels, overlooking the shared accommodation sector. Given the sector’s rapid growth 
and influence on visitor experiences, examining the differential impact of advertising formats in this con-
text is essential to bridging the research gap and helping platforms optimise their marketing strategies.

2.2 Theoretical Foundation
The SOR framework from environmental psychology (Mehrabian & Russell, 1974) serves as the theoret-
ical foundation for this study. Recognised as a core model in virtual reality research in tourism, the SOR 
framework has been widely adopted to explain how immersive technologies influence consumer behav-
iour (Loureiro et al., 2020; Ying et al., 2021). According to this framework, an environmental stimulus (S) 
triggers an internal emotional or cognitive state (O), which subsequently shapes a behavioural response 
(R) (Zhu et al., 2020a). In this study, the different advertising formats (VR, 360-degree video, and static im-
ages) function as the stimuli, trust in advertising and brand trust represent the organism stage, and the 
customer’s approach tendency corresponds to the response. 

Within the social psychology literature, trust is often conceptualised as comprising both specific and 
general beliefs within an “antecedents-trust-outcomes” framework (Mao et al., 2020). This perspective 
positions trust as a mediator that channels the effects of informational cues on behavioural outcomes. In 
the context of immersive advertising, trust has been found to play a crucial mediating role, as interactiv-
ity and vividness enhance trust, which in turn shapes consumer engagement (Arghashi & Yuksel, 2022). 
Similarly, trust in advertising is typically treated as an antecedent to brand trust: consumers first evaluate 
whether the advertising message itself is credible and transparent, and this initial judgment then influenc-
es their overall trust in the advertised brand (Li & Miniard, 2006; Hussain et al., 2020). Therefore, in line 
with trust theory and the SOR paradigm, this study models trust in advertising as preceding brand trust 
rather than the reverse. This directional relationship reflects the typical sequence in consumer informa-
tion processing: customers form trust judgements about the ad before extending that trust to the brand it 



254   WANG, WAI, ZHANG, MOGHAVVEMI 

represents. Integrating this trust pathway into the SOR framework helps clarify how different advertising 
stimuli shape consumer approach tendencies through a sequential trust-building process. 

2.3 Trust in Advertising and Brand
Trust is defined as “the willingness to rely on a confident exchange partner” (Moorman et al., 1992, p. 315) 
and is essential for building relationships between individuals and firms. It influences users’ willingness 
to exchange information (Bigné et al., 2023) and plays a vital role in fostering strong consumer-brand 
relationships (Samarah et al., 2022). In digital marketplaces, where physical interactions are absent, trust 
becomes even more critical, as consumers rely on the perceived credibility of online information (Cardo-
so et al., 2022). Customer trust in the information presented in online advertising is crucial to their deci-
sion-making process (Leong et al., 2020). This highlights the importance of fostering trust in advertising 
content to ensure a positive reception and to influence customer behaviour effectively. Since this study 
does not involve host information in the advertisements, only trust in brand and advertising is included.

Trust in brand further enhances online purchase intentions (Samarah et al., 2022), particularly on plat-
forms like Airbnb (Wang et al., 2023), where it significantly influences customer decision-making (Mao 
et al., 2020). Del Chiappa et al. (2021) highlighted that travellers often refrain from using platforms like 
Airbnb due to distrust toward service providers, the platform itself, and other users. In particular, in a 
post-pandemic context, the ability of a brand like Airbnb to establish and maintain trust is vital for its 
continued success. 

Customer trust in advertising, as a key factor influencing customer behaviour, has been acknowledged 
in some studies but has not received sufficient attention. Additionally, the mechanisms behind the for-
mation of trust in advertising and its specific role remain underexplored. Moreover, the varying manifes-
tations of advertising trust and brand across different types of advertisements have yet to be thoroughly 
investigated.

2.4 Hypotheses Development
The importance of interactivity has long been widely recognised in the fields of virtual reality (Steuer, 
1992; Bogicevic et al., 2021; Lyu et al., 2021; Slevitch et al., 2022), media, advertising, and marketing (Kuo 
& Chen, 2023). Studies have shown that interactivity affects user-perceived behaviour in virtual shopping 
environments (Kim et al., 2023) and impacts individual’s cognitive load (Petersen et al., 2022). Recent re-
search in tourism confirms that interactivity significantly enhances digital user experience (Henriques et 
al., 2024). Furthermore, expert insights suggest that brand experiences have become increasingly com-
plex across online and offline channels that are seamlessly connected, reinforcing the need for cohesive 
and interactive design (Toniatti et al., 2023). These findings collectively highlight interactivity as a core 
factor for enhancing user experience and optimizing technology design.

In studies examining the relationship between interactivity and trust, researchers have found that 
higher levels of interactivity facilitate trust-building (Lee, 2005; Wu et al., 2010; Wang et al., 2013; Jun & Yi, 
2020; Samarah et al., 2022). Additionally, Samarah et al. (2022) highlighted that interactivity not only en-
hances user experience but also strengthens the trust consumers place in digital platforms and services. 
Further research has revealed that varying levels of interactivity across media technologies influence the 
perceived credibility of advertisements (Logan et al., 2012), and interactivity has become a crucial pre-
requisite for brands to establish and maintain consumer trust (Wang et al., 2013). Jun and Yi (2020) also 
confirmed the positive impact of interactivity on brand trust.

Although existing studies have validated the relationship between interactivity and trust, there is still 
a lack of systematic research on how interactivity in different advertising contexts influences brand trust 
through the mediating role of advertising trust. Therefore, this study proposes the following hypotheses:

H1. Interactivity positively impacts customer trust in advertising.
H2. Interactivity positively impacts customer trust in brand.
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Vividness, a critical characteristic of media technology, has been widely recognised across various 
fields. Vividness is defined as “ the representational richness of a mediated environment as defined by 
its formal features, that is, the way in which an environment presents information to the senses” (Steuer, 
1992, p. 11). Vividness is not only an essential component of virtual reality technology’s functional quality 
(Zhu et al., 2022) but is also regarded as a measure of realism or richness in media technologies (Yim et 
al., 2017). The richer and more vivid the information provided by the media, the more efficient the com-
munication between the user and the media (Wu et al., 2021). Furthermore, the more vividly a product is 
presented to the customer through the advertisement, the richer the information conveyed to the cus-
tomer (Jiang & Benbasat, 2007). 

The impact of vividness on consumer perception is particularly evident in the realm of advertising. 
Research indicates that product information in image and video advertising is more vivid and attractive to 
customers than information in text advertising (Yeo et al., 2020). For instance, image and video advertise-
ments are more vivid than text-based ads and are more effective in stimulating consumer interest. Sheng 
et al. (2020) advocate for firms to incorporate more vivid elements in their advertisements to stimulate 
customers’ imagination and inspiration. Further studies have demonstrated that the higher the quality of 
the information, the more consumers trust the information (Bao & Wang, 2021). 

Vividness in VR environments plays a critical role in shaping user attitudes and potential trust respons-
es (Kim et al., 2021). Existing research primarily focuses on the influence of vividness on consumer percep-
tions and behaviours while neglecting how vividness affects trust in advertisements and brands. Further 
research is also needed on how the vividness of different advertising formats—such as image, video, or 
VR ads—translates into consumer trust (Figure 1). Based on the discussion above, this study proposes the 
following hypotheses:

H3. Vividness positively impacts customer trust in advertising.
H4. Vividness positively impacts customer trust in brand.

The impact of advertising on brand trust has been extensively examined from various perspectives, 
including advertising credibility (Hussain et al., 2020), visual elements such as motion direction (Monahan 
& Romero, 2020), the speed of disclaimers (Herbst et al., 2012), and the appeal of social media advertising 
(Aisyah, 2023). Numerous traditional advertising models have demonstrated that the positive psycho-
logical responses elicited by advertisements translate into favourable attitudes towards the advertised 
products or brands (Yim et al., 2012). These findings highlight the critical role advertising plays in shaping 
consumer perceptions and fostering brand trust. 

For example, Li and Miniard (2006) found that even simple trust-oriented appeals in advertisements 
can significantly enhance a brand’s perceived trustworthiness. Likewise, Hussain et al. (2020) showed that 
when advertisements communicate honest and transparent information, consumers are more likely to 
perceive the brand as credible and trustworthy. This suggests that trust in advertising often precedes 
and influences trust in the brand itself, as consumers typically assess the credibility of an advertisement 
before forming opinions about the brand it promotes. 

In the context of shared accommodation platforms like Airbnb, this connection is particularly relevant. 
Users are more likely to trust the platform when they perceive that the information presented is accurate, 
complete, and clear (Li & Tsai, 2022). Therefore, fostering trust in advertising not only increases accept-
ance of the ad content but also strengthens overall brand trust. Based on this reasoning, we propose the 
following hypothesis:

H5. Customer trust in advertising has a positive influence on brand trust.

Behavioural responses (R) in the SOR model in environmental psychology are categorised into ap-
proach tendency and avoidance tendency. Approach behaviour is described as a customer’s intention to 
physically remain in an environment and actively explore it, indicating a tendency to approach (Moye & 
Giddings, 2002), while avoidance behaviour represents the opposite. 
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On the Airbnb platform, research shows that the stronger the trust customers have in Airbnb, the more 
likely they are to continue using the platform (Li & Tsai, 2022). Conversely, if customers develop negative 
attitudes towards advertising, their desire to purchase decreases (Dotson & Hyatt, 2000). This further un-
derscores the importance of advertisement trust in the sharing economy.

Trust, as an affective and cognitive response, influences people’s value judgements and behaviours 
(Zhu et al., 2020b). In advertising research, the visual appeal of advertising impacts purchase intention by 
shaping attitudes towards the advertising and the brand (Weismueller et al., 2020). Thus, advertisements 
that effectively build trust can improve customer attitudes towards the brand and increase the likelihood 
of purchase, particularly on platforms like Airbnb.

By integrating the SOR framework and three behavioural theories, Yuen et al. (2023) demonstrated that 
customer trust significantly influences behavioural responses towards VR technology. Tan et al. (2023) lev-
eraging the technology acceptance model (TAM) and SOR theory, revealed that trust in sellers significantly 
impacts behavioural responses towards VR tourism. Additionally, numerous studies (Lee & Min, 2021; Liu 
et al., 2022) have confirmed that trust significantly influences behavioural response based on the SOR 
framework. Hence, this study proposes the following hypotheses:

H6. Trust in advertising has a positive impact on approach tendency.
H7. Trust in brand has a positive impact on approach tendency.

Figure 1. Research Model

Source: Own Elaboration

3. Methodology

3.1 Research Design
According to Charness et al. (2012), the two most common types of experiments are within-subject and 
between-subject designs. In a within-subject experiment, each participant experiences all experimental 
treatments, which may include different preview formats (e.g., VR, video, images) (Yung et al., 2021). This 
design has several advantages: it requires a smaller sample sizes, increases the likelihood of detecting 
true differences among treatments, enhances statistical power, and aligns well with theoretical perspec-
tives in marketing research (Viglia et al., 2021). Given these strengths, this study adopts a within-subject 
field experiment with three distinct preview modes: A) VR, B) 360-degree video, and C) static images. In 
this study, the term ‘preview modes’ specifically refers to these three advertising presentation formats, 
while ‘conditions’ refer to the different sequences in which these modes are experienced by participants. 
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While within-subject designs offer important benefits, they can be affected by carryover effects, where 
a participant’s experience with one mode influences their perception of subsequent modes. To minimise 
this risk, we used two standard strategies: counterbalancing and rest intervals. First, participants were 
randomly assigned to one of six possible sequences (ABC, ACB, BAC, BCA, CAB, and CBA), ensuring that 
each preview mode appeared equally often in each position (Greenwald, 1976; Yung et al., 2021). Second 
a two-minute break was provided between each preview to allow participants to reset mentally and emo-
tionally before viewing the next mode. 

3.2 Study Setting and Advertising Materials
To ensure realism and comparability with prior research (Bogicevic et al., 2019; Lo & Cheng, 2020) a pro-
fessionally produced 360-degree video advertisement of an Airbnb property was selected as the core 
material. Because Airbnb has not yet launched official VR viewing functions, the 360-degree video was 
sourced from YouTube (https://www.youtube.com/watch?v=mAOa-KTOv1Y), featuring the Airbnb logo 
and showcasing a modern apartment interior. This video was chosen based on clear quality, a stable 
camera position, and suitability for VR viewing using the PICO4 headset, to avoid discomfort or motion 
sickness. To maintain content consistency across all preview modes, the same apartment was shown in 
all three formats:

•	 VR Mode (A): Participants viewed the 360-degree video using a head-mounted display (HMD) and 
controllers, allowing natural head movement and a sense of presence.

•	 360-Degree Video Mode (B): Participants watched the same 360-degree video on a standard 2D 
screen, with manual panning capability but without immersive depth.

•	 Static Image Mode (C): Following Bogicevic at al. (2021), 20 high-resolution screenshots were ex-
tracted from key scenes in the video, proportionally covering the living room, kitchen, master bed-
room, second bedroom, and bathrooms. This provided a complete static visual representation 
equivalent to the video content. 

By using the same underlying material across all preview modes, we ensured that any differences in 
participants’ trust and booking intentions arise solely from the presentation format, not from differences 
in the property itself. To further address the reviewer’s suggestions, we have included representative 
snapshots of the static images and screenshots from the 360-degree video and VR experience as an Ap-
pendix. Interactive VR files can be provided to the interested readers upon request, as embedding live VR 
within the manuscript is technically unfeasible. 

3.3 Instruments and Data Collection
The Research was approved by the University Malaya Ethics Unit, and no personal data was collected 
from the respondents. The questionnaire design in this study was divided into two sections. Section A ex-
plored participants’ understanding and perceptions of the advertisement content, while Section B collect-
ed socio-demographic data and participants’ prior experiences. Since this study adopts a within-subject 
experimental design, each participant was required to answer the questionnaire three times under dif-
ferent conditions. To prevent participant fatigue or lapses in attention due to the prolonged experimen-
tal process, which could negatively impact data quality and validity, the number of questionnaire items 
was minimised. Reducing the number of items effectively improved participant engagement, enhanced 
data accuracy, and reduced potential biases from lengthy questionnaires (Zhong et al., 2021). The items 
measuring interactivity were adapted from Jiang et al. (2021) and Park and Yoo (2020). Four items were 
employed to measure vividness (Ho et al., 2022). Trust in advertising was measured with three items 
adapted from (Soh et al., 2009) and trust in brand was measured with three items adapted from Chuah 
et al. (2022) and Li and Tsai (2022). Approach tendency was measured using six items adapted from Deng 
and Poole (2010) and Lin (2022). 

Before data collection, the questionnaire was distributed to 10 doctoral students and 20 university fac-
ulty members in relevant fields, who assessed its readability, grammatical accuracy, and overall validity. 

https://www.youtube.com/watch?v=mAOa-KTOv1Y


258   WANG, WAI, ZHANG, MOGHAVVEMI 

Based on their feedback, necessary adjustments were made to improve the questionnaire. A pilot test 
with 30 participants confirmed that the questionnaire’s reliability and validity were satisfactory. 

3.4 Sampling and Experiment Procedure
Bogicevic et al. (2019) selected students, faculty, and staff as participants in a study comparing VR, 360-de-
gree, and still images. Following this approach, this study recruited 102 students, staff and faculty mem-
bers from a university in Malaysia. To mitigate potential order effects in this within-subject experimental 
design, data collection strictly followed the experimental protocol, using a counterbalancing technique 
that randomly assigned participants to six predefined sequences. Before each preview, the moderator set 
the scenario “You are travelling recently and planning to book a room on Airbnb. When you enter the web-
site, you will see the following advertising”. Each sequence was equally represented to ensure balanced 
exposure across participants. Participants viewed different types of advertisements in a specified order, 
completed a questionnaire after each viewing, and waited two minutes before proceeding to the next ad 
preview. Since each participant completed three questionnaires, this study ultimately collected 306 valid 
questionnaires. 

3.5 Data Analysis
The research model was examined using partial least squares structural equation modelling (PLS-SEM) 
following the procedure outlined by Hair and Alamer (2022). There are two key assessments in the sys-
tematic methodological steps of PLS-SEM: measurement model evaluation and structural model evalu-
ation. First, measurements model was assessed for composite reliability, item loading, average variance 
extracted (AVE), and discriminant validity. It is recommended that subsequent studies use the Hetero-
trait-monotrait ratio (HTMT) to assess the discriminant validity of the model. Then, the structural model 
was evaluated based on the coefficient of determination (R2), path coefficient, and cross-validated redun-
dancy (Q2).

4. Results

4.1 Demographic Profile
Frequency analysis showed that there were similar numbers of male and female participants, 50 males 
(49.02%) and 52 females (50.98%). The age distribution was youthful, with 77.45% of participants aged 18-
34 years. The participants consisted of postgraduate students (90.20%), staff (6.86%), and faculty (2.94%). 
More than half of the 102 participants had used Airbnb (64.71%), 78.43% indicated prior experience 
watching 360-degree videos, and close to half (49.02%) had experience with VR devices.

4.2 One-Way ANOVA
To evaluate whether VR and 360-degree video are more effective than static images in influencing cus-
tomer trust and behavioural responses, an analysis of variance (ANOVA) was performed on trust in adver-
tising, trust in brand, and approach tendency (Table 1). There were statistically significant differences in 
trust in advertising, trust in brand, and approach tendency across the three stimuli (P<0.01). 

Post-hoc analysis with Bonferroni adjustments demonstrated that trust in advertising was significantly 
higher for VR (Mean = 4.34) and 360-degree video (Mean = 4.13) compared to static images (Mean = 3.57). 
Similarly, trust in brand was significantly higher for VR (Mean = 4.09) compared to static images (Mean = 
3.62). Furthermore, approach tendency was significantly higher for VR (Mean = 4.36) and 360-degree vid-
eo (Mean = 4.09) than for static images (Mean = 3.65).
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Table 1. Results of ANOVA

Dependent Variable (I) Group (J) Group Mean Difference (I-J) Sig.

Trust in advertising SI 360 -0.56209* <0.001

VR -0.76471* <0.001

360 SI 0.56209* <0.001

VR -0.203 0.201

VR SI 0.76471* <0.001

360 0.203 0.201

Trust in brand SI 360 -0.193 0.17

VR -0.46732* <0.001

360 SI 0.193 0.17

VR -0.27451* 0.021

VR SI 0.46732* <0.001

360 0.27451* 0.021

Approach tendency SI 360 -0.44510* <0.001

VR -0.71176* <0.001

360 SI 0.44510* <0.001

VR -0.26667* 0.009

VR SI 0.71176* <0.001

360 0.26667* 0.009

Note: *p<0.05, **p<0.01, ***p<0.001
Source: Own Elaboration

4.3 Measurements Model
Table 2 displayed the results for loading, composite reliability, and average variance extracted (AVE). The 
factor loadings of all measurement items exceed the recommended threshold of 0.70, indicating that 
each item strongly represents its corresponding latent construct. Composite reliability values are also 
above 0.70, reflecting high internal consistency and reliability within each construct. The AVE values were 
above the cut-off point of 0.50, demonstrating adequate convergent validity. Table 3 presents the HTMT 
ratio results used to assess discriminant validity. Hair and Alamer (2022) recommend using a threshold of 
< 0.90 for HTMT to verify discriminant validity. The HTMT values in this study were below 0.9, confirming 
good discriminant validity for all constructs.

Table 2. Results for the Measurement Model

Construct Items Outer Loading Composite Reliability AVE

Interactivity Interactivity1 0.775 0.890 0.676 

Interactivity2 0.834 

Interactivity3 0.795 

Interactivity4 0.872 

Interactivity5 0.831 

Vividness Vividness1 0.728 0.881 0.710 

Vividness2 0.859 

Vividness3 0.885 

Vividness4 0.890 
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Trust in advertising TrustA1 0.930 0.920 0.862 

TrustA2 0.940 

TrustA3 0.915 

Trust in brand TrustB1 0.917 0.888 0.817 

TrustB2 0.888 

TrustB3 0.907 

Approach tendency AT1 0.822 0.903 0.720 

AT2 0.888 

AT3 0.868 

AT4 0.860 

AT5 0.803 

Source: Own Elaboration

Table 3. Heterotrait-monotrait Ratio (HTMT) in Model

AT Interactivity Trust A Trust B Vividness

Approach Tendency

Interactivity 0.690

Trust in advertising 0.799 0.710

Trust in brand 0.802 0.536 0.741

Vividness 0.723 0.855 0.721 0.525

Source: Own Elaboration

4.4 Structural Model
The structural (inner) model specifies the relationships between the variables in the research model. 
The results indicated that 63.0% of the variance in approach tendency, 47.9% in trust in advertising, and 
45.3% in trust in brand were explained by the model, all exceeding minimum threshold R-square value 
of 25% (Hair et al., 2011). The Q2 values were 0.405 (trust in advertising), 0.362 (trust in brand), and 0.444 
(approach tendency), all well above 0, indicating the model’s predictive relevance (Hair et al., 2011). 

Table 4 reveals the path coefficient results for the research model. Interactivity (ß=0.368, t=4.772, 
p<0.001) and vividness (ß=0.372, t=4.912, p<0.001) significantly influenced trust in advertising. However, 
interactivity and vividness have no significant effects on trust in brand. In other words, advertisements 
with higher interactivity and vividness increased trust in the advertising itself but did not directly enhance 
in brand.

Trust in advertising significantly impacts trust in brand (ß=0.618, t=10.676, p<0.001) and approach ten-
dency (ß=0.447, t=8.239, p<0.001). Trust in brand had significant influence on approach tendency (ß=0.421, 
t=7.451, p<0.001). Moreover, the results of indirect effect analysis showed that trust in advertising plays 
an important mediating role in the relationship between interactivity and trust in brand, interactivity and 
approach tendency, vividness and trust in brand, vividness and approach tendency, and trust in brand 
with approach tendency. 
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Table 4. Results of Path Analysis

Path Relationship Direct Effect Indirect Effect

Interactivity -> Trust in advertising 0.369*** 

Interactivity -> Trust in brand 0.066 

Vividness -> Trust in advertising 0.372*** 

Vividness -> Trust in brand 0.016 

Trust in advertising -> Trust in brand 0.618*** 

Trust in advertising -> Approach tendency 0.447*** 

Trust in brand -> Approach tendency 0.421*** 

Interactivity -> Trust in advertising -> Trust in brand 0.228*** 

Interactivity -> Trust in advertising -> Approach tendency 0.165*** 

Interactivity -> Trust in brand -> Approach tendency 0.028 

Vividness -> Trust in advertising -> Trust in brand 0.230*** 

Vividness -> Trust in advertising -> Approach tendency 0.166*** 

Vividness -> Trust in brand -> Approach tendency 0.007 

Trust in advertising -> Trust in brand -> Approach tendency 0.260*** 

Note: *p<0.05, **p<0.01, ***p<0.001
Source: Own Elaboration

4.5 Multigroup Analysis 
To examine whether the hypothesised relationships held consistently across different preview modes, 
a bootstrap multi-group analysis was conducted. This approach involves splitting the sample into sub-
groups based on the preview mode and then estimating the structural equation model for each group 
separately. Bootstrap resampling with 5,000 iterations was used to obtain robust estimates of path coeffi-
cients and their confidence intervals within each group. The results of bootstrap multi-group analysis, dis-
played in Figure 2, demonstrated that H3 (vividness-->trust in advertising), H5 (trust in advertising-->trust 
in brand), H6 (trust in advertising-->approach tendency), and H7 (trust in brand-->approach tendency) 
were supported (p<0.01) across all three conditions (static image, 360-degree video, VR). However, inter-
activity did not have a significant impact on trust in brand under any condition (p>0.01), and vividness did 
not significantly impact trust in brand in the static image group or the VR group (p>0.01). 

Figure 2. Multi Group Path Relationship Test Results

Note: *p<0.05, **p<0.01, ***p<0.001
Source: Own Elaboration
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5. Conclusion
To achieve the first objective, “to explore how the use of VR technology in marketing influences custom-
ers’ trust in advertising and brand trust in the context of Airbnb.” This study assessed the data across the 
groups. The findings demonstrated that the more interactive (H1) and vivid (H3) the advertising was, the 
higher the customer’s trust in the advertising. These results align with previous research by Wang et al. 
(2013), and Bao and Wang (2021), which showed that the interactivity and vividness of information can 
enhance customers’ trust. However, the interactivity (H2) and vividness (H4) of advertising did not signif-
icantly and directly impact brand trust but had an indirect influence on brand trust through trust in ad-
vertising (H5). This finding is consistent with Samarah et al. (2022), who found that interactivity indirectly 
affects brand trust. 

The lack of a direct effect of interactivity on brand trust in VR environments may be attributed to sev-
eral factors. First, while interactivity enhances user engagement and trust in the immediate advertising 
content, its impact may not extend to the broader brand perception without repeated or prolonged ex-
posure. In VR contexts, users may focus more on the immersive experience itself rather than associating 
it with the brand. Second, the novelty of VR technology might lead users to perceive interactivity as a 
feature of the medium rather than a characteristic of the brand, thereby diluting its direct influence on 
brand trust. Future research could explore longitudinal designs to examine how repeated VR interactions 
influence brand trust over time. Although previous studies have discussed the relationship between in-
teractivity, vividness, and trust, this study further refines the categorization of trust. The results indicate 
that advertising stimuli serve as an antecedent of advertisement trust but do not directly impact brand 
trust. This nuanced understanding highlights the importance of considering mediating mechanisms when 
examining the impact of VR advertising on consumer perceptions.

The results of the multi-group analysis show that interactivity is the best predictor of advertising trust 
in both VR and static image advertising formats. However, in the case of 360-degree video, interactivity did 
not have a significant impact on advertising trust. This may be because, in this study, participants could 
adjust the video angle using two different methods: touchscreen controls and device tilting. The use of 
these two interaction methods may have led participants to feel a lack of consistency and smoothness 
when controlling the video perspective, thus weakening their sense of control over the interaction and, in 
turn, affecting the establishment of trust in the advertisement.

The second objective was to explore how VR and 360-degree video compare with static images in en-
hancing customers’ tendency to stay in Airbnb. The findings indicated that trust in advertising (H6) and 
trust in brand (H7) significantly impact customers’ approach tendency across all three conditions. The 
findings are consistent with previous studies (Zhu et al., 2020a; Lee & Min, 2021; Liu et al., 2022), which 
demonstrated that customer’s trust positively impacts behavioural responses based on the SOR frame-
work. This consistency reinforces the importance of trust as a critical factor in customer decision-making. 

However, this study further reveals that different types of trust exhibit varying levels of influence on 
approach tendency across different advertising formats. In VR and 360-degree video advertisements, 
brand trust has a more pronounced impact on customers’ behavioural response, whereas in static image 
advertisements, advertising trust plays a more prominent role. This discrepancy may be related to the 
depth of information and the mode of experience conveyed by each advertising format. VR and 360-de-
gree video advertisements, characterised by immersive experiences and vividness, provide customers 
with a more realistic perception of the environment, thereby enhancing their trust in brand. In contrast, 
static images, with their straightforward and intuitive presentation of information, are more effective in 
fostering trust in the advertisement content. This finding underscores the differing roles of trust in various 
advertising formats.

5.1 Theoretical Implications
In the context of Airbnb, the antecedents of various dimensions of trust are critical areas for further 
exploration (Li & Tsai, 2022). Negi and Tripathi (2023) highlighted the pivotal role of trust in shared ac-
commodations, emphasizing the need for future studies to conduct an in-depth analysis of this aspect 
independently. In response to their call, this research investigates the formation of customer trust, with 
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a particular focus on the distinct roles of advertising trust and brand trust. Unlike previous studies com-
paring VR, 360-degree videos, and static images in the context of tourism and hotels (e.g. Bogicevic et al., 
2019; Lo & Cheng, 2020), this research makes significant theoretical contributions by delineating how in-
teractivity and vividness in advertising serve as critical stimuli that enhance trust in advertisements, which 
in turn influences brand trust and approach tendency. These findings robustly support the Stimulus-Or-
ganism-Response (SOR) framework, offering a deeper understanding of the mechanisms through which 
advertising elements shape brand perceptions. By focusing on how customers’ trust in advertisements 
influences their overall trust in a brand, this study provides a deeper understanding of the mechanisms 
through which advertising elements impact brand perception.

Moreover, the study expands on existing literature by highlighting the differential impacts of various 
media formats. Although previous studies have confirmed the role of trust in shaping and influencing con-
sumer behaviour (e.g., Weismueller et al., 2020), this study advances the field by analysing the effects of 
advertising trust and brand trust across three distinct formats: VR, 360-degree videos, and static images. 
The results reveal that in more immersive formats, such as VR and 360-degree videos, brand trust exerts 
a significantly stronger influence on behavioural responses compared to less immersive formats. These 
findings can help researchers understand the nuanced mechanisms through which various advertising 
formats impact customer behaviour response.

5.2 Managerial Implications
The findings of this study offer important implications for three key stakeholder groups in the shared ac-
commodation ecosystem: (1) platform managers (e.g., Airbnb and similar platforms), (2) property owners 
or hosts, and (3) third-party content producers or advertisers. Each group plays a distinct role in shaping 
the effectiveness of advertising strategies and in fostering consumer trust. For platform managers, the 
results underscore the need to invest in advanced advertising technologies and support systems that fa-
cilitate vividness and interactivity. 

Platforms should integrate immersive tools such as VR and 360-degree video capabilities to allow us-
ers to virtually explore listings, interact with property features, and better visualise their stay. In addition, 
platforms should develop guidelines and technical support for hosts and advertisers to easily produce 
high-quality immersive content. By doing so, platforms can not only enhance advertising and brand trust 
indirectly but also improve the overall user experience. 

For property owners or hosts, the findings highlight the importance of actively enhancing the vivid-
ness and interactivity of their listings. Hosts should prioritise the use of high-resolution images, visually 
appealing aesthetics, and clear video content that communicates the authenticity and unique features of 
the property. Creating immersive experience using 360-degree views or VR walkthroughs can significantly 
enhance advertising trust by allowing potential guests to virtually engage with the space. Hosts should 
also ensure that all content remains transparent, accurate, and consistent to foster consumer trust and 
reduce information asymmetry. 

Video ads are key to building customer trust by creating more immersive user experiences. Additional-
ly, the shared accommodation platform should enable hosts to upload more interactive advertisements, 
such as allowing users to “explore” listings in virtual spaces, view different angles, or experience unique 
features of the property. In terms of vividness, advertisements should focus more on details such as im-
age resolution, aesthetics, and clarity of images and videos.

For third-party content creators and advertisers, the findings suggest a need for tailored advertising 
strategies based on format. VR and 360-degree video advertisements are particularly effective for build-
ing brand trust, especially among more engaged or experienced users. Conversely, static image adver-
tisements play a more prominent role in establishing advertising trust and capturing initial attention or 
clicks. Content producers should therefore consider aligning their creative approach with the stage of the 
customer journey and the desired trust outcome. 

Finally, given that vividness and interactivity do not directly influence brand trust, but instead work 
through advertising trust, all stakeholders—platforms, hosts, and advertisers—should focus on enhanc-
ing the credibility and authenticity of advertisements as a key objective. This can be achieved through 
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honest portrayals, consistent messaging, and interactive features that build transparency and reduce 
perceived risk for customers.

5.3 Limitation and Future Research
Despite the contributions of this study, there are limitations that should be addressed in future research. 
The sample size was limited to 102 participants, primarily postgraduate students, which may raise con-
cerns about the generalization of the findings. While the 18-34 age group is a significant customer seg-
ment for Airbnb and VR technology, it does not fully capture Airbnb’s diverse customer base. Future stud-
ies should consider using a more representative sample, including participants from various demographic 
groups and different shared accommodation or hotel contexts, to validate these findings. Additionally, 
this study collected data only from Airbnb users and did not include other competitors in the market. Fu-
ture studies could gather data from users of other platforms and compare the results to gain a broader 
understanding of the phenomenon.
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Abstract
Urban spatial organization provided an important contribution for healthy tourism in the first COVID-19 pandemic 
period. The 15-Minute City concept promotes walking which is essential for the development of outdoor activities 
for a healthier tourism. The tourist city of Lagos (Portugal) is a pilot city of the Interreg Med SuSTowns Project which 
aims to promote sustainable and resilient territories. This study presents an analysis of the pedestrian accessibility 
through a specific geographical indicator: the percentage of short-term rentals existing in the surrounding tourist at-
tractions. Ideal standard distances, studied internationally, were considered to assess this close proximity. Different 
walking speeds were considered to address human diversity and their implications on the 15-Minute City concept. 
The functionalities of the geographic information systems, in particular the assessment of distances over the pedes-
trian network were used. The results indicate that in the city of Lagos there is a trend towards an effective 15-Minute 
City for healthy tourists, promoting walking which could enhance tourism attraction. For tourists with reduced mobil-
ity, the use of accessible public transportation is required and needs to be integrated in the 15-Minute City concept. 
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1. Introduction
Urban spatial organization provided an important contribution for healthy and sustainable mobility in 
the first COVID-19 pandemic period that occurred in 2020, in Europe. The 15-Minute City concept, fueled 
during the COVID-19 pandemic and developed by Carlos Moreno, puts forward a human-scale proposi-
tion for how cities have to be planned to change people’s mobility and lifestyle during the pandemic. The 
goal is to give people access to all necessary destinations within 15 minutes from their homes walking or 
cycling. This is an urban set-up where locals are able to access all of their basic essentials at distances that 
would not take them more than 15 min on foot or by bicycle (Moreno et al., 2021).

Based on the review of existing ±15-Minute City studies, the European Institute of Innovation and 
Technology developed eight associated planning principles: a) Proximity to essential services; b) Proxim-
ity to public transport; c) Density; d) Mixed land use; e) Walkable and cyclable streets; f) Liveable public 
spaces and placemaking; g) Inclusiveness; and h) Ubiquity (EIT Urban Mobility, 2022). This human-centred 
planning promotes human interaction within local environments. Walking or bike distance accessibility 
to basic facilities is a prerequisite to avoid excessive movement of people within the main road network 
(Pisano, 2020). 

Since the 1990s, some of these attributes have been discussed around the development of sustainable 
cities, mainly with the promotion of soft modes and public transportation, in an urban context, linked with 
low carbon and healthy mobility, e. g. sustainable mobility. The concept of “sustainable mobility” is associ-
ated with sustainable development, applied to transport activity, and, therefore, considers environmental 
protection, social equity and economic development. It, inevitably, implies the necessity of using pedes-
trian and cycle modes and addressing human diversity. Active travel is considered a sustainable form of 
urban mobility that is equitable, affordable and inclusive (Grow et al., 2008) and it is significant to today’s 
urban society (Pajares et al., 2021).

At the local level, to meet sustainability, emphasis is placed on an urban design that considers the pe-
destrian at the top of the access hierarchy, so that people, as residents or as tourists, can make an effec-
tive choice. Compact cities and the diversity of land use are promoted, that is, urban mixed use. However, 
from the tourism planning and management perspective little is known about the use of the ±15-Minute 
City concept and related concepts of pedestrian accessibility and the role of hotels and short-term rentals 
in creating sustainable and livable tourist cities.  Considering this gap in literature, in the present research, 
this close proximity strategy is presented through the tourism perspective, defending that the proximity 
of tourist attractions in relation to short-term rentals, can contribute to shorter trips, making it easier to 
choose the pedestrian mode. 

Accessibility refers to the ability to reach desired goods, services, activities and destinations, i.e. op-
portunities (Litman, 2021). This accessibility refers to physical dimension. Land use proximity is one of 
the factors that can affect accessibility and is related with density and mixed urban developments, and, 
therefore, shorter distances between activities. The “short distance” indicator is crucial to promote good 
levels of pedestrian accessibility and a proximity urbanism (Rosa et al., 2018).

In the scope of the present study, the argument is that the indicator “short distances” is determinant to 
promote a healthy tourism in the first COVID-19 pandemic context, as it is associated with the 15-Minute 
City concept and the associated pedestrian accessibility, and, therefore, contributes to a tourism of prox-
imity.  Walking can provide the opportunity to maintain social distancing practice, i. e., the two metres (six 
feet) rule. 

This case study is developed considering the tourist city of Lagos, located in the south of Portugal, in 
the Algarve Region. This historical and cultural city was one of the pilot cities studied under the Inter-
reg Med SuSTowns Project – Sustainable Tourism in small and fascinating villages in the Mediterranean 
area – which aims to promote sustainable and resilient territories. This study was developed, too, in  the 
context of the project Summer with Science - Accessible and Inclusive Project (2020) supported by FCT- 
Foundation for Science and Technology. It is intended to study accessibility through the construction of 
a geographical indicator: the percentage of short-term rentals that exist in some served areas of tourist 
attractions. Analysis considers the accessibility to touristic points of interest, considering ideal standard 
distances studied internationally and different walking speeds to address human diversity, for example, 
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tourists with reduced mobility. 
For the analysis of the proximity between the short-term rentals and the tourist attractions, the func-

tionalities of the geographic information systems were considered, in particular in the calculation of dis-
tances within the pedestrian network. 

2. Literature Review

2.1 The Promotion of Walking as a Mode of Transportation during the COVID-19 Pandemic 
Crisis
The Covid-19 pandemic has affected and transformed many aspects of human life, including transporta-
tion and work (Bornioli, 2022). The fact is that Covid-19 is highly pathogenic in public transport environ-
ments (Shen et al., 2020) and this factor revealed the weak points of the transport system and created a 
great challenge regarding travel, mobility and public health (Tarasi et al., 2021). People considered public 
transport as dangerous and its use became negative in people’s opinion (Genitsaris et al., 2021). The num-
ber of public transport passengers in European cities decreased by 80% due to the reduction of public 
transport operator services (Das et al., 2021). As a result of this process, the face of urban transportation 
changed, which led to a change in the behaviour of all citizens and transformed their travel patterns (Tara-
si et al., 2021). This change can be seen in the report of the International Association of  Public Transport, 
which considered one of the main challenges related to the resumption of public transport, the provision 
of high quality services to ensure the observance of a safe distance (Gkiotsalitis & Cats, 2021). 

The issue of transportation and Covid-19 has affected various aspects of people’s lives and work, 
among which the tourism industry can be mentioned as one of the most important sources of income for 
many countries in the contemporary.era  

Tourism, which has different local, regional, national, and international scales, is especially dependent 
on the movement of people, or in other words, transportation. In fact, to be successful in tourism, having 
proper transportation is a basic need, a central and dynamic element, so that during the last decades of 
the 20th century  a significant growth in transportation for tourism occurred (Lumsdon, 2000). This rela-
tionship, which is mostly investigated by geographers, finally connects tourism with the subject of the 
tourist destination (Lew et al., 2008).

Tourism, as a phenomenon related to space with a great impact on society and the national econo-
my during the Covid-19 pandemic (Roman et al., 2020), is one of the most important activities that have 
been severely affected by the spread of this disease. It has caused long-term changes among visitors by 
reducing the ability and desire of people to travel, influenced visits and related activities (Delclòs-Alió et 
al., 2022) and hence has highlighted the importance of organizing tourist trips and factors related to them 
(Roman et al., 2020).

Due to their limited indoor space, public vehicles were an ideal space for the transmission of infectious 
diseases amongst humans (Shen et al., 2020) providing crowded and unhealthy transportation. The re-
quirements of social distancing caused by Covid-19 and the necessity of people commuting, in general, 
and tourists, in particular, highlighted the issue of focusing on the strategy of walking in cities or urban 
walkability. Also, the existence of some evidence regarding the relationship between environmental fac-
tors and physical activity led to the focus of a large part of research on walking (Cerin et al., 2007). 

It seems that the existence of previous approaches in the field of new urbanism emphasizing the de-
velopment of neighbourhoods for pedestrians (Audirac, 1999) has been a great help in the development 
of pedestrian-based thinking in cities in relation to tourism, too.  The choice of transportation options for 
people is linked to their level of ability, but in almost all trips, either mandatory or optional, a part of the 
movement is dedicated to walking, which can also be called multimodal walking (Dihingia et al., 2022).

The impact of the restrictions considered to reduce the effects of Covid-19 on the walking behaviour 
of the community is undeniable (Hunter et al., 2021) and it seems that by studying different societies, 
different reactions can be encountered, and even studying different sources shows differences in terms 
of definitions related to walking (Nordin & Jamal, 2021). However in terms of tourism, this issue may be 
clearer as walking can be seen as an activity that is popular among tourists (Delclòs-Alió et al., 2022). If we 
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consider tourism and recreation as a form of therapy (Buckley & Westaway, 2020), focusing on tourism 
with urban transportation oriented towards walking as one of the most basic forms of human mobility 
(Hannam et al., 2021). Walking can provide prosperity and an opportunity to think and rest (Bornioli, 
2022), and be an active transportation method (Dihingia et al., 2022) supporting complete, sustainable 
and healthy cities (Kamelifar et al., 2022). 

Therefore, walking and cycling in cities was considered with the aim of increasing resilience in the era 
of the Covid-19 pandemic (Paydar & Fard, 2021) and the concept of the 15-minute city was expanded in 
response to this situation, which is actually a type of proximity-based planning that citizens can get the 
services they need within a 15-20 minute walk (Lotfata et al., 2022).

Engaging contemporary cities with covid-19 and testing their resilience in this process, the concept of 
the 15-minute city as a supporter of the positive impact of proximity-based planning on releasing cities 
from the domination of cars, shined brighter (Allam et al., 2022). When the reduction of car dominance in 
cities is discussed, the tendency towards the concept of scale in cities can be followed, because the walk-
able city is basically intertwined with the issue of distance and, in light of that, with the concept of time. So 
basically, the 15-minute city can be described with the concept of scale. This issue of scale is considered 
an important element in urban planning, and in fact, a neighbourhood will be complete when it can meet 
the people’s requirements on a human scale at different ages and with different abilities in the form of 
walking and cycling capabilities (Pozoukidou & Chatziyiannaki, 2021). Among the ideas that can affect 
people’s habits in cities is planning to live and work at a suitable distance that provides opportunities for 
walking and cycling, which in this case can affect people’s movement patterns and, in addition, change the 
use of urban spaces (Di Marino et al., 2023).

The ±15-minute concept is operationally viable for urban centres or even small towns which are able to 
offer greater variety in a tighter space as part of their mixed-use zoning strategies in downtown areas and 
its model is viable in neighbourhoods in big cities (EIT Urban Mobility, 2022).  Concerning metropolitan 
cities, an efficient connectivity between neighbourhoods is crucial through public transportation. Public 
transit is necessary to access spatially distributed opportunities at the local or city level and so, Papado-
poulos, Sdoukopoulos and Politis (2023) suggested it be considered within the 15-min city concept. In 
consequence, the 15-minute city concept can play an important role in bringing together multiple spatial 
dimensions related to the well-being of people and the environment (Marchigiani & Bonfantini, 2022).  

2.2 Close Proximity of Urban Land Uses
The concept of accessibility is strongly linked to a broad set of measurable indicators (Geurs & Van Wee, 
2004; Scheurer & Curtis, 2007). Accessibility involves four inter related components: transport, land use, 
temporal and individual components (Geurs & van Eck, 2001). The transport component refers to the 
transport infrastructure, location and characteristics, and also to the demand and usage, travel time, costs 
and efforts to reach a destination. The land use component consists of the locations and characteristics of 
demand and opportunities, and the temporal component of accessibility is related to the availability of ac-
tivities at different times (of the day, week, and year). Finally, the individual component refers to social and 
economic characteristics and people’s needs, abilities and opportunities. In general, the selection of the 
measurable indicators would vary with perspectives, the scale of the analysis, and with the available data.

Urban land use structure has a strong influence on demand management of motorized vehicles and 
also influences pedestrian and cycle accessibility. The interactions between transport and land use are 
intrinsically related to residential densification, employment concentration, urban design, spatial orienta-
tion of urban sprawl, accessibility and the cost of transport (Wegener & Fürst, 1999).

Traditionally, the spatial distribution of the residential areas were characterized as constituting a mono 
or polynucleated concentration or a dispersed one. In terms of land use intensity, it is associated with high 
density or low density. High density generally generates an adequate supply of collective transportation. 
In monofunctional residential areas, there tends to be a greater dependence on individual motorized 
means of transport. 

The urban areas with a high concentration of activities, that is, having mixed urban uses, encourages a 
town to maximise the use of soft modes. The urban design influences the physical and functional qualifi-
cation of urban spaces, which is a fundamental issue in the field of pedestrian and cycling infrastructures 
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in order to promote their use.
The dominant pedestrian destinations are generally places where concentration of employment, com-

merce and leisure occurs. Thus, high quality pedestrian networks should be created, particularly between 
key destinations such as residential areas, schools, shopping areas, bus stops, stations and workplaces. 
In the context of tourist cities, where tourists could be mainly walkers, key destinations are cultural and 
tourist attractions, hotels and short-term rentals, and the referred shopping areas, bus stops and sta-
tions, among others. 

According to Barton, Davis and Guise (1995) designing cities for accessibility means ensuring that there 
is a true choice of modes of transport to meet different needs, and that the location of facilities should be 
as convenient as possible. When planning new service locations, the distance between two destinations 
should be short and make it feasible for an opportunity and incentive to use soft modes and public trans-
port in that area. There should be alternative routes and different modes of transport available between 
two destinations. The movement of people refers to the fact that they want to reach places, which makes 
their location a very important factor in accessibility, as well as the quality of transport and the route used 
to reach those places.

In the United Kingdom and the United States of America, a 400 or 600m standard is widely applied for 
access to local facilities/services as well as for bus services. Barton et al. (1995) recommend standards 
for a wide range of local facilities to likely catch populations: for example, the distance suggested for bus 
stops is 300-400m, for train stations is 600-800m, for health centres is 800-1000m, for secondary schools 
is 1000-1500m, for primary schools is 400-600m, for local shops 400-800m. The starting point is the spa-
tial relationship between the residences and the location of facilities/services. It is desirable that 80% of 
homes should achieve those distances, minimizing travel lengths, making it easier to travel on foot or by 
bicycle, thereby increasing sustainable mobility. 

2.3 Travel Impedance Considering Human Diversity
Another easy accessibility standard is the travel impedance, as seen through the 15-Minute City concept 
during the COVID-19 pandemic. The impedance between origins and destinations is operationalized by 
measuring travel time along the street network.  However, the distance covered along the street network 
in 15-minutes depends on the traveller’s speed, which may be influenced by age or the topography (Hos-
ford et al., 2022). 

In general, the average walking speed is suggested to be 5 km/h, or 1.4 m/s, which equates to approx-
imately 400m in five minutes (Institute of Highways and Transportation, 2000). However, Barton et al. 
(2010) recognize that individual speeds vary widely in the range of 3.2-6.4 km/h. In the United States, the 
Transportation Research Board (2016) proposes walking speeds of 4.8 km/h for younger pedestrians (<65 
years) and 3.6 km/h for older pedestrians (≥ 65 years).  According to Alves et al. (2020) the estimated walk-
ing speed of adults over 65 differs between authors, from 2.16 km/h to 4.34 km/h.  Concerning children, 
the walking speed is about 2.8 km/h at 2 years of age and increases progressively with age up to 5 km/h 
at 12 and in adults (Cavagna et al., 1983).

Considering other people with reduced mobility, the average walking speeds of a freely moving elderly 
person, a male using crutches, and a female using crutches are in the range of 2.27-4.86 km/h (Shi et al., 
2009). Considering people with disabilities, the walking speed range is from 0.36 km/h to 7.1 km/h (Shi et 
al., 2009). So, all these examples show that people with reduced mobility, such as persons with disability 
and older people, are slower compared to that of a healthy younger person (5 km/h). 

In consequence, the 15-Minute City concept, usually associated with inclusiveness, infers a broad range 
of walking distances considering the human diversity from 150m to 1600m (Table 1). In fact, human di-
versity has been discussed in the context of universal and inclusive design of the built environment and 
transportation systems.
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 Table 1. Walking Distances by People Groups Considering the 15-Minute City Concept

People groups Gait speed (km/h) Walking distances (m) in 15 minutes

Younger and healthy adult 6.4 1600

Younger age-group pedestrian (< 65 years) 4.8 1200

Children (2 years) 2.8 700

Older age-group pedestrian (≥ 65 years) 1.2 300

People with significantly reduced mobility 0.6 150

Source: Own Elaboration

The distance-time to overcome two points can be measured in a simple straight line (Euclidean dis-
tance) or by considering the street network to give a more accurate assessment of the distance/time 
between two locations (Silva et al., 2020).

The 15-minute city concept requires conditions in the use of urban land to be such that, the general 
conditions of the city supports all concerned, including residents, those who enter the city for any reason, 
and tourists in line with the goals of this type of city. If the 15-minute city concept is designed specifically 
for tourism, it can be planned more favorably for tourists to access the facilities, services and places for 
which they have come to the city.

2.4 Short-term Rentals
There are residential units that are usually rented or leased for less than 30 days and are referred to as 
short-term rentals (STR) that people voluntarily share their goods and services for a short period of time 
(DiNatale et al., 2018). This concept is not a new phenomenon related to recent years, but currently there 
is a set of scientific knowledge in this field that is mostly focused on tourism and housing (Combs et al., 
2020). Usually STR’s units can have different types of accommodation: shared rooms, private rooms or 
entire apartment/houses. In Portugal, STR establishments can take the form of rooms, villas, flats and 
lodging establishments - including hostels (INE, 2021).

Short-term rentals can enhance cultural heritage tourism by providing authentic local experiences, 
which are increasingly sought after by travelers looking for immersive experiences, to get an authentic 
view of the city they are travelling to (Angel & Doganer, 2020). Considering the period 2014 to 2019, O’Neill 
and Yeon (2021) note that the growth of STRs were particularly pronounced in urban areas.

In fact, in tourist cities, STR have become a significant part of the hospitality ecosystem, influencing 
both the local economy and the housing market. The demand of STRs is associated with the use of digital 
accommodation platforms. These digital platforms are associated with certain groups of tourists, such as 
young people, technologically comfortable tourists and/or budget-conscious tourists (Guttentag, 2015).  
This aligns with findings from Soh and Seo (2021) that specify that Airbnb customers are generally per-
ceived to be younger, adventurous, and tech-savvy individuals who are looking for more authentic travel 
experiences offered by STRs. The rise of platforms, like Airbnb, has catered to this demographic by provid-
ing authentic, off-the-beaten-path experiences that traditional hotels may not offer (Nieuwland & Melik, 
2018).

But the profile of users engaging with short-term rentals is diverse, shaped by various travel preferenc-
es, needs, and expectations. Another significant aspect of the STR market is the demographic profile of its 
users. Soh and Seo (2021) report that approximately 70% of vacation rental listings on major short-term 
vacation rental booking platforms are two- or more-bedroom properties with an average capacity of six 
people, suggesting that families and larger groups prefer STRs due to the availability of multi-bedroom 
properties. 

Nelemans (2021) has presented interesting statistics on Airbnb and hotel users: users between the 
ages of 25 and 40, with an average age of 33, are the largest group of Airbnb users, while the average 
age of hotel users is 44. Another interesting point that casts doubt on the assumptions is examining the 
income of users. While it is expected that hotel users are from a higher income group, this is not the case, 
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and Airbnb users, which are known as cheaper accommodations, are from a higher income group than 
hotel users. Therefore, it should be noted that in identifying the user profile, other reasons should be 
sought, which are sometimes more important, besides income.

Additionally, according to Bresciani et al. (2021), in a pandemic situation, the type of full flat/house 
renting of peer-to-peer accommodation types often requires no interaction with others, and allows for full 
social/physical distancing from other individuals, especially if it is an isolated structure, therefore, travel-
lers tend to choose a full flat accommodation over hotels and shared flats. 

2.5 Measuring Pedestrian Accessibility through Geographic Information Systems
Today’s geographic information systems (GIS) provide capabilities that enable the creation of spatial data-
bases and the implementation of geoprocessing operations, as well as a wide range of tools for collecting, 
analyzing and viewing geographic information. The multilayer organization allows the accomplishment 
of spatial analyzes relating the data of the above components involved in the concept of accessibility, by 
its geographical position. The production of maps provides tools for analyzing spatial distributions of ac-
cessibility indicators, and their relationships with other data. With these characteristics, GIS are suitable 
tools for accessibility studies at different levels, urban, regional and national, and in different perspectives 
(Huang & Hawley, 2009). 

At the urban level, the walking infrastructure is often represented by a pedestrian network using street 
center line data, and, to measure spatial separation between origins and destinations or between nodes, 
the network distance is used (Scheurer & Curtis, 2007). The distance between two points is defined as the 
length of the shortest path on the network that connects those points, one taken as the origin and the 
other as destination, and its value can be computed by a GIS software such as ArcGIS Desktop with the 
Network Analyst extension. Even though one (or both) of the points does not lie over the network. In this 
case, the network is dynamically extended by adding an arc connecting this point to the closest arc of the 
network. One of the available tools of this GIS software allows to compute the origin-destination matrix 
(O-D Matrix), where the rows represent the set of origin points, the columns the set of destinations points 
and elements of the matrix the distance between each pair of points.

Contour measures allow to compute the catchment areas around a node or a point that enables the 
counting of the number of a specific type of opportunity within each contour (Geurs & van Eck, 2001). 
For example, the number of young inhabitants near a school, or the number of buildings close to a bus 
stop. This measurement is implemented in the Service Area tool of the Network Analyst extension. Giv-
en a set of points (services), a network and a distance, this tool identifies the part of the network within 
the distance from at least one of the services, and generates a polygon. The type of  polygon generated 
(catchment area) is not however suitable for urban scale (Achuthan et al., 2007), thus it should not be used 
to overlay other layers and to count opportunities. Instead of overlaying, the O-D matrix can be used to 
identify and/or count all the origin points (opportunities) within a given distance of a specific destination 
(service).

3. Methodology
Based on what was mentioned earlier, during the early period of the COVID-19 pandemic, many travelers 
opted for STR to minimize contact with people and maintain physical distancing. So, this study investi-
gates the localization of these types of residences, specifically, and the localization of tourist attractions. 
Therefore, 14 cultural tourist attractions were the focus of the facilities’ accessibility in Lagos city.  

GIS is an essential tool to supply measures describing the level of accessibility to spatially distributed 
activities, such as touristic facilities. With this tool, the results can be well visualized, easily understood and 
interpreted by urban planners, policy makers and businessmen. Local accessibility must be considered a 
high priority for service providers. 

The development of the present work was done using databases with varied information collected from 
the OpenStreetMap (OSM) (OpenStreetMap contributors, 2020) and the Tourism Geographic Information 
System (SIGTUR), a platform developed by the National Tourism Board (Turismo de Portugal, 2020).  
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The road network dataset was created from data extracted from OpenStreetMap (OSM). Its purpose is 
to represent the pedestrian network within Lagos city (study area). This pedestrian network was topolog-
ically corrected for the purposes of network analysis. No spatial or attribute accuracy analysis were done 
on the original dataset.

Since this study focuses on the pedestrian network and in the study area there are no roads where the 
pedestrians are prohibited (e. g. highways) the whole network was used without any restrictions.

Therefore the short-term rentals dataset was created from data extracted from SIGTUR. The georef-
erencing of the short-term rentals is automatic, obtained from the SIGTUR (2020). No spatial or attribute 
accuracy analysis were done on the original dataset. 

Through geographic information systems (GIS), using the ArcGIS® software by Environmental Systems 
Research Institute (ESRI, 2020), an analysis was developed of the geographical distribution and pedestrian 
accessibility of touristic attractions that the city of Lagos offers to its tourists, considering internationally 
studied standard distances.

The standard distance of 600m and some other walking distances were considered to take into ac-
count different groups, to analyse the inclusivity of the 15-Minute City concept. 

4. Case Study: Pedestrian Accessibility in the Touristic City of Lagos

4.1 The Municipality and the City of Lagos
The municipality of Lagos is located in the south of Portugal (Figure 1) which is in the south-west of Eu-
rope. It is of great tourism importance and is integrated within the region of the Algarve. It has an unde-
niable Mediterranean climate, ideal for walking and cycling. 

The city of Lagos, known as the city of Discoveries, is located in the south-east of the municipality (Fig-
ure 2). The urban beaches and the historical centre are reference points for tourists which are walkable 
and guided through pedestrian infrastructures. The city is crossed by a small river (Ribeira de Bensafrim) 
and has a Marina, a prominent place in the city. Along the river wetland regions and salt marshes can be 
found. As a coastal city, the rock surrounded beaches are an attraction point, making this city a reference 
point in the region for Tourism. The municipality has a resident population of 33494 (INE, 2022). 

Prior to the COVID-19 crisis the municipality received thousands of tourists. Even in the summer of 
2020, many tourists, mainly Portuguese people, visited Lagos, through important roads, as the Average 
Daily Traffic can prove - a measure used to understand the intensity of the vehicle traffic. This data can 
be used for the identification of the levels of attractiveness of the territories with good road accessibility. 
In fact, Rosa (2022) presented an analysis of the effects of the COVID-19 pandemic on the road traffic of 
the Algarve Region and in the municipality of Lagos, in particularly. When considering highway A 22, the 
road session between Bensafrim and Lagos, the study presented an analysis of the Average Daily Traffic 
of 2020 in August (6 731vehicles per day) compared with the average number that occurred between 
2012 and 2019 (6 378 vehicles per day), where there was an increased number of motor vehicles (+5.5%), 
the biggest on the main important roads located on the Algarve coast. Data of road traffic volumes were 
obtained from the sites of Portuguese institutions responsible for transportation. The results prove that, 
in Lagos, there has been a phenomenon of proximity tourism during the summer of 2020. 

In fact, when considering the number of overnight stays, that is, nights spent by tourists at tourism 
establishments, this is an indicator commonly used by territories to more effectively assess the evolution 
of the tourism sector and the impact on it. In Lagos, the demand for tourist accommodation, reached a 
value of 526174 overnight stays in 2020 and so, the Tourist Intensity Index is much higher than in Portugal 
and similar to the Algarve (Table 2).
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Table 2. Tourist Intensity Index

Number of residents
2021 (INE, 2022)

Number of nights in Tourist Accommodation 
establishments/Annual 2000 (INE, 2024)

Tourist Intensity 
Index*

Portugal 10.343.066 25.798.299 0.7

Algarve 467.343 7.890.711 4.6

Lagos 33.494 526.174 4.3

*((Annual overnight stays/365)/Total resident population) *100
Source: Own Elaboration

The main avenue (Avenida dos Descobrimentos) follows the river to the sea and has beautiful land-
scapes. Along this avenue, many small kiosks are found selling souvenirs as well as promoting private 
maritime-touristic activities. Nearby, there is an underground car park with capacity for approximately 
170 cars. On the river, especially in the morning, the nautical traffic can be very intense. This avenue is 
connected, by a moveable bridge, with the Lagos Marina, a blue space associated with a tourist and high 
urbanized area, close to the railway station. This bridge allows the passage of pedestrians. 

The City Park, a Mediterranean garden, is located in the city centre and it is surrounded on one side by 
the city walls. This green park is an inviting area, used for recreation and leisure activities. Below the park, 
an underground car park with capacity for approximately 400 cars can be found. There are some touristic 
places nearby such as historic monuments and a mini-golf centre. These characteristics have the potential 
to attract people to the area.

Figure 1. Portugal Map and the Location of Lagos Municipality

Source: These maps were produced based on Official Administrative Map of Portugal - CAOP 2019, open data provided by Direção-Geral do Terri-
tório (DGT, 2019)

In terms of tourism supply, in July 2020, according to the National Tourism Registry (Turismo de Portu-
gal, 2020) the municipality offered around twelve thousand beds, considering hotels, hotel-apartments, 
tourist apartments, tourism villages, rural tourism, camping and caravanning.  Most of these tourist en-
terprises have the seal of a Health & Safety Establishment, created by Turismo de Portugal, which contrib-
utes to the perception of a safe destination from the pandemic situation.

In the municipality of Lagos there are 4400 short-term rentals with a capacity for 23 thousand users, 
distributed by different typologies: apartment (65%), house (27%), room (1%) and accommodation estab-
lishments (7%). Inside the city of Lagos (the study area) there are 2246 Short-term rentals with capacity for 
11775 users (Turismo de Portugal, 2020). 

Figure 2 shows the spatial distribution of short-term rentals located in the city of Lagos. 
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Figure 2. Spatial Distribution of Short-Term Rentals in the City of Lagos

Source: This map was produced based on SIGTUR (2020) and OpenStreetMap contributors (2020)

The distribution of short-term rentals is strongly related to the urban expansion of the city during the 
latter decades of 20th century. The sea boarder of the city of Lagos in the southeast and south is the big-
gest natural factor limiting the physical growth of the city and has played an important role in its spatial 
structure. On the other hand, the formation of the Bensafrim river in the east, which is a combination of 
natural and human factors, has limited the development of the city to that side, so the urban expansion 
occurred towards the west. The highest density of short-term rentals is found in the historic centre and 
decreases towards the west of the city. 

4.2 Strengths and Limitations of the Research
Usually, proximity tourism’s studies are developed considering social inquiries regarding the mobility of 
tourists. The present study gives innovative information related to spatial distribution of short-term rent-
als  and the pedestrian accessibility to tourist attractions for tourists who stay there. 

This study has some limitations, such as, the location of some short-term rentals shows some small 
errors in the perceived location, as some units are within a building and to be visualized, the spatial data 
allocates them to be in an area close to the building in question. The system assumes some mistakes in 
terms of georeferencing. 

In 2020, in the city of Lagos there were 2246 short-term rentals with a capacity for 11775 users, but the 
network analysis only locates 2104 because there are situations where access routes to these accommo-
dation units are not identified or the routes that exist do not connect to the remaining ones within the 
study area.

Another limitation is the existence of another kind of typology of tourist supply such as hotels, ho-
tel-apartments and tourist apartments that were not considered in the present research, because they 
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do not have the formal classification of short-term rentals, listed in Turismo de Portugal (2020). In the 
present study, short-term rentals were considered as allowed for isolation and strong physical distancing 
from other people, an important criterion in the COVID-19 pandemic crisis context. 

The pedestrian accessibility only considers the measure of walking distances, but there are other con-
ditions that affect the mobility of pedestrians, e. g. gradients of the streets, weather conditions, stairs or 
other barriers in the streets, etc. These will also affect the distances people are able to walk. According to 
Alves et al. (2020) elderly people need adequate walking paths, i. e. “heart-friendly route” without signifi-
cant gradients and stairs. 

It is suggested that complementary studies should be carried out, to provide a wider and deeper un-
derstanding of the means of transportation used by tourists in this pandemic crisis. 

5. Results

5.1 Accessibility to Cultural Tourist Attractions
The location and distribution of the most important tourist attractions in the city of Lagos are shown in 
Figure 3. The majority are located in the historic centre. The closest area served by the tourist attraction 
can be seen, corresponding to the standard distance of 600m, considering three different zones: the area 
served by the accessibility of up to 150m from the referred short-term rentals (in pink); the area served 
by the accessibility of the range 150-300m (in blue) and the area served by the accessibility of the range 
300-600m (in brown).  

Figure 3. Close Area Served by the Tourist Attractions in the City of Lagos

Source: Own Elaboration. Contains OSM data © OpenStreetMap contributors (2020)
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In Figure 4, the short-term rentals with the closest proximity to tourist attractions are represented 
in green tones (distance up to 600m), units located an intermediate distance are represented in yellow 
(distance between 600 and 1000m) and units farther from tourist attractions are represented in orange/
red tones (distance greater than 1000m). A high density of short-term rentals in the historic centre can be 
seen. The density decreases with the peri-urban areas.

Figure 4. Accessibility to Tourist Attractions

Source: Own Elaboration. Contains OSM data © OpenStreetMap contributors (2020) and data from SIGTUR (2020)

As a result of the accessibility to tourist attractions in the study area, it was found that for tourists 
staying in short-term rentals, there is a provision of this type of attraction at an average distance of 576m 
from their accommodation (a value less than the standard distance of 600m), with the furthest short-term 
rentals being 1960m away. The standard deviation value found for these distances was 422m.

Figure 5 shows the values of accessibility to tourist attractions in the study area, for the short-term 
rentals, according to distance classes, as well as the cumulative percentage. Thus, it is observed that for 
short-term rentals, 9% are close to tourist attractions within 150 m distance and that 59% have a tourist 
attraction up to the standard distance considered (600 m). 90% have a tourist attraction up to a distance 
of 1200m, that is to say, for younger pedestrians (under 65 years old) this distance is covered very easily.
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Figure 5. Pedestrian Accessibility between Short-Term Rentals and Tourist Attractions in the City of Lagos

Distance (m) between Short-term-rentals (STR) and tourism attractions
Source: Own Elaboration

5.2 Discussion
One of the most common activities among tourists is walking, providing visitors with a range of differ-
ent experiences of the places they visit (Dihingia et al., 2022). Visitors can gain experiences by walking 
through different parts of the city. Davies (2016) believes that walking along significant routes is effective 
in increasing the overall experience of tourists. This can be achieved when the destination of tourists has 
the necessary capacity for walking, in other words, walking should attract tourists like a magnet to expe-
rience the place, and in touristic cities, it should be such that they experience these spaces on foot (Hall & 
Ram, 2018). So, the 15-minute city concept, usually for residents, can be considered from the perspective 
of tourism, where visitors can access most of their needs within a 15-minute walk or bike ride from their 
accommodation.

Considering the city of Lagos, most of the cultural tourist attractions are located in the historic centre. 
This central area integrates a high density of short-term rentals, too. Findings show that the density of 
short-term rentals decreases with the peri-urban areas. 

The city of Lagos has an urban form and dimension that enables younger and healthy tourists (who 
walk at speeds of 6.4 km/h) to visit all the tourist attractions within distances up to 1600m from the short-
term rental where they are staying (Table 3). Even for other younger age-group pedestrians (< 65 years 
old) who walk at speeds of 4.8 km/h, the main tourist attraction can be accessed in a 15 min walk. Healthy 
individuals may be willing to walk considerably greater distances than the 600 meters threshold, which is 
considered standard in urban sustainable planning.

Table 3. Analysis of Lagos as a 15-Minute City

Facilities Walking distances (m) between 
Short-term rentals and Facilities

Short-term rentals in 
the served area (%)

Tourist attractions

1600 100 

1200 90

600 59

300 34

150 9

Source: Own Elaboration
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It is assessed that most people, to reach tourist attractions, are willing to walk up to 1200m, which, 
for most able-bodied adults, can be accomplished within a 15-minute timespan. The results indicate that 
there is a trend towards urbanism of proximity considering the perspectives of young and healthy adults, 
and other older pedestrians  (< 65 years old). In this case, the city of Lagos can be assessed as a 15-minute 
walk city. 

However, gait speed of travel is a factor in accessibility. For older people (who walk at speeds of 1.2 
km/h) and persons with significantly reduced mobility (who walk at speeds of 0.6 km/h), the known walk-
ability standards (600m) are not applicable. They have less opportunities to visit the city by walking, from 
the short-term rentals to tourist attractions. 

In fact, the concept of the 15-minute city has been criticized for being physically deterministic and tak-
ing a one-size-fits-all approach (Khavarian-Garmsir et al., 2023). In this urban planning approach, walking 
distance is considered from the perspective of the average person, when there is the temporal (daily and 
seasonal) variation in walking accessibility and the realities of vulnerable population groups (Willberg et 
al., 2023).

6. Conclusion
Around the world, in response to the global pandemic of COVID-19, strategic tourism policy measures 
have been implemented to limit close human contacts by restricting intensive use of public spaces and 
public transport, implementing social distancing through tactical urbanism techniques, leading to the pri-
oritisation of pedestrians and cyclists in cities.

During this pandemic, the 15-minute city strategy has been associated with a wide range of benefits 
(Moreno et al., 2021; EIT Urban Mobility, 2022). Analysis of this proximity city can be developed consid-
ering travel impedance between origins and destinations by measuring travel distance or time along the 
street network.

Using the network analysis method of GIS, the present study analyzed the pedestrian accessibility to 
cultural touristic attractions in the city of Lagos mapping the areas served by these facilities. This paper 
presents the tourism perspective considering the visitors that stay in short-term rentals and have the op-
portunity of visiting the tourist attractions by walking. The issue of pedestrian access is very important in 
the location of tourism-related services. 

The city of Lagos has an urban form and dimension that enables younger and healthy tourists to visit 
all the cultural tourist attractions. The results indicate that there is a trend towards an urbanism of prox-
imity considering the perspectives of these young and healthy adults. However, gait speed of travel is a 
factor in accessibility. Older people and other persons with significantly reduced mobility have less oppor-
tunities to visit the city by walking, from the short-term rentals to tourist attractions. 

According to the World Health Organization (2023) around 1.3 billion people experience significant 
disability, which is 16% of the world’s population, or 1 in 6 of us. Considering the European Union, 5.9 % 
of the population are aged 80 years and older, in 2020. In consequence, there are many people who have 
significantly reduced mobility which requires the physical accessibility of pedestrian infrastructure (such 
as, sidewalks and crossings) and public transport, e. g. accessibility according to the universal and inclu-
sive design. This aims to create safe, accessible and connected pedestrian networks that encourage and 
facilitate movement to tourist attractions.

The 15-Minute City has been considered a universal concept, a city for all, but some vulnerable people 
who have reduced mobility may be excluded. In this case, accessible public transportation can increase 
the opportunities for all people to reach the facilities and amenities. The 15-minute city concept offers a 
promising framework for sustainable urban living, but its success for individuals with reduced mobility 
hinges on universal and inclusive design. Ensuring physical accessibility and integrating collective trans-
port options are crucial to making these urban environments truly inclusive and beneficial for everyone. 

With the assumption that the transportation systems and pedestrian infrastructure are accessible for 
all, the 15-minute city concept matches an ideal geography where most people have close proximity to 
amenities and facilities, which are located within a travel distance of 15 minutes walking or cycling or by 
public transport.  

https://www.bloomberg.com/news/articles/2021-04-22/the-people-that-the-15-minute-city-leave-behind?cmpid=BBD042621_CITYLAB&utm_medium=email&utm_source=newsletter&utm_term=210426&utm_campaign=citylabdaily
https://www.bloomberg.com/news/articles/2021-04-22/the-people-that-the-15-minute-city-leave-behind?cmpid=BBD042621_CITYLAB&utm_medium=email&utm_source=newsletter&utm_term=210426&utm_campaign=citylabdaily


Journal of Tourism, Sustainability and Well-being   283

This research study allowed a better perception of pedestrian accessibility to the facilities studied, con-
sidering the indicator “short distance”. It has been realized that it is equally important to know the location 
and distribution in space of public facilities. It can influence the perception to develop relevant solutions 
of tactical urbanism around short-term rentals. The results facilitate identifying the tourism supply and 
priority areas for action to improve the built environment associated with pedestrian infrastructure. 

These results provide an important contribution to sustainable and healthier tourism, promoting the 
pedestrian accessibility of cities as a tourist attraction factor that can generate confidence, health, sustain-
ability and resilience. In the present research, travel impedance is presented as an important sustainable 
and inclusive tourism indicator for the cities. Proximity urbanism should be incorporated in tourism poli-
cies in order to contribute to the sustainability and social inclusion of tourist destinations. 
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1. Introduction
The rise of the internet and technological advances has reduced people’s dependence on time and place. 
During the COVID-19 pandemic, office workers were compelled to work remotely, which enabled them 
to experience and adapt to different work–life arrangements. As a significant outcome of these trans-
formations, digital nomadism has emerged, allowing workers to leverage the freedom of working from 
anywhere with an internet connection. This shift has enabled individuals to live and travel across different 
regions of the world while continuing their professional activities without being tied to a physical office (Ji 
et al., 2024).

Digital nomads are commonly described as young, work-oriented professionals who reject the tra-
ditional 9-to-5 office structure, prioritising autonomy, flexibility, and the ability to travel while working 
(Cook, 2020). Consequently, they gain the freedom to choose their place of residence, with the duration of 
their stay in a particular country or location becoming independent of employer or company restrictions 
(Müller, 2016). This mobility and autonomy have generated an increased demand for tourism services 
among digital nomads (Gupta et al., 2024), and their participation in touristic activities at their destina-
tions has led to their classification as tourists (Hall et al., 2019).

The digital nomad movement has rapidly become a growing segment of the global tourism market. 
According to a 2024 study by MBO Partners, 18.1 million American workers identify as digital nomads, 
representing a remarkable 147% increase since 2019 (MBO Partners, 2024). Another study estimates that 
the global number of digital nomads has exceeded thirty-five million (Localyze, 2024). This substantial 
rise, coupled with evidence of their positive socio-economic impact on host countries, has prompted 
destinations to explore strategies for attracting a share of this emerging tourism market (Jiwasiddi et al., 
2024). In 2020, sixteen countries, including Estonia, Georgia, Spain, and Germany, introduced digital no-
mad visas, thereby opening their borders to this new group of travellers (Schengen News, 2020). By 2023, 
this number had increased to fifty-four (World Tourism Organization, 2023). As of 2024, Türkiye has also 
joined the list of countries offering a digital nomad visa (Go Türkiye, 2024).

In this context, digital nomadism has become a phenomenon that not only transforms individuals’ life-
styles but also reshapes countries’ tourism and economic policies. However, despite the growing global 
interest, research on digital nomads remains limited.  

Existing studies in the literature have examined various aspects of digital nomadism, including its ad-
vantages and disadvantages (Mouratidis, 2018; Hensellek & Puchala, 2021; Zaki, 2024), work–life balance 
(Orel, 2019; Arifa et al., 2022), social and economic impacts on destinations (Jiwasiddi et al., 2024; Laza-
revic-Moravcevic et al., 2024), nomadic lifestyles and the effects of co-working spaces on tourism (Putra 
& Agirachman, 2016; Chevtaeva & Denizci-Guillet, 2021), and the differences between digital nomads and 
traditional tourists (Kozak et al., 2024; Kaya-Sayarı & Coşkun, 2024). However, most of the studies on dig-
ital nomadism rely on quantitative data or remain at a conceptual level (Winarya & Pertiwi, 2020; Dreher 
& Triandafylidou, 2023). Hannonen (2020) emphasised that in order to better understand digital nomads’ 
tourism behaviours, more attention should be given to the characteristics of individuals. In line with this, 
the primary aim of this study is to contribute to the literature by conducting an in-depth analysis to iden-
tify the push and pull factors influencing digital nomads’ travel decisions.

1.1 Digital Nomad Tourists and Travel Tendencies
The flexibility that allows individuals to choose their workplace and, to some extent, their working hours 
also enables them to select their country of residence. Their ability to move freely from one country to 
another, independent of a fixed workplace (Müller, 2016), has led to their classification as digital nomad 
tourists (Situmorang, 2022). However, the existing definitions lack clarity and precision.

The concept of the digital nomad was first introduced by Makimoto and Manners (1997), who envi-
sioned a lifestyle liberated from geographical and temporal constraints through technological advance-
ments. The authors predicted a future in which individuals would be able to communicate via video link 
from any location in the world, access documents and images remotely, and scan global information 
sources regardless of their physical position. Within this framework, people would be able to sustain both 
their personal and professional lives independently of a fixed location and could thus become what they 



Journal of Tourism, Sustainability and Well-being   289

termed “global nomads.” This early conceptualisation offered a visionary outlook on mobility and work 
styles before the widespread adoption of remote technologies. Makimoto and Manners (1997) defined 
digital nomads as individuals who, enabled by technology, are freed from spatial and temporal limita-
tions: “A lifestyle freed from geographical and temporal constraints by technology, allowing individuals to 
live and work from wherever they choose” (Makimoto & Manners, 1997). This definition presents digital 
nomadism not merely as a travel behaviour, but as a comprehensive lifestyle. A contemporary reflection 
of this vision is found in Hannonen (2020), who defines digital nomads as “individuals who adopt a loca-
tion-independent lifestyle supported by technology, allowing them to work remotely while travelling.” This 
characterisation substantiates the modern form of digital nomadism and aligns with the foundational 
foresight of Makimoto and Manners. Similarly, Thompson (2019) defines digital nomadism as a tech-
nology-driven lifestyle that enables individuals to travel the world while working remotely, emphasising 
the spatial and economic freedom such individuals can attain. This perspective illustrates that digital no-
madism is not merely a work modality, but also deeply intertwined with personal autonomy and lifestyle 
choices.

Reichenberger (2018) categorises digital nomads into three different levels based on their degree of 
mobility. The first-level digital nomads are those who do not travel but have flexibility in choosing their 
workplace. The second-level digital nomads maintain a permanent residence but take advantage of travel 
opportunities. The third-level digital nomads choose to abandon their permanent residence entirely and 
commit themselves to a fully mobile lifestyle (Reichenberger, 2018). According to this classification, sec-
ond- and third-level digital nomads can be considered digital nomad tourists.

Similarly, Toussaint (2009) categorised digital nomads into three groups: (1) The Continuous Travellers, 
individuals who are constantly on the move because they enjoy travelling, striving to live as simply as pos-
sible to save money, often relying on donations or sponsorships; (2) The Independent Working Travellers, 
individuals who choose a profession that enables them to travel while managing their work through var-
ious communication technologies; and (3) The Business Travellers, individuals who travel worldwide for 
work, attending client meetings and establishing a suitable living environment to meet their professional 
needs (Toussaint, 2009). This last group can be considered the closest category to the traditional nomadic 
lifestyle, and it is particularly relevant to modern digital nomads, especially those who operate as online 
entrepreneurs.

While the classifications of Reichenberger (2018) and Toussaint (2009) both focus on the mobility levels 
of digital nomads, Reichenberger’s typology is grounded in spatial flexibility, whereas Toussaint’s centres 
on lifestyle motivations. A synthesis of these two approaches reveals that digital nomadism is shaped not 
only by physical mobility but also by psychosocial factors such as self-efficacy and life philosophy.

Cook (2020) positioned digital nomads and other travellers on a two-dimensional scale based on “mo-
bility” and “work orientation.” According to this classification, unlike migrants (who have low mobility), 
backpackers (who have low work orientation), and occasional business travellers (who have moderate 
mobility), digital nomads exhibit both high mobility and high work orientation (Cook, 2020). Although 
digital nomads are both travellers and workers, they differ from traditional business travellers in cer-
tain aspects. The travel expenses of business travellers are mostly covered by their employers (Noone & 
McGuire, 2016), and they tend to take shorter trips with less participation in tourism activities (Hall et al., 
2019). Additionally, while business travellers do not have flexibility in choosing their destinations, they 
may have some degree of flexibility in scheduling their programmes (Harris & Pressey, 2021). In contrast, 
digital nomads generally cover their own travel expenses, have a high degree of flexibility in selecting their 
destinations, and tend to stay longer while engaging more in local activities (Hall et al., 2019; Kozak et al., 
2024).

Similarly, Nash et al. (2018) define digital nomadism through four core elements: digital work, short-
term (gig) employment, nomadic labour, and a desire for global travel. They emphasise that these four 
components are intrinsically intertwined with digital technologies, framing digital nomadism not merely 
as physical mobility but as a work practice rooted in production within digital environments and based on 
flexibility.

On the other hand, it has been argued that digital nomads can be classified under the category of “slow 
tourism” due to their tendency to stay in destinations for extended periods (Putra & Agirachman, 2016). 
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Moreover, their long-term stays allow them to interact more with local communities and adopt certain 
aspects of the local culture, distinguishing them from traditional tourists (Kozak et al., 2024). In terms of 
destination preferences, digital nomads typically choose locations that offer cultural and recreational op-
portunities, as well as natural beauty, while also ensuring proximity to urban centres. This preference is 
largely driven by their need for advanced technological infrastructure to sustain their work (Pecsek, 2018).

From a social and economic perspective, digital nomads do not merely travel as tourists; rather, they 
represent a group that can stay in the regions they visit for months, make regular contributions to local 
businesses, and increase demand for various services (Richards, 2015). Therefore, understanding which 
destinations digital nomads prefer, the factors they consider while travelling, their travel frequency, and 
their lifestyle choices is expected to provide valuable insights into the tourism industry, destination man-
agement, and local economies. Identifying the factors influencing individuals’ destination choices is crucial 
for the effective planning of tourism activities, making it highly significant for the industry as a whole (Kas-
sean & Gassita, 2013). One of the theories used to explain tourists’ travel tendencies is the Push and Pull 
Theory, introduced by Graham Dann in 1977. Dann (1977) posed the question, “What motivates people to 
travel?” and conducted interviews with 422 tourists to investigate their reasons for travelling. His findings 
suggested that individuals’ motivations stem from two key concepts: anomie (a sense of weakened social 
ties and isolation) and ego enhancement (the pursuit of self-esteem, status, and recognition). The first 
group consists of individuals who travel to escape their daily routines, while the second group includes 
those who travel to expand their knowledge about the world (Dann, 1977).

Most discussions on tourist motivation tend to revolve around the concepts of push and pull factors 
(Antara & Prameswari, 2018; Liro, 2020). Push factors refer to socio-psychological needs that drive indi-
viduals to travel, whereas pull factors are the motivations stimulated not by the traveller themselves but 
by the destination (Crompton, 1979). These factors explain how individuals are pushed to make travel 
decisions by their intrinsic motivational variables and pulled by the characteristics of a destination (Yoon 
& Uysal, 2005).

While the Push and Pull theory has traditionally been employed to explain conventional tourist behav-
iour, it also holds significant potential for adaptation to the travel patterns of digital nomads, which are 
often characterised by multiplicity, circularity, and flexibility. In this context, “push” factors—such as the 
desire to escape corporate work or pursue greater personal autonomy—tend to form the core motiva-
tions for adopting a digital nomad lifestyle. Conversely, “pull” factors—such as robust internet infrastruc-
ture, affordable living costs, and a sense of community—play a critical role in destination choices. There-
fore, an adapted application of the theory should not only address destination appeal but also integrate 
considerations of work–life balance and technological infrastructure.

Although most existing studies are grounded in quantitatively oriented conceptual frameworks, a deep-
er understanding of digital nomads’ motivations calls for qualitative inquiry—particularly through phe-
nomenological approaches. Current research tends to emphasise economic and technological variables 
when explaining why digital nomads choose certain destinations, often overlooking more subjective di-
mensions such as individual experiences, identity transformations, and feelings of community belonging. 

2. Literature Review
Digital nomadism has garnered increasing attention in tourism literature, particularly as a rapidly expand-
ing lifestyle trend in the post-COVID-19 era. In this context, existing studies have explored the lifestyle 
(Reichenberger, 2018; Kozak et al., 2024), motivations (Hall et al., 2019; Prabawa & Pertiwi, 2020; Zaki, 
2024), and destination selection criteria (Kocaman, 2021; Poulaki et al., 2025; Uğur, 2025) of digital no-
mads through various theoretical lenses. Notably, the push and pull theory has frequently been applied 
to better understand the travel decision-making processes of this group (Prabawa & Pertiwi, 2020; Zaki, 
2024). Studies utilising platforms such as Nomad List have investigated digital nomads’ perceptions of 
destinations (Demirel İli, 2023; Taşdelen, 2023). Findings from these studies—particularly those focusing 
on Turkey—highlight a positive perception of cultural and natural richness, alongside concerns regarding 
infrastructure, security, and bureaucratic processes. As a result, strategic planning aimed at attracting 
digital nomads is gaining increasing importance for destinations (Ji et al., 2024; Zhou et al., 2024). Unlike 



Journal of Tourism, Sustainability and Well-being   291

traditional tourist typologies, digital nomads tend to prioritise long-term liveability, working conditions, 
and a sense of community (Düzgün & Akın, 2022; Khodabandeh Tousarvandani, 2024). Some research-
ers approach digital nomadism from a postmodern perspective, positioning nomads as post-tourists 
who transcend conventional binaries (Kaya-Sayarı & Coşkun, 2024). Gender-focused research has also 
emerged, highlighting stimuli specific to female digital nomads (Özoğul Balyali, 2024), while other studies 
explore food preferences and attitudes towards local brands (Miocevic & Kvasina, 2025; Miocevic et al., 
2025). Contemporary methodologies such as social media analysis and netnography have been used to 
examine the discourse, mobility patterns, and communal aspects of digital nomadism (Tiberius et al., 
2024; Bahri, 2024). Additionally, the structural dimensions of the phenomenon—such as visa policies and 
governmental strategies—are receiving growing scholarly attention (Poulaki et al., 2023; Bednorz, 2024).

Taken together, these studies underline that digital nomadism is a multidimensional phenomenon sit-
uated at the crossroads of tourism, migration, lifestyle, and digitalisation. Building upon this foundation, 
the present study aims to examine digital nomads’ travel motivations through the lens of the push and 
pull theory, offering a structured framework to better understand their destination choices

Existing studies on the travel tendencies of digital nomads are largely conceptual and predominantly 
rely on quantitative research methods, limiting the ability to explore their motivations in depth. Therefore, 
this study aims to examine digital nomads’ travel tendencies within the framework of push and pull theo-
ry. Accordingly, the main research question of this study is formulated as follows:

“What are the push and pull factors influencing the travel tendencies of digital nomads?”

3. Research Methodology
This study was designed using a qualitative research approach and a phenomenological research design. 
The phenomenological design seeks to explore how individuals experience and make sense of a particu-
lar phenomenon, aiming to reveal the essence of their lived experiences. Additionally, phenomenologi-
cal research focuses on the experiences of participants who have encountered the same phenomenon 
(Creswell, 2014; 2020). To understand the motivations behind tourists’ travel behaviours, the Push–Pull 
Theory provides a significant theoretical framework. This theory examines the internal (push) motivations 
that drive individuals to travel and the external (pull) factors that make a particular destination attractive. 
Push factors arise from an individual’s intrinsic desires, such as the urge to explore, the pursuit of new 
experiences, or the need to escape routine life. In contrast, pull factors are external influences related to 
a destination’s offerings, including natural attractions, cultural appeal, economic opportunities, or tech-
nological infrastructure. These two factors represent fundamental elements in shaping individuals’ travel 
decisions (Dann, 1977). In this context, the study employs a deductive approach to identify the travel 
tendencies of digital nomad tourists and, based on these tendencies, determine the push and pull factors 
influencing their travel behaviour.

Qualitative research focuses on achieving a deep understanding of the reality of events, which is why it 
is generally framed around “what” and “how” questions (Creswell, 2020). In this context, the main research 
question and its related sub-questions have been formulated as follows:

Main Research Question:
•	 What are the push and pull factors influencing the travel tendencies of digital nomads?

Sub-Research Questions:
1)	What are the key differences between digital nomad tourists and traditional tourists?
2)	What are the primary purposes of digital nomad tourists’ travels?
3)	What are the advantages and disadvantages of travelling as a digital nomad?
4)	What are the main challenges encountered while travelling as a digital nomad?
5)	How does being a digital nomad tourist impact individuals’ lives?
6)	How would you describe your previous travel experiences as a digital nomad?
7)	What are the expectations of digital nomad tourists from a destination?
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The population of this study consists of approximately 13,000 Turkish digital nomads registered on 
NomadList, the largest digital nomad platform. The sample includes individuals who have travelled at 
least once under the identity of a digital nomad. In line with the purpose of the study—to explore the 
travel motivations of digital nomad tourists in depth—purposive sampling was employed. The selection 
of participants aimed to reach individuals who have embraced the digital nomad lifestyle and have first-
hand experience with it. Accordingly, three main criteria were used for inclusion: (1) participants must 
self-identify as digital nomads, (2) they must have travelled at least once as a digital nomad, and (3) they 
must be capable of articulating their travel motivations based on these experiences.

To reach potential participants, collaboration was established with the “Digital Nomad Türkiye” com-
munity, an active platform for digital nomads based in Turkey. From among the community members, 20 
individuals who voluntarily agreed to participate were initially contacted for preliminary interviews. Fol-
lowing these interviews, 10 participants who met the selection criteria, demonstrated experiential diver-
sity, and were able to provide rich and relevant responses were chosen for the main data collection pro-
cess. Additionally, to minimise potential challenges in accessing participants, snowball sampling was also 
utilised. The final sample size was determined in accordance with qualitative research principles—based 
on research questions, the richness of the data, and the process of data analysis (Merriam, 2013)—and 
in-depth interviews were conducted with ten participants.

The data for the study were collected through semi-structured interviews using an interview form. The 
questions included in the interview form were developed by the researchers based on relevant literature 
and sources such as Chevtaeva (2021), Prabawa & Pertiwi (2020), Rakhmadi (2021), Thompson (2021), 
Vagena (2021), and Wiranatha et al., (2020). The interview form consists of two sections. The first section 
includes questions about participants’ demographic information, while the second section contains elev-
en open-ended questions and their follow-up questions, designed to identify push and pull factors based 
on the travel tendencies of digital nomads.

Participants were clearly informed about the purpose of the study, and their voluntary participation 
was requested. All interviews were conducted online between April and May 2024 by the researchers. 
The interviews lasted approximately 30–45 minutes, and audio recordings were taken with participants’ 
consent. The collected data were transcribed, and to prevent data loss, each researcher independently 
verified the transcriptions against the audio recordings. To ensure participant confidentiality, participants 
were coded as “P1, P2…P10”.

To ensure the validity and reliability of the study, data triangulation was achieved by verifying the 
data obtained from the interview forms with relevant literature. Additionally, participant validation was 
conducted during the interviews to prevent misunderstandings and minimise data loss. Following the 
transcription process, the data were analysed using MAXQDA 20 software. A deductive approach was em-
ployed, applying the descriptive analysis method to categorise the data into codes and themes. To ensure 
accuracy and prevent coding loss, the coding process was meticulously reviewed by the researchers. Fur-
thermore, to enhance the consistency of the findings, the data analysis was conducted separately by the 
researchers, followed by a comparison to identify common findings, thereby implementing researcher 
triangulation. Direct quotations from participants were included to further strengthen the validity of the 
study, ensuring that their perspectives were accurately represented.

4. Findings
An analysis of the participants’ profiles reveals that the majority are single, male, and hold an under-
graduate degree. Their professions predominantly fall within online-based fields such as software devel-
opment, digital marketing, digital design, media, advertising, e-commerce, and digital content creation. 
Regarding their places of residence outside travel periods, most participants reside in major Turkish cities, 
particularly Istanbul, Antalya, and İzmir. Additionally, they engage in both domestic and international trav-
el. While some participants spend the entire year travelling, others undertake three to four trips annually.



Journal of Tourism, Sustainability and Well-being   293

Table 1. Demographic Characteristics and Additional Information

Participant Gender Age Marital 
Status

Educational 
Background Occupation Place of 

Residence
Travelled 

Destinations
Frequency of 

Travel

P1 Male 22 Single Bachelor’s Degree Software and IT Istanbul Domestic and 
international 3 times

P2 Male 28 Single Bachelor’s Degree Digital Marketing Specialist Ardahan Domestic 3-4 trips

P3 Female 33 Married Bachelor’s Degree Digital Design Istanbul Primarily 
international Entire year

P4 Male 25 Single High School Digital Marketing Specialist Antalya International Entire year

P5 Male 26 Single Associate degree Video Editing Manisa Domestic and 
international 2 times

P6 Female 27 Single Bachelor’s Degree Media and Advertising Istanbul Primarily 
international 20 times

P7 Male 30 Single Bachelor’s Degree Software Developer Ordu Primarily 
domestic 3-4 trips

P8 Male 23 Single Bachelor’s Degree Digital Content Creator Izmir International Entire year

P9 Male 31 Single Bachelor’s Degree E-commerce Adana Domestic and 
international

1-2 international, 
3-4 domestic

P10 Male 33 Married Bachelor’s Degree E-commerce Istanbul Primarily 
international Entire year

Source: Own Elaboration

In the study, participants were asked to identify the distinguishing factors between digital nomad tour-
ists and traditional tourists to gain a clearer understanding of their travel motivations. Accordingly, the 
question “What are the key differences between digital nomad tourists and traditional tourists?” was posed to 
the participants. The responses indicated that the most prominent differences between traditional tour-
ists and digital nomad tourists include earning while travelling (f=8), differences in travel purposes (f=8), 
long-term stays (f=7), and interaction with local culture (f=5) (Figure 1).

Participant P6 expressed their thoughts as follows: “Digital nomads generally stay longer in the places 
they visit. This is due to both the continuity of their work schedule and the limited amount of free time they 
have.” Similarly, P8 stated: “Traditional tourists travel for vacation; they go to a destination for a short period 
to relax, have fun, and explore, and then they return home. Digital nomads, on the other hand, work while 
travelling.” Emphasising the importance of internet access, P4 noted: “Traditional tourists usually do not 
experience issues when there is no internet connection, whereas for digital nomads, internet access is a crucial 
criterion.” This statement clearly highlights the priorities of digital nomads.

Figure 1. The Differences between Digital Nomad Tourists and Traditional Tourists

Source: Own Elaboration



294   ACUNER, METE, ÖZER 

Participants were asked the question: “What are the primary purposes of digital nomad tourists when trav-
elling?” The responses revealed that the main purposes of travel among digital nomads include exploring 
new cultures (f=8), visiting new places (f=6), self-discovery (f=5), meeting new people (f=4), and experienc-
ing different lifestyles (f=3) (Figure 2).

Participant P4 described how their travel motivations evolved over time: “At first, my goal was to see 
new places and try new flavours, but over time, it shifted towards meeting people, hearing different stories, and 
sharing my own. Now, my travels are mostly about getting to know more people.” Similarly, P3 emphasised 
multiple aspects of their motivation: “I choose to travel to learn through experience, explore new cultures, 
connect with new people, and create business opportunities.” Participant P1 highlighted the role of digital 
nomadism in balancing work and travel, stating: “I wanted to see new places, but working five days a week 
made it impossible. Digital nomadism is the perfect way to use my time efficiently while exploring new destina-
tions.” The travel motivations of digital nomads, which focus on cultural exploration and social interaction, 
necessitate the development of cultural events and community-based experiences in destinations.

Figure 2. Purpose of Travel

Source: Own Elaboration

Participants were asked the question: “What are the advantages and disadvantages of travelling as a dig-
ital nomad tourist?” Among the advantages of being a digital nomad, flexible working conditions (f=7), the 
opportunity to travel the world (f=5), and meeting new people and cultures (f=5) were the most frequently 
mentioned benefits (Table 2).

Participant P8 highlighted the privilege of constant travel, stating: “The biggest advantage is that we get 
to travel the world, what could be better than that?” Similarly, P2 emphasised the professional opportunities 
that arise through networking: “I can build a network and establish collaborations. For example, when I travel, 
I can contribute significantly to the social media management or marketing of the hotel I stay at. In this way, 
my digital nomad travels create new job opportunities for me.” Additionally, P3 emphasised the freedom that 
digital nomadism offers, stating: “You don’t have to wake up early in the morning. There are no dictated time 
slots—you simply enjoy the freedom.”

Among the disadvantages of being a digital nomad tourist, the most frequently mentioned challenges 
were feelings of loneliness (f=6), difficulties in adaptation and cultural integration (f=5), and psychological 
and work management challenges (f=4).

Participant P5 described the challenges of loneliness and self-motivation, stating: “Since you are com-
pletely on your own, the feeling of loneliness can sometimes be overwhelming. You have to motivate yourself.” 
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Additionally, P8 highlighted the difficulties digital nomads face due to constant travel: “You need to have 
strong adaptation skills because you are always on the move. Loneliness can be an issue since you are frequent-
ly in different countries. You might meet new people in a destination, but after a while, you are no longer there. 
For me, this is the biggest disadvantage.”In addition to flexibility and travel freedom, loneliness and adapta-
tion challenges are also critical for digital nomads; therefore, destinations should offer services that foster 
social connection and enhance psychological resilience.

Table 2. Advantages and Disadvantages of Being a Digital Nomad Tourist

Theme Code Frequency Percentage (%) Theme Code Frequency Percentage (%)

Advantages 
of Being 
a Digital 
Nomad

Flexible Working 
Conditions 7 33.36

Disadvantages 
of Being a 
Digital Nomad

Feelings of Loneliness 6 28.6

Opportunity to 
Travel the World 5 23.8

Difficulties in 
Adaptation and 
Cultural Integration

5 23.8

Meeting New 
People and 
Cultures

5 23.8
Psychological and 
Work Management 
Challenges

4 19.04

New Job 
Opportunities 2 9.52 Internet Infrastructure 4 19.04

Increased 
Creativity 2 9.52 Health, Security, and 

Border Protocols 2 9.52

Souce: Own Elaboration

Another sub-research question posed to participants was: “How would you describe your previous travel 
experiences as a digital nomad tourist?” To address this question, participants were asked about their past 
travel experiences (Table 3), travelled destinations (Figure 3), reasons for choosing these destinations (Fi-
gure 4), and how they spent their leisure time at these locations (Figure 5).

A significant number of digital nomads stated that they prefer less popular destinations (f=7) when 
selecting their travel locations. Participant P10 expressed this preference, stating: “I try to choose places 
that are not frequently visited by tourists.” Similarly, P5 highlighted their avoidance of mainstream locations, 
saying: “I try not to choose popular places. For example, when I went to Thailand, I never visited highly touristy 
places like Phuket or Pattaya because they are pure chaos.” This response emphasises how overcrowded 
destinations can negatively impact the travel experience. Conversely, participant P4, who prefers popular 
locations, noted the challenges of working in such environments: “Yes, very popular places can be attractive. 
For instance, the reason I went to Bali was that there were so many people there. However, I realised that in such 
places, it is difficult to focus on people, and even harder to concentrate on work.” This statement highlights the 
drawbacks of crowded destinations for digital nomads.

Among the types of accommodation preferred by participants during their travels, mid-range accom-
modation establishments (f=9) and shared accommodation services (f=8) emerged as the most frequently 
chosen options.

Participant P3, who has experienced various accommodation types, shared their perspective: “We sta-
yed in hostels; we also carried a tent and occasionally camped. In villages, the locals often invited us into their 
homes, allowing us to spend time with them and stay there. However, in popular cities, we mostly preferred hos-
tels where we could meet new people and engage in shared experiences.” Participant P4, who predominantly 
chooses shared accommodation services such as Airbnb, emphasised the need for personal space and 
comfort: “We usually prefer staying in Airbnb accommodations because we are people who need our own spa-
ce. Having my own space is important for conducting meetings comfortably and staying in a more convenient 
environment. Additionally, our budget allows for this choice. I have also stayed in hostels from time to time.

The results indicate that digital nomad tourists generally prefer to stay in their chosen destinations for 
one month or longer (f=7). Participant P5 described how their travel duration preferences evolved over 
time: “During my first trips abroad, I usually stayed for seven to ten days, sometimes even just two or three days 
were enough. However, now I make an effort to stay for at least a month in the places I visit. I believe this du-
ration is necessary to build deeper relationships with the local people and better understand their way of life.”
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Regarding expenditure categories, participants reported that their travel expenses were primarily al-
located to accommodation, food and beverage, activities, and transportation. Participant P2 emphasised 
the necessity of basic needs, stating: “The largest portion of my spending goes to accommodation and food 
because these are essential needs.” Similarly, P1 highlighted the significance of transportation costs, ex-
plaining: “Generally, my biggest expenses are flight tickets and accommodation. Apart from that, food costs are 
also quite high; however, the cost of activities varies depending on the destination.” Digital nomads’ preference 
for less crowded destinations, mid-range and shared accommodation options, and long-term stays neces-
sitates the adaptation of tourism infrastructure and services to align with these preferences. 

Table 3. Information about Previous Trips as a Digital Nomad Tourist

Category Theme Code Frequency Percentage (%) Theme Code Frequency Percentage (%)

Information 
about the 
undertaken 
trip

Popular 
destination

Preferred 3 30

Expenditure 
categories

Accommodation 8 40
Not preferred 7 70

Accommodation 
type

Shared 
accommodation 
services (e.g., 
Airbnb)

8 47.06 Food and 
Beverage 6 30

Mid-range 
accommodation 
establishments

9 52.94 Activity 3 15

Duration of stay

1 month or 
longer 7 70

Transportation 3 15
Less than 1 
month 3 30

Souce: Own Elaboration

The destinations visited by participants as digital nomad tourists are presented in Figure 3. Participant 
P10 shared their preference for Southeast Asia, stating: “I specifically chose Southeast Asia. Over the past 
year, I have frequently travelled to this region, and for the past year and a half, I have also been visiting Central 
Asia. I spent around six months in countries like Kyrgyzstan and Kazakhstan. Southeast Asia stands out due to 
its affordability and its vibrant 24-hour social life.” Similarly, P4 expressed a preference for visa-free desti-
nations, explaining: “In Türkiye, I have travelled to Ordu, Trabzon, and Rize. Abroad, I usually choose visa-free 
countries. For this reason, this year I preferred the Balkans and visited Serbia, Bosnia and Herzegovina, Albania, 
Kosovo, Montenegro, and North Macedonia. Later, I travelled to Asia, visiting countries such as Malaysia, Indo-
nesia, Thailand, Cambodia, Vietnam, and Sri Lanka at the beginning of 2020.” Digital nomads’ preference for 
destinations offering affordable living costs and visa convenience highlights the importance of incentivis-
ing visa policies and strategies that balance living expenses in destination management
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Figure 3. Travelled Destinations

Souce: Own Elaboration

To determine the pull factors of the destinations preferred by digital nomads, participants were asked 
about their reasons for choosing these locations. The responses are presented in Figure 4. The most 
prominent reasons include variety of activities (f=4), affordable living conditions (f=3), cultural attractive-
ness (f=2), attractiveness of natural beauty (f=2), favourable climate conditions (f=2), and ease of visa 
access (f=2).

Participant P3 described their trip as fulfilling a childhood dream, stating: “I have a passion for Asia, so I 
wanted to ride horses in Kyrgyzstan. It was a childhood dream, and I finally made it happen.” Highlighting the 
importance of low living costs, P6 shared: “I mainly prefer Europe because the flights are shorter. However, 
my second choice is definitely Asia, due to both the time zone advantage and the much more affordable living 
conditions compared to Europe.”

Since factors such as low cost of living, cultural and natural appeal, and visa convenience are decisive 
in digital nomads’ destination choices, emphasising these features in destination strategies can provide a 
competitive advantage. 
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Figure 4. The Purpose of Choosing Destinations

Souce: Own Elaboration

Information regarding how participants spend their leisure time in the destinations they travel to as 
digital nomads is presented in Figure 5. Participants primarily spend their free time exploring sightseeing 
spots (f=10), engaging in activities (f=4), meeting new people (f=3), and observing their surroundings (f=3).

Participant P4 shared their experiences, stating: “I usually go surfing. That is why I have been into surfing 
in Bali and Sri Lanka for the past few years. Besides surfing, I spend my time enjoying natural attractions, water-
falls, and hiking.” Similarly, P5 emphasised the importance of discovering new places and meeting people, 
explaining: “The main reason I travel is to see the people and lifestyles of the places I visit. I know the world 
is vast, so exploring new places and meeting new people helps me broaden my perspective.” Digital nomads’ 
preference for nature-based and socially interactive activities during their leisure time necessitates that 
destinations expand such experience offerings and integrate them into their promotional strategies.

Figure 5. Spending of Leisure Time

Souce: Own Elaboration
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Participants were asked the question: “How does being a digital nomad tourist impact individuals’ lives?” 
The responses indicate several positive effects, including providing work motivation (f=6), enhancing per-
formance (f=5), and establishing collaboration (f=3). On a psychological level, while an increase in hap-
piness (f=3) was reported, some challenges such as adaptation difficulties (f=3) and mental fatigue (f=2) 
were also noted (Table 4).

Participant P10 emphasised the sense of vitality and renewal brought by the digital nomad lifestyle, 
stating: “Being a digital nomad tourist has a highly positive impact on my work performance because I am 
constantly in motion. Meeting new people in a new country positively affects my life in every aspect.” Similarly, 
P5 highlighted the role of intrinsic motivation in shaping performance, stating: “As humans, we are not 
always happy; we go through different emotions. However, I can say that being a digital nomad significantly 
enhances my performance.” Participant P4 discussed the personal growth aspect, explaining: “Perhaps not 
physically, but mentally and spiritually, it develops my mind and personality. When I return to Türkiye, my family 
and friends notice the changes in me.” Additionally, P1 noted both the psychological benefits and mental 
exhaustion that come with digital nomadism: “It has a really positive psychological impact; it increases my 
happiness. Although it can be mentally exhausting at times, overall, the effects are positive in every way.” Lastly, 
P3 expressed how avoiding a sedentary lifestyle contributes to their happiness, stating: “It is often said that 
travellers are happier, and I completely agree. Staying in one place is against my nature; I cannot find the same 
level of joy in anything else as I do in travelling.” The positive effects of digital nomadism on work motivation, 
performance, and psychological well-being highlight the need for developing social and digital infrastruc-
tures in destinations that support the productivity of nomads.

Table 4. The Impact of being a Digital Nomad Tourist on Individuals’ Lives

Category Theme Code Frequency Percentage (%) Theme Code Frequency Percentage (%)

Impact on 
Life

Work-
Life

Providing motivation 6 37.5

Psychological

Increase in 
happiness 3 27.27Enhancing 

performance 5 31.25

Establishing 
collaboration 2 12.5 Adaptation 

difficulties 3 27.27

Risk of financial 
hardship 2 12.5 Disconnected 

relationships 2 18.18

Establishing work-
life balance 1 6.25

 Mental fatigue 2 18.18

Mental

Relaxation 1 20

Positive impact 3 60
Longing for the past 1 9.09

Staying fit 1 20

Souce: Own Elaboration

Participants were asked the question: “What are the main challenges faced while travelling as a digital 
nomad?” (Figure 6).

Among the most significant challenges, internet access emerged as an essential requirement for digital 
nomads. Participant P2 highlighted the issues related to internet connectivity, stating: “Internet access can 
sometimes be problematic; it is not always available everywhere, or the connection may not be sufficient. That 
is why I arrange my own connection while travelling. However, my expectation is that the places I visit provi-
de reliable internet access.” Additionally, visa restrictions were mentioned as a major limitation affecting 
freedom of movement. Participant P1 explained: “Visa regulations can be challenging because they directly 
impact the length of my stay. If I want to stay longer, I am often forced to change countries.” Another key issue 
was the lack of sufficient workspaces, which affects productivity. Participant P6 expressed their frustra-
tion, stating: “Not having an appropriate or sufficient workspace is one of the challenges I face when trying 
to get my work done.” This response underscores the importance of adequate working environments for 
maintaining efficiency as a digital nomad. Digital nomads’ essential needs—such as internet access, visa 
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restrictions, and lack of adequate workspaces—necessitate that destinations strengthen their digital inf-
rastructure and implement regulations suitable for long-term stays.

Figure 6. Challenges faced as a Digital Nomad Tourist

Souce: Own Elaboration

Participants were asked the question: “What are the expectations of digital nomad tourists from a des-
tination?” The results indicate that the highest-rated factors are internet quality (4.5), local culture (4.3), 
and natural attractions (4.2), suggesting that digital nomads prioritise reliable internet for work while also 
seeking cultural engagement and immersive experiences in their surroundings. Additionally, safety and 
hygiene (4.1) and the variety of restaurants and cafés (4.1) emerged as key expectations, highlighting the 
importance of a secure environment and diverse dining options. Furthermore, affordable cost of living 
(3.5) reflects a preference for budget-friendly experiences. However, factors such as local people’s foreign 
language proficiency (2.7), social media-friendly locations (2.7), and shopping opportunities (2.6) were 
ranked lower in importance compared to other expectations (Table 5).

Participant P2 outlined their primary expectations from a destination, stating: “Hygiene is a top priority 
for me. The variety of food, the quality of restaurant and hotel dining services, and the availability of activities 
and natural attractions significantly influence my destination choices. The presence of local cultural events 
also plays a role in my decision-making process. Moreover, a high-speed internet connection is essential, as 
it enables me to interact and collaborate with other travellers. Accessibility is another important factor; while 
I don’t necessarily prefer remote locations, ease of transportation to my destination is a key consideration 
for me.”Digital nomads’ expectations from destinations—such as internet quality, cultural experiences, 
natural attractions, and hygiene—necessitate prioritising these elements in destination marketing and 
infrastructure investments



Journal of Tourism, Sustainability and Well-being   301

Table 5. Participants’ Expectations from the Destination

Factors Average Factors Average

Internet Quality 4.5 Affordable cost of living 3.5

Local culture 4.3 Networking opportunities 3.4

Natural attractions 4.2 Variety of public transport options 3.4

Safety and hygiene 4.1 Hosting of international guests by the destination 3.3

Variety of restaurants/cafés 4.1 Ease of access to the destination 3.1

Interaction with other digital nomads 4.0 Beaches 3.0

Day trip opportunities 3.9 Entertainment venues 3.0

Leisure activities 3.7 Local people’s foreign language proficiency 2.7

Co-working spaces 3.7 Social media-friendly locations 2.7

Climate 3.6 Shopping opportunities 2.6

Source: Own Elaboration

5. Conclusion
This study examined the travel motivations of digital nomads based on the Push and Pull Theory. The find-
ings identified the push factors that encourage digital nomads to leave their current locations as follows:

•	 Flexibility, Pursuit of Freedom, and Escape from Monotony: The desire to work independently of a 
fixed office – preference for flexible working hours – willingness to work location-independently – 
avoidance of routine and monotonous life – inclination towards continuous new experiences.

•	 New Experiences and Exploration: Interest in discovering different cultures and meeting new peo-
ple – desire to explore various cities and countries – aspiration to experience local cultures.

•	 Psychological and Personal Development: The pursuit of happiness – sense of renewal – pursuit of 
mental well-being – desire for self-discovery – acquisition of new skills – access to personal growth 
opportunities.

•	 Work–Life Balance and Motivation: The opportunity to work with greater motivation – desire to en-
hance productivity – urge to explore inspiring and creativity-enhancing spaces.

•	 Professional Opportunities: The opportunity to establish new collaborations – chance to expand 
professional networks – ability to explore new job opportunities.

The pull factors that attract digital nomads to specific destinations have been identified as follows:
•	 Internet and Technological Infrastructure Access: Availability of high-speed and reliable internet – 

strong technological infrastructure.
•	 Co-Working Spaces and the Presence of Other Digital Nomads: Availability of co-working spaces 

– sufficient work environments for digital nomads – opportunities to work alongside other digital 
nomads.

•	 Affordable Cost of Living: Reasonable costs for accommodation, transport, and food – price–perfor-
mance ratio – availability of high living standards.

•	 Visa Facilitation and Legal Regulations: Long-term visa policies – special visa programmes for digital 
nomads.

•	 Environmental Factors and Inspiring Atmosphere: Mild and comfortable climate conditions – nat-
ural beauty and environmental attractiveness – an inspiring atmosphere shaped by art, nature, or 
urban life.

•	 Touristic Attractions and Activities: Diversity of cultural and touristic sites – experience-driven op-
portunities for adventure, nature, art, and social activities – variety of accommodation options – 
ease of access to the destination – availability of alternative public transport options.

•	 Openness of Local Communities to Interaction and Cultural Integration: Local population’s foreign 
language proficiency, hospitality, and willingness to engage socially – an environment where digital 
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nomads can integrate into the local community – a setting that is open to cultural exchange and 
diversity.

•	 Health, Hygiene, and Safety Conditions: Accessibility of healthcare services – a hygienic, safe, and 
peaceful living environment

This study examined the travel motivations of digital nomads within the framework of the Push and 
Pull Theory and identified distinctive push factors such as the desire for freedom, personal growth, psy-
chological well-being, and work–life balance. Likewise, pull factors such as high-speed internet access, 
affordable cost of living, cultural diversity, and strong digital infrastructure were found to significantly in-
fluence destination choices. These findings offer a theoretical extension of the classical Push–Pull Theory 
by illustrating its applicability to new, digitally enabled forms of mobility and tourism.

While the push–pull framework provided a clear structure for analysing motivations and destination 
factors, this study further recognises the porous boundaries and interdependencies between these cate-
gories. For example, work–life balance simultaneously acts as a push factor (driving departure from rigid 
routines) and a pull factor (attracting towards destinations that support both productivity and leisure). 
Similarly, digital infrastructure not only draws nomads (pull), but also enables the greater flexibility and 
personal development that push them from their current environments. Acknowledging these overlaps 
enriches the theoretical nuance of the Push–Pull model and better captures the hybrid nature of digital 
nomadism.

A detailed examination of the study’s findings reveals key differences between traditional tourists and 
digital nomad tourists, primarily in terms of travel purpose, travel duration, the ability to work and earn 
income while travelling, and interaction with local culture. While the travel motivations of traditional tour-
ists are often driven by curiosity, entertainment, and leisure, digital nomads approach travel as a lifestyle, 
where maintaining a work–life balance takes precedence. Reichenberger (2018) also highlights that digital 
nomads adopt a holistic lifestyle that prioritises professional, spatial, and personal freedom, aiming to 
integrate work and personal life in a balanced and fulfilling way. Another significant difference between 
these two tourist groups is the duration and timing of their travels. For traditional tourists, holidays are a 
form of leisure, during which they completely detach from work and do not integrate their professional 
lives into their travel experiences. In contrast, digital nomads continue working while travelling, allowing 
them to stay in destinations for longer periods and perceive the cities or countries they visit as temporary 
homes. This extended stay enables digital nomads to engage more deeply with local cultures. Additional-
ly, total travel duration is another key distinction. Unlike traditional tourists, digital nomads do not need 
to set aside designated holiday time for travel. Instead, they combine work and travel seamlessly, elim-
inating the need for extended breaks from their careers. This enables them to travel for longer periods 
overall. These findings align with those of Betre (2022), who similarly noted that digital nomads’ ability to 
work while travelling allows them to sustain long-term mobility.

This study highlights the key distinctions between digital nomads and traditional tourists in terms of 
travel purpose, duration, income generation, and cultural engagement, positioning digital nomadism not 
merely as a travel practice but as a holistic lifestyle. This finding aligns with Reichenberger’s (2018) chara-
cterisation of digital nomads as individuals who prioritise professional, spatial, and personal freedom. By 
demonstrating that traditional tourism frameworks inadequately capture the complexity of digital nomad 
behaviour, the study contributes theoretically to the literature on travel motivation and tourist typologies.

The study also highlights that one of the most defining differences between digital nomads and traditi-
onal tourists is their ability to generate income while travelling. Furthermore, digital nomad tourists tend 
to spend more money at their destinations than traditional tourists, with experience-based spending be-
ing a significant factor. However, since their travels are long-term, digital nomads tend to budget carefully 
and adopt a more frugal approach to expenses. Thompson (2019) also emphasised that digital nomads 
not only focus on work but also dedicate a considerable amount of time and financial resources to hob-
bies and leisure activities. Similar to the findings of Jiwasiddi et al., (2024), this study indicates that digital 
nomads tend to prefer accommodations that foster collective experiences, such as co-living spaces with 
shared workspaces. Another major distinction is their strong reliance on digital technologies, with unin-
terrupted internet access being one of their top priorities when choosing a destination. These results are 
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consistent with the findings of İli & Büyükbaykal (2023), Milošević (2020), and Prabawa & Pertiwi (2020), 
who similarly highlighted the critical role of technological accessibility for digital nomads.

This study demonstrates that one of the most fundamental distinctions between digital nomads and 
traditional tourists lies in their ability to generate income while travelling. Digital nomads tend to engage 
in experience-based spending, yet they adopt budget-conscious strategies to sustain long-term travel. 
Their preference for co-living accommodations with shared workspaces also emphasises the socio-tech-
nological nature of this lifestyle. Furthermore, their strong reliance on digital technologies—particularly 
the demand for uninterrupted internet access—highlights how technological needs significantly shape 
destination choices. These findings contribute theoretically by underlining the role of digital infrastructure 
in redefining tourism behaviour in the context of mobile work.

When it comes to destination preferences, digital nomad tourists and traditional tourists approach 
the factor of popularity differently. Traditional tourists tend to choose well-known, highly developed, and 
popular destinations, whereas digital nomads often seek less-explored, off-the-beaten-path, or less crow-
ded locations. However, digital nomads also show a tendency to favour destinations that have become 
popular due to facilities and infrastructure specifically catering to their needs.

The study findings indicate that the primary travel motivations of digital nomad tourists include ex-
ploring new places, discovering new cultures and people, gaining diverse experiences, and self-discov-
ery. These results align with several existing studies in the literature (Müller, 2016; Reichenberger, 2018; 
Thompson, 2019; Stickel, 2020; Hannonen, 2020).

Additionally, the findings reveal that travelling as a digital nomad tourist offers various advantages, 
such as flexible working conditions, the ability to travel the world without pausing one’s career, and op-
portunities to meet new people and cultures. Furthermore, this lifestyle has been found to create new 
job opportunities and enhance creativity. One of the most significant insights of the study is that the dig-
ital nomad lifestyle also presents notable challenges. The most frequently mentioned difficulty was the 
feeling of loneliness. Being constantly away from home can lead to a lack of belonging, ultimately causing 
feelings of isolation. This finding is consistent with the study conducted by Lacárcel et al. (2024), in which 
digital nomads reported struggling with loneliness due to prolonged separation from family and familiar 
social circles.

The study reveals that, unlike traditional tourists, digital nomads tend to favour less crowded, less-
er-known, and more authentic destinations, although they may also be drawn to popular locations that 
offer specialised infrastructure catering to their needs. Furthermore, their primary travel motivations—
cultural exploration, diverse experiences, and self-discovery—suggest that digital nomadism constitutes 
not merely a form of travel but a multifaceted lifestyle emphasising flexibility, creativity, and professional 
growth. However, the study also highlights significant psychological challenges, particularly feelings of 
loneliness and lack of belonging. These findings contribute theoretically by positioning digital nomadism 
as a lifestyle that necessitates a reconsideration of the balance between individual freedom and social 
connectivity in contemporary mobility patterns.

Additionally, while exploring new places and meeting new people were described as exciting aspects 
of digital nomadism, frequent adaptation to new environments can become mentally exhausting over 
time. Based on these findings, psychological and work management challenges have been identified as 
key disadvantages of the digital nomad lifestyle, including difficulties in maintaining self-discipline, lack 
of motivation, and challenges in focusing on work. In addition to these psychological and work-related 
challenges, the study highlights issues related to accessing healthcare services in certain countries and se-
curity risks as further disadvantages. Furthermore, border crossing regulations and visa procedures can 
restrict the mobility of digital nomads, complicating their travel experiences. Another critical challenge 
relates to internet access, which is a fundamental necessity for digital nomads. The need to be constantly 
connected can become an added burden. Several previous studies have identified additional challenges 
digital nomads face, including limited access to co-working spaces, noisy work environments, high accom-
modation costs, and a lack of privacy (Chevtaeva, 2021). Moreover, isolation, time zone differences, finan-
cial uncertainty, cultural barriers, limited social life, and health and safety risks have also been listed as 
common difficulties (Verma, 2023). These findings align with the studies conducted by Cook (2020, 2023) 
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and Zaki (2024), further emphasising that while digital nomadism offers unique opportunities, it also pre-
sents significant challenges that must be navigated.

To gain a deeper understanding of the push and pull factors influencing digital nomad tourists, this 
study collected detailed information about their previous travel experiences. The findings indicate that 
the data obtained from participants align with the fundamental dynamics distinguishing digital nomad 
tourists from traditional tourists. Additionally, the study found that digital nomads primarily prefer mid-
range accommodation establishments and shared accommodation alternatives. The two main reasons 
behind this preference are economic considerations and opportunities for social interaction. From an 
economic perspective, digital nomads typically plan long-term stays, making luxury hotels less financially 
viable. Instead, they opt for more cost-effective accommodation options that allow them to better man-
age their expenses over extended periods. Moreover, shared accommodations provide valuable network-
ing opportunities, enabling digital nomads to connect with individuals from diverse professional back-
grounds, build new collaborations, and expand their social and professional networks. These findings 
are consistent with the study by İli & Büyükbaykal (2023), which also revealed that digital nomads prefer 
shared accommodation due to its potential for fostering social and professional connections.

The study reveals that while exploring new places and meeting new people are cited as exciting aspects 
of the digital nomad lifestyle, the continuous need to adapt to new environments can lead to mental fa-
tigue. Psychological and work-related challenges—such as difficulties in maintaining self-discipline, loss of 
motivation, and problems with work concentration—highlight the need to evaluate digital nomadism not 
only in terms of spatial freedom but also in relation to its psychosocial sustainability. Furthermore, limited 
access to healthcare services, safety concerns, visa restrictions, and the demand for constant connectiv-
ity emerge as structural barriers that complicate mobility. In addition, the preference for mid-range and 
shared accommodation among digital nomads is driven not only by economic considerations but also by 
the desire to form social networks. These findings emphasise the multi-dimensional nature of digital no-
madism and suggest that it should be conceptualised as a layered phenomenon requiring new analytical 
categories in tourism theory.

The findings of this study indicate that affordable cost of living and visa facilitation are among the 
most significant pull factors influencing digital nomads’ destination choices. Additionally, factors such as 
diverse experience opportunities, natural beauty, climate conditions, the availability of co-working spac-
es, and opportunities to connect with other digital nomads were also highlighted as important consid-
erations. The significance of these destination selection criteria has been emphasised in several studies 
within the literature (Reichenberger, 2018; Wiranatha et al., 2020; Thompson, 2021; Mira et al., 2024). For 
destinations seeking to position themselves as digital nomad tourism hubs, understanding and catering 
to these factors is of great importance, as they play a critical role in ensuring a sustainable and productive 
digital nomad lifestyle.

Furthermore, participants’ responses regarding how they spend their free time at destinations clearly 
highlight the importance of touristic attractions. Most participants expressed that they make an effort to 
visit must-see locations and engage in experience-driven activities. The study also suggests that adopt-
ing the digital nomad lifestyle is often linked to a personal journey of self-discovery. Exploring different 
cultures and natural environments allows individuals to push their boundaries, step out of their comfort 
zones, and develop new perspectives, ultimately guiding their personal growth and transformation.

Understanding the challenges faced by digital nomads is essential for developing solution-oriented 
approaches that enhance their experience. Among the most significant barriers, participants identified in-
ternet access as the primary challenge. While this may be an expected factor, the findings clearly empha-
sise that internet availability is a non-negotiable necessity for digital nomads. This issue extends beyond 
internet infrastructure alone—accessibility and reliability must also be taken into account. Additionally, 
border protocols and visa regulations emerged as another major obstacle. Just as visa policies influence 
destination preferences, they also determine mobility restrictions for digital nomads. The findings suggest 
that countries offering visa advantages, such as ease of application and longer stay durations, are more 
attractive to digital nomads. The study also highlights the importance of co-working and, at times, isolat-
ed workspaces, reinforcing the idea that digital nomads seek environments that balance collaboration 
and focused work. Similar findings were reported by Chevtaeva (2021), who emphasised that co-working 
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spaces are highly valued by digital nomads, as they provide a sense of community, a comfortable work 
environment, convenience, and opportunities for knowledge-sharing and collaboration.

These findings demonstrate that affordable living costs, visa facilitation, strong digital infrastructure, 
and opportunities for social interaction are key determinants in digital nomads’ destination choices. Dig-
ital nomadism is revealed not merely as spatial mobility but as a lifestyle that supports personal growth 
and productivity. Moreover, addressing structural needs such as internet access, visa procedures, and 
suitable workspaces is essential for sustaining this lifestyle, requiring a multidimensional reconsideration 
of digital nomadism within tourism theory.

This study provides a comprehensive analysis of digital nomad tourists’ travel motivations, destination 
preferences, lifestyles, and challenges, highlighting their key differences from traditional tourists. The 
findings indicate that flexibility, freedom, cultural experiences, and long-term stays are among the pri-
mary motivations for digital nomads, whereas internet access, feelings of loneliness, and border-crossing 
procedures pose significant challenges. Furthermore, cost of living, digital infrastructure, climate, social 
connections, and visa facilitation were identified as critical factors influencing destination choices. The 
study’s results demonstrate that digital nomadism is not merely an individual lifestyle choice but also an 
emerging tourism trend with significant economic and social implications for destinations. Supporting 
sustainable digital nomad mobility is a strategic necessity, both for enhancing individuals’ quality of life 
and for destinations seeking to capitalise on the opportunities presented by digital nomad tourism.
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Rural homestays are one of the primary keys to immersing guests in the local way of life. With its roots in indige-
nous culture, support for local communities holds transformative potential to make it a sustainable destination. This 
study aimed to assess the sustainability of homestays and identify challenges associated with this aspect using the 
sustainability principles criterion of the ASEAN Homestay Standard Framework in Naneng Heritage Village, Tabuk 
City, Kalinga. The study is based on qualitative research methods that include a case study and thematic analysis to 
meet the objectives. Results of this study reveal that offering sustainable and research-based programs boosts the 
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1. Introduction
Given the evolving preferences of travelers, the adoption of various homestay trends has created new 
opportunities to more effectively meet guest demands. Osman and Zakaria (2020) highlight the integra-
tion of technology and social media platforms in homestay development as a means of expanding market 
reach and enhancing visibility. Additionally, the use of artificial intelligence (AI) has been incorporated into 
the design and implementation of sustainable development practices within the sector (Dehui, 2023).

In parallel, Bhuiyan (2019) and Phunnarong (2021) emphasize the importance of providing meaningful 
and engaging tourist experiences through homestay-based learning activities and organized tour pro-
grams. These initiatives contribute to more immersive cultural interactions and promote community in-
volvement in tourism.

In the Philippine context, the Department of Tourism (DOT)—the primary government agency respon-
sible for promoting tourism as a key socio-economic driver—along with local tourism offices, has increas-
ingly implemented training programs aimed at elevating the quality of homestay operations. These ef-
forts are aligned with the standards established by the Association of Southeast Asian Nations (ASEAN), 
a regional organization comprising Indonesia, Malaysia, the Philippines, Singapore, and Thailand, which 
seeks to foster political and economic cooperation and regional integration (Dagooc, 2019).

One such initiative is the Community-Based Cookery Program for the Western Tabuk Homestay Or-
ganization in Naneng Heritage Village, implemented in partnership with the City Tourism Office, the De-
partment of Tourism–Cordillera Administrative Region (DOT-CAR), and the Technical Education and Skills 
Development Authority (TESDA) (Gacuya, 2022). Naneng Heritage Village is known for its rich tradition of 
backstrap loom weaving, with many homestays offering live demonstrations. While elderly women are 
the primary practitioners of this craft, younger members of the community, including children, are active-
ly involved in preserving and continuing the tradition (Pinili, 2020).

Moreover, increasing guest demand for environmentally sustainable services has led homestay opera-
tors to prioritize sustainability over other trends (Eastern Kentucky University Online, 2023). In response, 
many have adopted sustainable practices across social, cultural, environmental, and economic dimen-
sions, despite the associated financial costs. These innovations are essential for maintaining competitive-
ness and enhancing guest satisfaction in an increasingly dynamic tourism accommodation landscape.

Conversely, sustainability remains a crucial component in the growth and long-term viability of rural 
homestays. The comprehensive integration of its dimensions—environmental, socio-cultural, and eco-
nomic—is essential for ensuring the continued relevance and resilience of these accommodations. How-
ever, not all homestay operations successfully address all facets of sustainability. Basak et al. (2021) and 
Jasrotia et al. (2022) highlight a lack of support in the socio-cultural dimension, often attributed to weak 
engagement between homestay owners and guests. In terms of economic sustainability, Joshi and Bahu-
guna (2023) point to the growing threat posed by larger accommodation establishments, such as hotels, 
in nearby areas. These establishments not only dominate the market but also limit promotional opportu-
nities for smaller homestays. Similarly, Khatter (2023) reports deficiencies in environmental sustainability, 
noting that some homestay owners remain passive or indifferent toward eco-friendly practices.

Neglecting any one of these sustainability pillars can undermine the credibility of rural homestays as 
models of sustainable tourism. In light of these challenges, the present study focuses on the intersection 
of accommodation, tourism, and sustainability. It investigates how homestays, as distinct and communi-
ty-based accommodation options, contribute to local tourism by offering authentic cultural experiences 
while advancing responsible tourism practices. By applying the ASEAN Homestay Standard Framework, 
this research aims to assess sustainability practices, identify prevailing challenges, and provide actionable 
insights to support the sustainable development of homestays within the village context.
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Figure 1. Naneng Heritage Village Location

Source: Own elaboration and Google Maps

Tabuk City is widely recognized for its rice cultivation and for meeting the ASEAN Clean Tourist City 
Standard, particularly in the areas of solid waste management, health and sanitation, and environmental 
advocacy (GMA Regional TV News, 2024). Within the city, Barangay Naneng—illustrated in Figure 1—has 
a population of 778, representing approximately 0.64% of Tabuk’s total population as of the 2020 cen-
sus (Philippine Statistics Authority, 2021). Known as “The City’s Seat of Heritage and Culture,” Naneng is 
distinguished by its historic 1920s European-inspired houses, many of which now operate as homestays 
(Naneng City of Tabuk, n.d.).

Amid the growing popularity of homestays in Tabuk City, it is increasingly important to consider the 
sustainability dimensions that support long-term viability, particularly in the context of Naneng Heritage 
Village. Existing disparities in the application and understanding of sustainability—specifically in the so-
cio-cultural, economic, and environmental dimensions—require further clarification. A comprehensive 
approach that explores the interconnections among these sustainability aspects is essential. Such an 
approach would enable Naneng Heritage Village to develop more integrated and effective sustainable 
tourism strategies aligned with both community values and broader regional goals.
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The objective of this study is to assess the sustainability of homestays and to identify the challenges 
associated with implementing sustainable practices, using the sustainability principles outlined in the 
ASEAN Homestay Standard Framework. To address this objective and cover the components of the sus-
tainability matrix, the following research questions were formulated:

1)	In what ways do homestays foster intercultural understanding and appreciation in accordance with 
the socio-cultural sustainability criteria of the ASEAN Homestay Standard?

2)	How do homestays contribute to the village’s economic growth, as defined by the economic sustain-
ability principles of the ASEAN Homestay Standard?

3)	What practices are implemented in homestays to ensure environmental sustainability based on the 
ASEAN Homestay Standard?

4)	What challenges are encountered in achieving a balance among the socio-cultural, economic, and 
environmental dimensions of sustainability in homestay management?

Moreover, as part of its objectives, the study aimed to recommend sustainable development programs 
for Naneng Heritage Village in Tabuk City, Kalinga. Upon achieving its primary objectives, the research also 
fulfilled the following purpose:

1)	Provided homestay owners with actionable recommendations to enhance the overall guest experi-
ence, facilitate intercultural exchange, and promote sustainable tourism and economic growth with-
in the local community.

2)	Served as a valuable guide for the local government unit (LGU), the City Tourism Office, and the 
Provincial Tourism Office of Tabuk City in advancing homestay accommodations as a key driver of 
tourism in the province.

3)	Contributed to the enrichment and expansion of Tabuk’s homestay sector by examining the gap 
between actual guest satisfaction and the level of development aligned with sustainability principles.

4)	Offered insights significant to future researchers in defining and assessing homestay sustainabili-
ty, particularly concerning the continued development of Naneng Heritage Village as a recognized 
homestay destination.

2. Literature Review

2.1 Homestay in the Philippines
A homestay refers to a form of accommodation that originates from private residences, where household 
facilities are upgraded to accommodate tourists seeking lodging. Beyond providing shelter, homestays 
offer a unique cultural learning experience. Tourists live under the same roof as local residents, observe 
and participate in daily routines, and gain firsthand insights into the community’s way of life (Demolingo 
et al., 2021). The expansion of such arrangements across various destinations has led to the emergence 
of homestay tourism as a distinct niche within the broader service industry. Homestay tourism is charac-
terized by personalized hospitality and an emphasis on understanding guest needs—factors that signif-
icantly influence tourist satisfaction and loyalty (Si & Bang, 2019). Unlike conventional accommodation, 
homestays provide a more authentic and meaningful experience, marked by genuine interaction and 
cultural immersion. As this tourism model gains momentum, it contributes positively to local economies 
by fostering entrepreneurship and supporting sustainable tourism development initiatives.

The homestay sector plays a pivotal role in improving the socioeconomic conditions of rural commu-
nities, particularly through community-based tourism, as emphasized by Zamzuki et al. (2023). This aligns 
with broader discourses on the intersection of homestay, tourism, and sustainability. Jasrotia et al. (2024) 
argue that sustainability across environmental, social, cultural, and economic dimensions enhances tour-
ist satisfaction and encourages repeat visitation. While economic sustainability may not directly influence 
tourist satisfaction, the attitude and involvement of the local community serve as a critical moderating 
factor. This underscores the necessity for homestay operators to invest in sustainable practices—such 
as fostering community participation and preserving local traditions—to increase visitor satisfaction and 
promote long-term engagement.
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Tabuk City, the capital of Kalinga Province, is widely recognized for its rice cultivation and is regarded 
as the regional agro-industrial center of the Cordillera Administrative Region. The city has received com-
mendation from the Association of Southeast Asian Nations (ASEAN) for meeting the ASEAN Clean Tourist 
City Standard, which acknowledges efforts in solid waste management, health and sanitation, public safe-
ty, disaster risk reduction, environmental advocacy, and tourism service quality (GMA Regional TV News, 
2024). Within Tabuk, Barangay Naneng had a population of 778 as of the 2020 Census, representing ap-
proximately 0.64% of the city’s total population (Philippine Statistics Authority, 2021). Officially referred 
to as “The City’s Seat of Heritage and Culture,” Naneng is notable for its vintage 1920s European-inspired 
architecture, which now serves as homestay accommodations. The barangay is also known as the birth-
place of “Inabel” weaving, a traditional textile deeply rooted in local heritage (Naneng City of Tabuk, n.d.).

Naneng Heritage Village and the surrounding rice terraces offer visitors a window into the past, featur-
ing traditional houses known as Ginitob, many of which were constructed prior to World War II by Belgian 
carpenters. At the center of the village stands the Saint Joseph Parish, built in 1927, further contributing to 
Naneng’s historical and cultural significance. In recognition of its heritage value, the local government has 
proposed an ordinance aimed at preserving the village as a cultural landmark (Hernando, 2024).

Furthermore, Naneng represents a vital aspect of the region’s heritage and serves as a significant 
cultural stronghold within Tabuk’s rich socio-cultural landscape. As Villareal (2023) notes, homestays are 
among the most effective ways to understand and experience the local way of life. In this context, the 
homestays in Naneng Heritage Village promote authentic cultural experiences, allowing visitors to engage 
directly with local traditions and practices.

Homestay programs across the Cordillera Administrative Region (CAR) of the Philippines emphasize 
the dual function of cultural exchange and tourist accommodation (Dacles et al., 2018). One notable ap-
plication is cultural immersion, where tourists and student visitors stay with local families for a designated 
period. While primarily a form of accommodation, this arrangement facilitates a deeper level of cultural 
engagement, as guests become immersed in the daily lives, customs, cuisine, and indigenous practices of 
the host community. Moreover, homestays in CAR contribute to local economic development by providing 
households with an additional source of income—particularly valuable in rural areas where formal em-
ployment opportunities are limited. Given the region’s abundance of natural beauty and cultural richness, 
the homestay program has emerged as a strategic approach to promoting sustainable tourism. By fos-
tering intercultural understanding and generating economic opportunities, homestays in CAR exemplify a 
community-based tourism model rooted in sustainability and cultural preservation.

2.2 Trends in Homestay Tourism
Previous studies have identified several emerging trends and techniques in homestay development aimed 
at meeting evolving guest preferences and expectations, particularly through the integration of technol-
ogy and social media platforms. Osman and Zakaria (2020) found that homestay providers effectively 
utilize social media to promote their businesses to a wider audience and facilitate seamless online trans-
actions. Complementing this, Dehui (2023) explored the innovative application of artificial intelligence 
(AI) in homestay design, emphasizing its role in creating comfortable and functional spaces. AI supports 
eco-friendly design principles by incorporating sustainable materials and technologies that maximize en-
ergy efficiency and encourage conservation practices among tourists. This commitment to environmental 
sustainability not only reduces the ecological footprint of homestays but also enhances customer loyalty 
and satisfaction. The integration of social media and AI into homestay operations has improved design 
quality and enabled more personalized guest experiences, thereby increasing the competitiveness of 
homestays in the tourism market.

Additionally, many homestay owners offer educational activities and tours to provide visitors with en-
gaging and immersive experiences. Phunnarong (2021) highlights that such programs significantly in-
fluence the success of homestays by attracting more tourists to local communities. Examples include 
storytelling sessions, demonstrations, cultural performances, and guided tours focusing on rice farming, 
fishing, fruit orchard cultivation, handicrafts, historical sites, and community heritage. Bhuiyan (2019) 
further underscores the importance of cultural education through festivals, traditional events, and artistic 
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expressions. These learning activities not only enrich the visitor experience but also play a crucial role in 
preserving and revitalizing local culture, thereby enhancing the overall value of the homestay offering.

A notable trend in the Philippines’ homestay industry is the increasing implementation of training 
programs for homestay owners, led by the Department of Tourism (DOT) and local tourism offices, to en-
hance the quality of accommodation services offered to guests. In Tabuk City, a growing focus has been 
placed on providing authentic experiences that immerse visitors in the local way of life, foster a hospitable 
atmosphere, and showcase regional cuisine. For instance, the City Tourism Office (CTO), in collaboration 
with DOT-Cordillera Administrative Region (DOT-CAR) and the Technical Education and Skills Develop-
ment Authority (TESDA), initiated a community-based cookery program for the Western Tabuk Homestay 
Organization of Naneng Heritage Village (Gacuya, 2022). Beyond culinary experiences, Naneng Heritage 
Village is renowned for its traditional weavers, and many homes offer demonstrations of backstrap loom 
weaving, allowing guests to observe this cultural craft firsthand (Pinili, 2020). These initiatives seek to ele-
vate the Philippine homestay program to meet the esteemed standards set by the Association of South-
east Asian Nations (ASEAN) (Dagooc, 2019), ensuring guests enjoy exceptional and culturally immersive 
stays. 

In addition to these localized efforts, broader trends in homestay development include the integration 
of technology and social media to better accommodate evolving guest preferences. Osman and Zakaria 
(2020) found that homestay providers actively utilize social media platforms to promote their businesses 
to wider audiences and facilitate seamless online transactions. Complementing this, Dehui (2023) ex-
amined the innovative use of artificial intelligence (AI) in homestay design, highlighting AI’s role in cre-
ating comfortable and functional spaces through eco-friendly materials and energy-efficient technolo-
gies. These sustainable design practices reduce the environmental impact of homestays while enhancing 
customer satisfaction and loyalty. The adoption of social media and AI technologies not only improves 
homestay operations but also offers personalized experiences, thereby increasing the appeal and com-
petitiveness of homestays in the tourism sector.

Another important approach employed by homestay owners is the provision of educational activities 
and tours designed to offer tourists engaging and immersive experiences. Phunnarong (2021) identified 
that the success of homestays is influenced by such programs, which can attract more visitors to lo-
cal communities. These activities often include storytelling, cultural demonstrations, performances, and 
tours involving traditional practices such as rice farming, fishing, fruit orchard cultivation, handicrafts, 
visits to historical sites, and learning about community history. Bhuiyan (2019) further supports this view 
by emphasizing the importance of educational initiatives that promote cultural awareness through festi-
vals, traditional events, and the arts. Collectively, these learning experiences curated by host families are 
integral to the overall homestay offering, enhancing visitor engagement while preserving and revitalizing 
local cultural heritage.

In the Philippines, a notable trend in the homestay industry is the increasing implementation of train-
ing programs for homestay owners, spearheaded by the Department of Tourism (DOT) and local tourism 
offices, to improve the quality of accommodation and guest services. In Tabuk City, this has manifested in 
efforts to provide authentic experiences that immerse guests in the local way of life, create a welcoming 
atmosphere, and showcase regional cuisine. For example, the City Tourism Office (CTO), in collaboration 
with DOT-Cordillera Administrative Region (DOT-CAR) and the Technical Education and Skills Development 
Authority (TESDA), launched a community-based cookery program for the Western Tabuk Homestay Or-
ganization of Naneng Heritage Village (Gacuya, 2022). Beyond culinary initiatives, Naneng Heritage Village 
is also known for its skilled traditional weavers, with many homes offering demonstrations of backstrap 
loom weaving for visitors (Pinili, 2020). These combined efforts aim to elevate the Philippine homestay 
program to meet the high standards set by the Association of Southeast Asian Nations (ASEAN) (Dagooc, 
2019), ensuring that guests enjoy exceptional and culturally rich experiences.

2.3 Sustainability for Homestay and its Challenges
Homestays are experiencing significant growth and hold promising potential within the tourism industry. 
To ensure their long-term development, sustainability efforts must adopt a comprehensive approach that 
addresses all dimensions—economic, socio-cultural, and environmental—rather than focusing on a sin-
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gle facet (Janjua et al., 2021). However, achieving this holistic sustainability remains challenging, as various 
issues persist across these interconnected aspects in many homestay operations.

2.3.1 Economic Aspect of Homestay
Homestays cultivated an excellent doorway for income and employment for the local community, fos-
tering economic growth. Zamzuki et al. (2023) note that the homestay industry is a catalyst for uplifting 
the rural communities’ socioeconomic condition by providing investment opportunities for the growth of 
homestays. Indeed, income was a primary motivator for hosts to connect and engage in this industry, see-
ing it as an opportunity to increase their earnings. Conversely, tourist expenditure was one of the mon-
ey-generating factors that significantly added to that contention and homestay development. Revenue 
generated from tourist expenditure is used to maintain and improve the appearance and services offered 
by this industry (Thapa, 2021), noting its valuable contribution to the community and quality improvement 
of homestays, which tourists will also benefit from.

 Conversely, homestay operators in rural communities frequently rely significantly on outside assis-
tance from the government (Lim & Lee, 2019). They needed cooperation regarding the adequate funds 
required to cover the expenses of homestay operators, such as facilities. Thus, collaboration and assis-
tance from the government are paramount because cases of inadequate amenities may not satisfy the 
needs and expectations of tourists. This is supported by Woli’s (2022) study, stating that the government 
must provide sufficient and satisfactory infrastructures, facilities, and even public awareness through ed-
ucation and training programs to empower visitors and operators.

2.3.2 Socio-cultural Aspect of Homestay
The socio-cultural dimension of sustainability centers on the interactions, behaviors, beliefs, and overall 
quality of life of homestay hosts and guests. Thapa (2023) observed that rural communities in Nepal have 
gained improved access to essential services such as better food, healthcare, education, and clothing 
through homestay tourism, which also strengthened social networks and community awareness, creating 
household opportunities. In Sirubari Village, daily cultural programs hosted by homestays actively engage 
tourists, fostering cultural preservation and enhancing the authenticity of the visitor experience (Bhandari 
et al., 2022). This integration of local traditions not only sustains the cultural essence of homestays but 
also serves as a key tourist attraction.

Community participation plays a crucial role in sustaining homestays, with the quality of host-guest 
interactions significantly influencing tourist satisfaction and cultural value recognition (Rabu et al., 2020). 
Such engagement encourages dialogue and raises awareness of local heritage. However, communica-
tion barriers remain a significant challenge. Meunchong (2023) highlights that many homestay operators 
struggle with English proficiency, hindering effective communication with international tourists, leading to 
misunderstandings, guest dissatisfaction, and limitations in service delivery.

2.3.3 Environmental Aspect of Homestay
The environmental dimension of homestay sustainability is critical, as the majority of homestay opera-
tions, services, and products depend heavily on natural resources (Pasanchay & Schott, 2021). Therefore, 
implementing environmentally responsible practices is essential both to protect and preserve these re-
sources and to attract eco-conscious guests. Several homestay communities have integrated such practic-
es into their operations, recognizing their importance for sustainability and long-term development. For 
instance, Nglanggeran Tourism Village in Yogyakarta, Indonesia, enforces a code of conduct that discour-
ages tourists from participating in activities harmful to the environment (Wahyuni & Faisal, 2019). Other 
communities have promoted recycling, bulk purchasing, and reuse as key components of their environ-
mental initiatives (Kour & Jasrotia, 2022; Zamzuki et al., 2023). Homestays adopting these practices have 
reported positive impacts on customer experience, which in turn enhances guest satisfaction (Moliner et 
al., 2019; Agyeiwaah, 2019). However, challenges remain; for example, some homestay owners in the Kod-
agu District of Karnataka perceive homestay tourism as having a negative environmental impact (Nirmala, 
2021). These findings suggest that while environmental measures are being adopted, ongoing attention 
and action are necessary to address emerging issues and ensure sustainable development.
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2.4 Homestay Requirements and Standards

2.4.1 DOT Homestay Standard
The Department of Tourism (DOT) accreditation enhances the credibility of homestay businesses by 
demonstrating compliance with established standards and a commitment to delivering quality services to 
guests. A DOT certification signifies that a homestay meets the minimum operational and service require-
ments within the tourism industry. According to DOT (2022), accreditation is categorized into three levels: 
basic registration, regular accreditation, and premium accreditation. Table 1 below outlines the specific 
requirements for each accreditation level (DOT, n.d.).

Table 1. The DOT Standards and Regulations - Accreditation Section

Homestays

Basic Accreditation Regular Accreditation Premium Accreditation

Not Applicable

Valid Mayor’s Permit
Proof of attendance to a Homestay Training conducted by DOT or DOT-

accredited training institutions within the last two (2) years prior to 
application for accreditation

Contract between the unit owner 
and property management 

allowing such unit to be utilized for 
commercial purposes (for individual 

condominium units only)
Recognitions / Awards fromlocal, 
national, or international award 

giving bodies (government or private 
institutions)

Membership to LGU-registered 
Homestay Association

Source: Department of Tourism - Accreditation Section

3. Theoretical Framework

3.1 ASEAN Homestay Standard
 Wahyuni and Faisal (2019) highlight that a homestay’s potential success depends on factors such as com-
munity involvement, homestay capacity, official registration, marketing integration, and hygiene stand-
ards. They argue that the ASEAN Homestay Standard offers a comprehensive framework that ASEAN 
member states can adopt. Among the criteria provided, Criterion 9, as presented in Table 2, which focuses 
on sustainability principles, served as the primary framework for this study’s assessment of homestay 
sustainability in Naneng Heritage Village. The distribution of requirements under each sub-criterion fol-
lows the guidelines outlined in the ASEAN Homestay Standard. 

Table 2. Criteria No. 9 of ASEAN Homestay Standard

Criteria Sub-criteria Nº of Requirement

Sustainability Principles

Economic Sustainability 8

Environmental Sustainability 6

Sociocultural Sustainability 4

Source: ASEAN Homestay Standard - Criteria Section
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4. Methodological Framework
This research employed the aforementioned framework to evaluate the sustainability of homestays in 
Naneng Heritage Village and to identify associated challenges. 

Figure 2. The Study’s Methodological Framework

Source: Own Elaboration

The study focused on the socio-cultural, environmental, and economic dimensions of sustainabili-
ty, examining specific factors within each category. The framework provided a comprehensive basis for 
analyzing these challenges and for recommending programs to enhance the long-term sustainability of 
homestays in Naneng Heritage Village.

5. Design
This study employed a case study approach, a practical and widely used method within the qualitative 
research paradigm. As noted by Hennink et al. (2020) and Busetto et al. (2020), qualitative methods allow 
researchers to explore participants’ perspectives deeply, understand their concerns, and interpret the 
meanings they assign to events or phenomena through narrative data rather than numerical analysis. 
In this context, the case study approach facilitated an in-depth understanding of the views of various 
stakeholders regarding the sustainability of homestays in the research site, thereby aligning well with the 
study’s objectives.

Furthermore, the case study design enabled the researchers to conduct a detailed investigation of spe-
cific programs, events, or activities involving one or more individuals. This approach is especially suited for 
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research questions centered around “how,” “what,” and “why” (Priya, 2020; Coombs, 2022). By adopting 
this method, the researchers gained valuable insights into stakeholders’ positions within the framework 
guiding this study, capturing nuanced perspectives that other methodologies might not have revealed.

5.1 Selection and Study Site
The study’s participants were individuals who own and operate homestays in Naneng Heritage Village, 
Tabuk City, Kalinga. Using purposive sampling—a method for selecting participants based on their rele-
vant knowledge and experience (Maggino, 2023)—the researchers identified 14 active homestay owners 
in the village. Gender was not a selection criterion. Participants were at least 25 years old, consistent 
with OECD Data (2023) defining prime working age as 25 to 54 years. Additionally, each had operated 
their homestay for a minimum of five years, following Dhliwayo’s (2021) findings that businesses surviv-
ing beyond five years are more likely to achieve qualitative growth and enhanced credibility. According 
to the Department of Tourism’s (n.d.) accreditation guidelines, participants were also required to have 
completed a homestay training program. All participants were members of the Western Tabuk Homestay 
Organization.

The research was conducted in Naneng Heritage Village, one of the oldest villages in Kalinga Province 
and known for preserving traditional backstrap weaving (Go, 2023). The village is officially recognized as 
‘The City’s Seat of Heritage and Culture’ due to its vintage European-inspired houses built in the 1920s 
using native materials such as Narra, Guijo, and Lauan (Development of the City and the Environment, 
n.d.). Naneng also offers Department of Tourism-accredited homestays managed by the Western Tabuk 
Homestay Organization, which oversees homestay operations in the village. 

5.2 Data Measure
The researchers employed in-depth interviews as the primary data collection method. In-depth interviews 
involve conducting one-on-one conversations with selected participants to elicit detailed information (De 
La Hera Gomez, 2024). As Rutledge and Hogg (2020) explain, this method aims to uncover participants’ 
emotions, perspectives, and experiences, as well as the personal significance they attach to the research 
topic. To facilitate openness and rich dialogue, the researchers encouraged participants to freely express 
their thoughts and reasoning. This approach proved valuable for the qualitative study, providing compre-
hensive insights into the lived experiences of homestay owners in Naneng Heritage Village, Tabuk City, 
Kalinga, and aligning with the study’s objectives.

5.3 Data Collection Procedure
During the fieldwork, the researchers conducted in-depth interviews with participants, each lasting be-
tween 20 to 40 minutes. The interviews were guided by the research questions developed by the re-
searchers and approved by the research adviser. Audio recordings were made to accurately capture the 
participants’ responses for later transcription and analysis.

5.4 Ethical Consideration

5.4.1 Informed Consent
The researchers provided participants with clear and comprehensive information regarding the study’s 
objectives, procedures, potential risks, and benefits. This transparency ensured that participants were 
fully informed and could make an autonomous decision about their participation. They were also assured 
that they could withdraw from the study at any time without facing any negative consequences.

5.4.2 Confidentiality and Anonymity
The researchers strictly adhered to the Data Privacy Act of 2012 (RA 10173), ensuring that all information 
provided by participants remained confidential and was used exclusively for academic purposes. To fur-
ther protect the participants’ identities, codes or pseudonyms were employed in place of their real names 
in all research data.
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5.4.3 Transparency
To ensure the credibility and consistency of the findings, the researchers kept the participants informed 
about the progress of the study. After data collection, participants were given copies of their responses, 
the questionnaire, interview transcripts, and a summary of the data analysis. This process helped prevent 
misinterpretation of the data and safeguarded against falsification of findings.

5.5 Data Explicitation / Mode of Analysis
To gain a comprehensive understanding of homestay operators’ experiences with sustainability and the 
challenges they faced, the researchers employed thematic analysis. This approach involved grouping data 
according to themes that directly emerged from the research questions. As Caulfield (2019) explains, the-
matic analysis carefully examines data to identify common ideas, revealing people’s views, opinions, and 
experiences, which were thematically transcribed and interpreted in this study. Specifically, the research 
utilized a mixed development analysis approach—starting with an existing framework to develop ques-
tions, then collecting and analyzing data, and finally refining the framework based on the findings (Ho & 
Limpaecher, 2024).

Furthermore, the researchers applied the methodological framework, grounded in the ASEAN 
Homestay Standard and focused on the three sustainability dimensions, to analyze the findings. This 
alignment allowed for systematic categorization and interpretation of results within the economic, so-
cio-cultural, and environmental sustainability aspects. By mapping the reported challenges within this 
framework, the study provided a thorough understanding of strengths and gaps in homestay opera-
tions, which informed targeted recommendations for enhancing the overall sustainability of homestays 
in Naneng Heritage Village.

Table 3. Thematic Analysis

Socio-Cultural Aspect Environmental Aspect Economic Aspect

Categories Theme Categories Theme Categories Theme

Cultural Preservation Kamalayan 
(Awareness)

Environmental 
Responsibility

Gampanin (Role) Income Generator Agapay (Support)

Community Engagement Environmental Programs Job Creation

Homestay Rules and 
Regulation Community Support

LGU Support Locally-sourced Produce 
and Items

LGU Protocol Local Businesses

Cultural and Heritage 
Showcase Supplemental Revenue

Challenges Sustainable Program

Categories Theme Categories Theme

Homestay Challenges Limitasyon 
(Limitations)

Holistic Homestay Value Integrasyon 
(Integration)

Lack of Support 
(economic aspect)

Livelihood Training 
Programs

Lack of Homestay 
Regulation (socio) Homestay Preservation

Seasonal Income Local Tourism Promotion

Lack of Income Local Tourism 
Infrastructure
Local Community 
Knowledge in Homestay 
Management

Source: Own Elaboration
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6. Findings
Following the analysis of insights gathered from homestay owners during the data collection process, the 
researchers conceptualized the Kalinga sa Tahanan: A Homestay Sustainability Framework. This frame-
work is anchored in Criterion 9 of the ASEAN Homestay Standard, which focuses on the sustainable de-
velopment of homestays. It is specifically designed to support the sustainability of homestays in Naneng 
Heritage Village, Tabuk City, Kalinga.

Figure 3. The Kalinga sa Tahanan: A Homestay Sustainability Framework

Source: Own Elaboration

The framework highlights five (5) fundamental themes:
1)	Kamalayan (Awareness) – Reflects the homestay owners’ awareness and efforts to educate locals on 

the importance of preserving their culture, heritage, and history.
2)	Agapay (Support) – Emphasizes the role of homestays in generating income and creating employ-

ment opportunities within the community.
3)	Gampanin (Role) – Covers the responsibilities and initiatives undertaken by locals and homestay 

owners to promote environmental sustainability.
4)	Limitasyon (Limitation) – Identifies the challenges faced by homestay owners in managing their op-

erations effectively.
5)	Integrasyon (Integration) – Represents the need to integrate all aspects of sustainable development—

socio-cultural, economic, and environmental—into a cohesive and viable sustainability program.

This localized framework offers a holistic approach to improving the sustainability of homestay opera-
tions, rooted in both community values and regional development standards.

6.1 Kamalayan
Theme 1: Kamalayan (Awareness) refers to the consciousness and proactive efforts of homestay owners in 
ensuring that the local community remains educated about the significance of preserving its culture, her-
itage, and history. This awareness contributes directly to achieving socio-cultural sustainability and long-
term success in homestay operations. Cultural preservation within the homestay context often manifests 



Journal of Tourism, Sustainability and Well-being   321

through the deliberate showcasing of traditions, practices, and heritage—allowing both current and future 
generations, as well as guests, to understand and appreciate the local identity. A homestay owner shared:

“The children, it started with the children, they are taught about cultural dance, tradition and 
everything. Every time tourists visit the village, they perform and show them the cultural tradi-
tions.” (KI #1)

In this aspect, it is also vital to inform guests about the importance of respecting local customs and 
observing appropriate behavior during their stay. This responsibility forms another crucial dimension of 
cultural preservation. Homestay owners often implement house rules or follow protocols established by 
the local government unit (LGU) to guide guest conduct and ensure the safeguarding of local traditions 
and social norms. These guidelines help foster mutual respect and cultural understanding between hosts 
and visitors, reinforcing the role of homestays not just as lodging facilities, but as platforms for immersive 
and responsible tourism. Through these practices, homestays contribute meaningfully to the transmis-
sion and protection of intangible cultural heritage within the community:

“We’re open, but when it comes to household goods, they are allowed to use them. However, for 
example, the tapis, the tourists are not allowed to disrespect how we use and wear them.” (KI #3)

Moreover, community engagement and local government support in preserving culture and tradition 
are essential components of socio-cultural sustainability. As one mentioned:

“When it comes to preserving the culture, they do contests. Mostly because I am our school’s 
dance troupe coordinator; that’s why when tourists visit the village, the LGU funds it and gives 
financial support through tourism. They provide funds, and the children will present our culture 
to the tourists.” (KI #3) 

6.2 Agapay
Theme 2: Agapay (Support) highlights the critical role of sustained assistance in ensuring the efficient op-
eration and long-term viability of homestays. Adequate support and access to resources are essential for 
homestay operators to manage their businesses effectively. This theme underscores the economic signif-
icance of homestays, particularly in generating income and creating employment opportunities within the 
community. It reflects the value of collaborative support, illustrating how homestays contribute positively 
by offering financial assistance, fostering job creation, and strengthening social ties. Homestay owners 
benefit from substantial earnings, which enable them to sustain their operations, while also providing 
livelihood opportunities for local residents—ultimately helping to reduce unemployment and promote 
economic stability in the community: 

“A lot. Because first of all, it’s income. Second, we help young mothers. Because other are un-
employed. At the same time, we use it at home to buy soap, zonrox, cleaning supplies for the 
hourse, to help others, and then somehow, the children, and for house maintenance.” (KI #1) 

Moreover, homestay owners demonstrate their support by donating a portion of their income during 
times of crisis, such as natural disasters. When fellow homestay operators face shortages or lack essential 
resources, they also engage in resource pooling to provide mutual assistance A homestay owner shared 
that: 

“In a form of donations, for example, “hey, we have visitors! Please donate something like this” 
or when I need help, solidarity, it is!” (KI #8) 

Another form of community support is evident in how homestay owners assist one another by promot-
ing and recommending fellow homestay businesses to tourists. As shared by a homestay owner:  

“Yes, we have. There is Madam Ethel’s. And our weavers, they also sell.” (KI #3)
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6.3 Gampanin
Theme 3: Gampanin (Role) focuses on the diverse responsibilities and initiatives undertaken by the resi-
dents and homestay owners of Naneng Heritage Village in pursuit of environmental sustainability. Com-
munity members actively collaborate in activities such as proper waste management, clean-up drives, and 
tree-planting efforts. They comply with barangay ordinances aimed at protecting the local environment 
and take part in educating visitors about their environmental initiatives. Through these collective actions, 
they cultivate a strong sense of responsibility and environmental stewardship within the community. A 
participant shared:

“We have clean-up drives, tree planting, and the barangay clean-up drive every quarter or at the 
end of the month...We usually do tree planting during October...We also inform parents when 
their children are going to events. Especially when the visitors are children, we need to tell them 
the rules, but if it’s others, they already know.”  (KI #8) 

Furthermore, the local government unit (LGU) actively participates in various initiatives aimed at clean-
ing and preserving the environment in Naneng Heritage Village. They support the community by strength-
ening and enhancing local environmental efforts. As shared by a participant:

“But the barangay also helps with cleaning, and so does the LGU, because there are government 
employees here, like Ma’am Reyna, who keep the area clean. There are two cleaners assigned by 
the LGU who are tasked with helping the barangay.” (KI #14) 

In addition to helping maintain the natural surroundings of Naneng Heritage Village, some homestay 
owners implement cleanliness regulations for their visitors, while others do not consistently enforce such 
measures. One owner who established rules regarding cleanliness has shared that:

“Yes, because sometimes those who come here don’t dispose of trash properly, so it’s necessary 
to have the right trash cans. Especially for plastic bottles.” (KI #2) 

6.4 Limitasyon
Theme 4: Limitasyon (Limitation) highlights the challenges faced by homestay owners in managing their 
operations. However, these challenges are not simply barriers; they represent opportunities for growth 
and development. Rather than constraining homestay owners, these difficulties motivate them to focus 
on devising strategic solutions. Common challenges include inadequate preparation for visitors, meeting 
tourists’ expectations, and navigating cultural and language barriers. Some homestay owners shared the 
following statements:

“The problem is, the actual, is when visitors suddenly arrive without any preparation. The kind 
where they just show up, is it possible, “is there a homestay here?” Something that’s immediate. 
Of course, we’re not prepared for that.” (KI #1)

“Yes, of course, some of our visitors don’t understand us, sometimes they speak English, right? 
It’ll just through actions...and there are foreigners who don’t understand English, so they strug-
gle, which is why we communicate through actions!” (KI #8)

Homestay owners encounter several structural challenges that affect the integrity of their properties. 
Common issues include termite infestations, which compromise wooden structures, as well as the natural 
deterioration of infrastructure caused by aging and inadequate maintenance. Additionally, the frequent 
threat of typhoons poses a significant risk, often resulting in damage to the exterior of homestays. Some 
participants pointed out these concerns, stating that:

“Sometimes, of course, it gets slow, and the house gets neglected, especially when the owner 
doesn’t stay there often. It is infested like that.” (KI #2)
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“Especially during the rainy season, there are leaks that aren’t visible or aren’t fixed, so it gets 
damaged.” (KI #8)

In relation to homestay operations, some owners face water shortages that disrupt their day-to-day 
functions. One shared experience mentioned that:

“We lack water source... Because if many people are doing homestays, our water source won’t 
be enough.” (KI #6)

Moreover, some homestay owners experience challenges in securing support from the local govern-
ment unit (LGU) for funding or financing their operations, while others report receiving assistance. Fund-
ing is particularly needed for restoration and maintenance of their properties. When asked about the 
assistance received from the LGU, those who feel unsupported disagreed, stating that:

“There is nothing yet regarding homestays. Despite the number of people who come here, na-
tional agencies haven’t given anything yet.” (KI #7)

“There is no fund for construction.” (KI #6)

In addition to these challenges, homestay owners experience seasonal fluctuations in income, as their 
operations depend heavily on tourist arrivals. They also face financial strain when earnings are redirected 
to cover expenses incurred in providing services to tourists, often resulting in insufficient net revenue. 
Some homestay owners have shared that:

“So when we offered homestay, it was minimal. It was just enough to buy food for them, and it 
didn’t feel like we had any income.” (KI #3)

“Lacking finances since there are no tourists.” (KI #12) 

6.5 Integrasyon
Theme 5: Integrasyon (Integration) emphasizes the importance of synthesizing all aspects of sustainable 
development to overcome challenges and ensure the success and longevity of homestay operations. Cen-
tral to this process is understanding the holistic values of homestay owners, which is crucial for designing 
sustainable programs that address all relevant facets and are tailored to the specific nature of their op-
erations. Such an approach empowers homestay owners to implement initiatives they consider essential 
for the enduring viability of their businesses. Some homestay owners shared the following:

“We learn to mingle with people. We learn to make friends. It’s like this.” (KI #1)

“Homestay is important. Especially for me, when there isn’t much income, at least during the 
season there are [tourists].” (KI #2)

Considering this, homestay owners are well-positioned to recommend viable and sustainable pro-
grams tailored to their needs. Fundamentally, the sustainability of a homestay depends on its physical 
structure; without an intact and functional facility, the accommodation cannot serve its guests, undermin-
ing the viability of the entire operation. One homestay operator shared their cumulative call to action for 
homestay maintenance: 

“Restoration of the houses, the heritage village. Many people came here, national agencies, they 
said...Let’s expand in 10 years but they’re not coming back. Because it’s difficult for us to be alone 
because there must be a strong official.” (KI #7)
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Moreover, livelihood training programs and the integration of local community knowledge in homestay 
management are essential for providing guests with a meaningful and authentic experience. These pro-
grams also support homestay owners by offering alternative sources of income during the off-season.

They stated that:

“Maybe seminars, how to mingle. Seminars on how to prepare. How to entertain visitors, semi-
nars on how to cook food. Trainings, of course finance, fundings for purchasing things they need 
like foods, materials that visitors really need.” (KI #8)

“What would it be like if there weren’t so many people [tourists], I hope it’s for livelihood...” (KI #2)

Lastly, promoting local tourism and developing tourism infrastructure are crucial for enabling homestay 
owners to operate efficiently and meet guests’ expectations. Such initiatives not only enhance the overall 
guest experience but also highlight the potential of homestays as an alternative form of accommodation. 
This, in turn, can increase homestay owners’ income while raising tourist awareness of diverse lodging 
options. They suggested that:

“I think there’s still a lack of equipment, there should be a museum. We have a museum there at 
elem but it was only used for the DepEd contest.”  (KI #3)

“I hope the weaving can be helped. Weaving center, ma’am.” (KI #6)

7. Discussion

7.1 Theoretical and Practical Implications
The theme Kamalayan (Awareness) traces the socio-cultural dimension of sustainability. It reflects 
homestay owners’ recognition of the importance of educating the community and informing both Filipino 
and foreign tourists about the local culture in Naneng Heritage Village. However, Meunchong (2023) notes 
that limited communication skills and inadequate English proficiency often lead to miscommunication 
and guest dissatisfaction. Despite these challenges, homestay owners demonstrate considerable effort to 
engage effectively with guests—especially foreigners—through gestures, body language, and cultural dis-
plays. These strategies foster host-guest relationships and ensure that visitors gain insight into the local 
culture. Engaging tourists in this manner is vital for the sustainability of homestays, as it promotes cultural 
recognition and raises awareness through meaningful interactions (Rabu et al., 2020).

From a practical standpoint, Kamalayan is enacted through cultural activities conducted within each 
homestay, such as traditional dances, the preparation and sharing of indigenous dishes, and artistic pres-
entations. These cultural expressions entice guests and encourage interaction between operators and 
visitors (Bhandari et al., 2022). Such cultural movements motivate homestay operators to strengthen their 
commitment to preserving heritage by enhancing tourists’ understanding of local customs.

Economic sustainability is equally critical, as underscored in Agapay (Support). Homestay operations 
generate income and create employment opportunities for local residents. Thapa (2021) highlights that 
homestay operators reinvest their earnings to maintain and improve both the physical appearance and 
services offered by their establishments. Participants in this study further report that a portion of their in-
come is donated to the barangay, particularly during times of crisis, supporting the wider community and 
reinforcing collective assistance through donations. More broadly, earnings from homestay operations 
contribute not only to personal livelihoods but also to local economic growth, consistent with Zamzuki et 
al. (2023) assertion that the homestay industry serves as a catalyst for social and economic development.

Moreover, homestay operations benefit local community members, particularly young mothers, who 
assist with tasks such as cleaning and cooking in exchange for a share of guest payments. This arrange-
ment strengthens community ties and provides supplemental income, underscoring the integral role of 
economic sustainability in the overall success of homestays.
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As part of the sustainability principle addressing environmental sustainability, Gampanin (Role) repre-
sents the responsibilities and initiatives undertaken by homestay owners to protect the environment. This 
theme emphasizes the duties and actions essential to achieving environmental sustainability. Pasanchay 
and Schott (2021) underscore the importance of homestay owners’ active participation in environmen-
tal practices as a means to safeguard their surroundings. In practice, fulfilling these responsibilities and 
supporting local government unit (LGU) initiatives—such as tree planting, street sweeping, and clean-up 
drives—can significantly contribute to fostering a thriving and environmentally conscious community. 
Homestay owners acknowledge that LGUs play a pivotal role in these environmental protection efforts.

Environmental sustainability is broadly defined by Moliner et al. (2019) and Agyeiwaah (2019) as main-
taining a balance between human activities and the surrounding environment. Despite these positive 
efforts, homestay owners face various challenges, as highlighted by the theme Limitasyon (Limitation), 
which reflects the obstacles encountered by operators and calls for concerted action from both homestay 
owners and LGUs to enhance services. Woli (2022) emphasizes the government’s responsibility to provide 
adequate infrastructure and facilities to empower both operators and visitors.

The findings identify several critical areas requiring attention, including structural maintenance and 
visitor management. Stakeholders play a vital role in addressing these challenges through financial and 
programmatic support. Joshi and Bahuguna (2023) note that government-backed homestay programs 
significantly motivate owners to initiate and sustain their operations. Nonetheless, homestay owners re-
port difficulties maintaining their property structures, and Meunchong (2023) stresses the importance of 
effective communication—particularly with foreign tourists—to ensure satisfactory guest experiences. 
Language barriers continue to be a significant concern.

Moreover, homestay owners face water shortages and environmental challenges. Nirmala (2021) 
points out that homestays can also have negative environmental impacts. However, the local communi-
ty’s practices, particularly improper waste disposal by some residents—especially elderly individuals who 
discard garbage near the river—are identified as primary contributors to environmental degradation.

Thus, Integrasyon (Integration) within the framework underscores the necessity of encompassing all 
facets of sustainability to effectively address the challenges faced by the homestay industry and its oper-
ators. Janjua et al. (2019) emphasize that sustainability goals should not be limited to a single dimension 
but must holistically cover socio-cultural, economic, and environmental aspects. These recommendations, 
aligned with sustainable programs and the values perceived by homestay owners, are essential for achiev-
ing sustainable development, enhancing the quality of house structures and local tourism infrastructure, 
and improving awareness and quality of life for both residents and tourists. The holistic value attributed 
by homestay owners to their operations motivates them to pursue tailored sustainable initiatives—such 
as home renovations, training programs, and additional amenities—addressing their specific needs. This 
perspective echoes Janjua et al. (2021), who argue that sustainable development in homestays must in-
tegrate economic, socio-cultural, and environmental components. Such integrated approaches enable 
homestay operators to develop resilient and adaptive solutions, thereby nurturing the sustainability of 
the sector within their communities. Moreover, government support and active involvement are critical 
to these efforts. Insufficient funding can lead to dissatisfaction among tourists due to inadequate services 
and facilities, as well as among local operators struggling with maintenance, environmental program con-
sistency, and cultural preservation.

Theoretically, the Kalinga sa Tahanan: A Homestay Sustainability Framework articulates the core di-
mensions of sustainability—socio-cultural, economic, and environmental—while identifying the challeng-
es and sustainable interventions based on the perceptions and experiences of homestay owners. By inte-
grating multiple theoretical perspectives, this framework offers a comprehensive resource for evaluating 
and addressing present and future sustainability challenges in the homestay sector.

Practically, the framework captures the key sustainability issues and challenges experienced by 
homestay owners in Naneng Heritage Village, Tabuk City, Kalinga. It provides actionable recommenda-
tions for homestay owners and stakeholders, fostering the ongoing development and resilience of the 
homestay industry amidst dynamic and evolving conditions.
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8. Conclusion
This study assessed the sustainability of homestays and identified associated challenges. The researchers 
concluded that homestays play a significant role in promoting and practicing sustainable actions within 
Naneng Heritage Village. The socio-cultural, economic, and environmental dimensions of sustainabili-
ty illuminate how homestay programs can foster intercultural understanding, stimulate local economic 
growth, and encourage environmental stewardship. Despite setbacks such as infrastructure limitations, 
cultural barriers, and environmental risks, homestay owners and the community demonstrate resilience 
and adaptability, contributing to a balanced and sustainable approach to tourism.

Through the “Kalinga sa Tahanan: A Homestay Sustainability Framework” aligned with the ASEAN 
Homestay Standard Sustainability Principle (Criteria 9), five key themes—Kamalayan (Awareness), Agapay 
(Support), Gampanin (Role), Limitasyon (Limitation), and Integrasyon (Integration)—reveal the dynamic 
interplay among stakeholders, including local residents, homestay operators, and government entities, in 
advancing sustainability in the area. These collaborative efforts highlight the community’s commitment to 
preserving heritage while fostering economic and environmental resilience. Furthermore, this framework 
holds potential for broader application across the Cordillera Administrative Region (CAR), as it resonates 
with the region’s cultural, economic, and environmental contexts. Its five dimensions provide a structured 
approach to preserving culture, promoting local livelihoods, ensuring environmental responsibility, ad-
dressing operational challenges, and integrating sustainability principles. These elements are particularly 
relevant to other indigenous and heritage-rich communities in the region—such as Benguet, Ifugao, and 
Mountain Province—where traditional practices, community livelihoods, and environmental conservation 
are deeply intertwined with tourism activities.

By adopting this framework, local government units (LGUs), tourism offices, and homestay associa-
tions within CAR can evaluate and enhance their homestay programs, making them more sustainable, 
culturally grounded, and community-driven. In response to the framework’s recommendations, the re-
searchers developed a sustainable program designed to further support these objectives.

8.1 Recommendation
The researchers recommend a sustainable program titled “Bahay, Buhay: Balanseng Pag-unlad sa Ka-
likasan, Kita, at Kultura” (Home, Life: Balanced Growth in Environment, Livelihood, and Culture), designed 
to address the challenges identified in this study and to provide benefits for both homestay owners and 
the broader community.

ACKNOWLEDGEMENTS
The completion of this research paper would not have been possible without the participation and sup-
port of numerous individuals. First and foremost, the student researchers would like to express their 
deepest gratitude to Asst. Prof. Maria Concepcion A. Ang, MBA, for her exceptional guidance and support 
throughout every stage of the research, and to Dr. Avi Ben P. Andalecio, PhD, their course facilitator, for 
his insightful remarks and invaluable feedback. Special thanks are also extended to Ma’am Arlene Ethel B. 
Odiem, the Tourism Officer of Kalinga, Ma’am Geraldine Angnganay, the Standards & Promotion Division 
Head, Hon. Cornelio Tabanganay, the Barangay Captain of Naneng, Ma’am Christalyn Lumaday Bakidan, 
the Secretary of Barangay Naneng, Ma’am Jonee Dangiwan and Ma’am Reynalyn Albert, the Receptionists 
of Barangay Naneng, and the officers of Sangguniang Kabataan of Barangay Naneng for their readiness 
to assist and provide support throughout the research process. 

Additionally, the researchers are grateful to Ma’am Ethel Ottao and Sir Raymond Duyan Ottao Jr., the 
homestay, whose generosity and providing a comfortable home during their fieldwork was invaluable. 
Moreover, the student researchers extend their heartfelt thanks to their parents for their unwavering 
emotional and financial support. The encouragement of classmates, friends, and the entire Kalinga Ko-
rners team has been the foundation of this paper, reinforcing the importance of teamwork and commit-
ment to academic excellence. Lastly, the researchers give their deepest gratitude to God, the source of 
wisdom and strength, whose guidance was crucial in overcoming challenges and completing this research.



Journal of Tourism, Sustainability and Well-being   327

References
Agyeiwaah, E. (2019). Exploring the relevance of sustainability to micro tourism and hospitality accommodation enterprises 

(MTHAEs): Evidence from home-stay owners. Journal of Cleaner Production, 226, 159-171. https://doi.org/10.1016/j.
jclepro.2019.04.089

ASEAN Secretariat. (2016). ASEAN Homestay Standard. ASEAN Main Portal. https://asean.org/book/
asean-homestay-standard-2/ 

Basak, D., Bose, A., Roy, S., Chowdhury, I. R., & Sarkar, B. C. (2021). Understanding sustainable homestay tourism as a driving 
factor of tourist’s satisfaction through structural equation modelling: A case of Darjeeling Himalayan region, India. Cur-
rent Research in Environmental Sustainability, 3. https://doi.org/10.1016/j.crsust.2021.100098.

Bhandari, R. C., Thapa, L., & Thapa, A. (2022). Socio-economic and cultural impact of homestay tourism in local community 
in Nepal: A case study of Siruari Village Syanja Nepal. International Journal of Innovative Research in Engineering & Mul-
tidisciplinary Physical Sciences, 10(1). https://www.ijirmps.org/research-paper.php?id=1361

Bhuiyan, M. (2019). Homestay for Community Based Tourism Development at Kampung Jelawang in Kelantan, Malaysia. 
Socialsci Journal, 3(1), 73–81. https://www.purkh.com/archive/tosocial-volume-3-issue-1-year-2019.html

Busetto, L., Wick, W., & Gumbinger, C. (2020). How to use and assess qualitative research methods. Neurological Research 
and Practice, 2. https://doi.org/10.1186/s42466-020- 00059-z

Caulfield, J. (2019, September 6). How to do thematic analysis | Step-by-step guide & examples. Scribbr. https://www.scribbr.
com/methodology/thematic-analysis/

Coombs, H. (2022). Case Study Research: Single or Multiple [White paper]. Southern Utah University. https://doi.org/10.5281/
zenodo.7604301

Dacles, D. D. M., Del Rosario, F. Y. G., & Maslang, K. L. (2018). The homestay phenomenon: expedient homes in the majestic 
Cordillera highlands. Jimbun Gakuhō, 4(3), 162–169. https://doi.org/10.12691/wjssh-4-3-4 

Dagooc, E. M. (2019, May 15). DOT Readies Homestay Accommodations. Philstar. https://www.philstar.com/the-freeman/
cebu-business/2019/05/15/1917991/dot-readies- homestay-accommodations

De La Hera Gomez, O. (2024, January 26). What are in-depth interviews (IDIs), and how do I conduct them? https://www.
delasign.com/blog/in-depth-interviews/

Dehui, Y. (2023). Application and innovation of AI intelligent technology in mobile homestay design. Frontiers in Art Re-
search, 5(15). https://doi.org/10.25236/far.2023.051506

Demolingo, R. H., Moniaga, N. E. P., Karyatun, S., & Wiweka, K. (2021). Homestay Development Strategies in Cibodas Village. 
International Journal of Social Science and Human Research, 4(3), 447–461. https://doi.org/10.47191/ijsshr/v4-i3-27

Department of Budget and Management. (2024, July 29). National Expenditure Program Volume II FY 2025. https://www.
dbm.gov.ph/index.php/2025/national-expenditure-program-fy-2025?view=article&id=2898:national-expenditure-pro-
gram-volume-ii-fy-2025&catid=351 

‌Department of Tourism. (2022, March 3). Accreditations - Love the Philippines! Welcome to the DOT’s corporate site. https://
beta.tourism.gov.ph/wp-content/uploads/2024/08/DOT-MC-No.-2023-0003_Updated-Guidelines-on-the-Progres-
sive-Accreditation-System-UPAS.pdf 

Department of Tourism.	 (n.d.). Citizen’s Charter 2019 (1st edition). http://www.tourism.gov.ph/files/DOT%20
Citizen%27s%20Charter%202019%2012-6- 19.pdf

Department of Tourism. (2024, February 19). DOT to provide sustainable tourism development train-
ing for tourism officers through aim, atop partnership. https://beta.tourism.gov.ph/news_and_updates/
dot-to-provide-sustainable-tourism-development-training-for-tourism-officers-through-aim-atop-partnership/ 

Development of the City and the Environment. (n.d.). Makes me realize how much I haven’t seen. GOVPH. https://tabukcity.
gov.ph/tourist-attractions/

Dhliwayo, S. (2021). The relationship between period operating and growth aspects in small businesses. International Journal 
of Entrepreneurship, 25(3), 1–19. https://typeset.io/papers/the-relationship-between-period-operating-and-growth-as-
pects-w54vtfmvfw

Eastern Kentucky University Online. (2023, April 5). Sustainability trends in hospitality and tourism. EKU Online. https://
ekuonline.eku.edu/blog/global-hospitality- blog/sustainability-trends-in-hospitality-and-tourism/

‌Gacuya, E. J. (2022, September 1). Homestay owners and staff train to cook local and international dishes. Herald Express. 
https://baguioheraldexpressonline.com/homestay- owners-and-staff-train-to-cook-local-and-international-dishes/

GMA Regional TV News. (2024). ASEAN recognizes 3 cities in PHL for Clean Tourist Standards. GMA Network. https://www.
gmanetwork.com/regionaltv/features/100454/asean-recognizes-3-cities-in- phl-for-clean-tourist-standards/story/

Go, M. R. (2023, May 10). Witnessing the week-long bodong festival revelry in Kalinga. Nomadic Experiences. https://www.
nomadicexperiences.com/2023/03/witnessing-week- long-bodong-festival.html?m=1

Hennink, M., Hutter, I., & Bailey, A. (2020). Qualitative Research Methods. Sage. https://books.google.com.ph/
books?id=_InCDwAAQBAJ&printsec=frontcover&source=gbs_ge_summary_r&cad=0#v=onepage&q&f=false

https://doi.org/10.1016/j.jclepro.2019.04.089
https://doi.org/10.1016/j.jclepro.2019.04.089
https://asean.org/book/asean-homestay-standard-2/
https://asean.org/book/asean-homestay-standard-2/
https://doi.org/10.1016/j.crsust.2021.100098
https://www.ijirmps.org/research-paper.php?id=1361
https://doi.org/10.1186/s42466-020-00059-z
https://doi.org/10.1186/s42466-020-00059-z
https://www.scribbr.com/methodology/thematic-analysis/
https://www.scribbr.com/methodology/thematic-analysis/
https://doi.org/10.5281/zenodo.7604301
https://doi.org/10.5281/zenodo.7604301
https://doi.org/10.12691/wjssh-4-3-4
https://www.philstar.com/the-freeman/cebu-business/2019/05/15/1917991/dot-readies-homestay-accommodations
https://www.philstar.com/the-freeman/cebu-business/2019/05/15/1917991/dot-readies-homestay-accommodations
https://www.philstar.com/the-freeman/cebu-business/2019/05/15/1917991/dot-readies-homestay-accommodations
https://www.delasign.com/blog/in-depth-interviews/
https://www.delasign.com/blog/in-depth-interviews/
https://doi.org/10.25236/far.2023.051506
https://doi.org/10.47191/ijsshr/v4-i3-27
https://www.dbm.gov.ph/index.php/2025/national-expenditure-program-fy-2025?view=article&id=2898:national-expenditure-program-volume-ii-fy-2025&catid=351
https://www.dbm.gov.ph/index.php/2025/national-expenditure-program-fy-2025?view=article&id=2898:national-expenditure-program-volume-ii-fy-2025&catid=351
https://www.dbm.gov.ph/index.php/2025/national-expenditure-program-fy-2025?view=article&id=2898:national-expenditure-program-volume-ii-fy-2025&catid=351
https://beta.tourism.gov.ph/wp-content/uploads/2024/08/DOT-MC-No.-2023-0003_Updated-Guidelines-on-the-Progressive-Accreditation-System-UPAS.pdf
https://beta.tourism.gov.ph/wp-content/uploads/2024/08/DOT-MC-No.-2023-0003_Updated-Guidelines-on-the-Progressive-Accreditation-System-UPAS.pdf
https://beta.tourism.gov.ph/wp-content/uploads/2024/08/DOT-MC-No.-2023-0003_Updated-Guidelines-on-the-Progressive-Accreditation-System-UPAS.pdf
http://www.tourism.gov.ph/files/DOT%20Citizen%27s%20Charter%202019%2012-6-19.pdf
http://www.tourism.gov.ph/files/DOT%20Citizen%27s%20Charter%202019%2012-6-19.pdf
http://www.tourism.gov.ph/files/DOT%20Citizen%27s%20Charter%202019%2012-6-19.pdf
https://beta.tourism.gov.ph/news_and_updates/dot-to-provide-sustainable-tourism-development-training-for-tourism-officers-through-aim-atop-partnership/
https://beta.tourism.gov.ph/news_and_updates/dot-to-provide-sustainable-tourism-development-training-for-tourism-officers-through-aim-atop-partnership/
https://tabukcity.gov.ph/tourist-attractions/
https://tabukcity.gov.ph/tourist-attractions/
https://typeset.io/papers/the-relationship-between-period-operating-and-growth-aspects-w54vtfmvfw
https://typeset.io/papers/the-relationship-between-period-operating-and-growth-aspects-w54vtfmvfw
https://ekuonline.eku.edu/blog/global-hospitality-blog/sustainability-trends-in-hospitality-and-tourism/
https://ekuonline.eku.edu/blog/global-hospitality-blog/sustainability-trends-in-hospitality-and-tourism/
https://ekuonline.eku.edu/blog/global-hospitality-blog/sustainability-trends-in-hospitality-and-tourism/
https://baguioheraldexpressonline.com/homestay-owners-and-staff-train-to-cook-local-and-international-dishes/
https://baguioheraldexpressonline.com/homestay-owners-and-staff-train-to-cook-local-and-international-dishes/
https://www.gmanetwork.com/regionaltv/features/100454/asean-recognizes-3-cities-in-
https://www.gmanetwork.com/regionaltv/features/100454/asean-recognizes-3-cities-in-
https://www.gmanetwork.com/regionaltv/features/100454/asean-recognizes-3-cities-in-phl-for-clean-tourist-standards/story/
https://www.nomadicexperiences.com/2023/03/witnessing-week-long-bodong-festival.html?m=1
https://www.nomadicexperiences.com/2023/03/witnessing-week-long-bodong-festival.html?m=1
https://www.nomadicexperiences.com/2023/03/witnessing-week-long-bodong-festival.html?m=1


328   ALFARO, ALVERO, CRUZ, PANLAQUI, TOLENTINO, VERGARA, ANG 

Hernando, I. (2024, January 6). Preserving History: Naneng Heritage Village in Kalinga. Gma Regional. https://www.gmanet-
work.com/regionaltv/features/100022/preserving-history- naneng-heritage-village-in-kalinga/story/

Ho, L. & Limpaecher, A. (2024, March 01). Inductive Thematic Analysis and Deductive Thematic Analysis in Qualitative Re-
search. https://delvetool.com/blog/inductive- deductive-thematic-analysis

Janjua, Z. U. A., Krishnapillai, G., & Rahman, M. (2021). A systematic literature review of rural homestays and sustainability in 
tourism. Sage Open, 11(2). https://doi.org/10.1177/215824402110071.

Jasrotia, S. S., Rai, S. S., & Raj, V. A. (2022). Sustainability among small hotel accommodations: Insights from homestays in 
India. Proceedings international conference “Fostering Resilient Business Ecosystems and Economic Growth: Towards 
the Next Normal”, paper 605. https://zenodo.org/records/6773034

Jasrotia, S. S., Raj, V. A., Chib, S., & Rai, S. S. (2024). Do Sustainability Factors Influence Homestay Tourist Satisfaction and Re-
visit Intention: The Moderating Role of Local Community Attitude. Journal of Quality Assurance in Hospitality & Tourism, 
1–23. https://doi.org/10.1080/1528008X.2024.2429075 

Javier, A. B., & Elazigue, D. B. (2011). Opportunities and challenges in tourism development roles of local government units 
in the Philippines. Academia. https://www.academia.edu/9545190/Opportunities_and_Challenges_in_Tourism_Develop-
ment_Roles_of_Local_Government_Units_in_the_Philippines 

Joshi, K., & Bahuguna, P. (2023). Motivation and challenges of homestay owners in Uttarakhand. Journal of Tourism Insights, 
13(1). https://doi.org/10.9707/2328-0824.1233 

Kapil, S., & Varghese, B. (2023). Territorial Planning Models in Homestays: An Indian Context. In Considerations of Territorial 
Planning, Space, and Economic Activity in the Global Economy (pp. 242–255). https://doi.org/10.4018/978-1-6684-5976-
8.ch014 

Khatter, A. (2023). Challenges and solutions for environmental sustainability in the hospitality sector. Sustainability (Basel), 
15(15), 11491–11491. https://doi.org/10.3390/su151511491

Kour, P., & Jasrotia, A. (2022). Eco-friendly Hospitality in Himalayas: An Investigation on Homestay Services in India. ASEAN 
Journal on Hospitality and Tourism, 20(2), 22-37. https://doi.org/10.5614/ajht.2022.20.2.02

Lim, Y. M., & Lee, T. H. (2020). Operating issues and challenges: the case of Pachitan homestay from 2017 to 2019. Journal 
of Marketing Advance and Practices, 2(1), 1-25. http://jmaap.org/wp-content/uploads/2020/02/Operating-Issues-and-
Challenges-The-case-of-Pachitan-Homestay-from-2017-to-2019.pdf 

Maggino, F. (2023). Encyclopedia of Quality of Life and Well-Being Research (2nd ed.). Springer Nature. https://doi.
org/10.1007/978-3-031-17299-1 

Meunchong, W. (2023). English for Homestay Tourism: Barriers and needs of entrepreneurs in rural community of Thailand. 
Theory and Practice in Language Studies, 13(2), 473–478. https://doi.org/10.17507/tpls.1302.23

Moliner, M. Á., Monferrer, D., Estrada, M., & Rodríguez, R. M. (2019). Environmental sustainability and the hospitality cus-
tomer experience: A study in tourist accommodation. Sustainability, 11(19). https://doi.org/10.3390/su11195279

Naneng City of Tabuk. (n.d.). City of Tabuk. GOV.PH. https://tabukcity.gov.ph/tourist-attractions/#
Nirmala, K. D. (2021). Impact of homestay tourism on the local community: A study of homestay operator’s perspective in 

Kodagu District of Karnataka. International Journal for Innovative Research In Multidisciplinary Field, 7(8). https://www.
ijirmf.com/wp-content/uploads/IJIRMF202108011.pdf

OECD Data. (2023). Employment Rate by Age Group. https://data.oecd.org/emp/employment-rate-by-age-group.htm 
Osman, Z., & Zakaria, Z. (2020). Factors Influencing Intention to Adopt Social Media Platform among Rural Homestay Op-

erators in Malaysia. Journal of Technology Management and Business, 7(1). https://doi.org/10.30880/jtmb.2020.07.01.003
Pasanchay, K., & Schott, C. (2021). Community-based tourism homestays’ capacity to advance the Sustainable Development 

Goals: A holistic sustainable livelihood perspective. Tourism Management Perspectives, 37. https://doi.org/10.1016/j.
tmp.2020.100784

Philippine Statistics Authority. (2021, October 27). Highlights of the population of Tabuk City 2020 Census of Population and 
Housing (2020 CPH). https://rssocar.psa.gov.ph/content/highlights-population-tabuk-city-2020-census-population-
and-housing-2020-cph 

Phunnarong, S. (2021). Factors affecting the success of Community-Based Tourism (CBT) in homestay form. Journal of Com-
munity Development Research (Humanities and Social Sciences), 14(4), 14–27. https://doi.org/10.14456/jcdr-hs.2021.32 

Pinili, P. (2020, April 15). Tabuk City, Kalinga | Into the valley of adventures. Travel Trilogy. http://www.traveltrilogy.
com/2020/04/tabuk-city-kalinga-tourist-attractions.html

Priya, A. (2020). Case study methodology of qualitative research: Key attributes and navigating the conundrums in its appli-
cation. Sociological Bulletin, 70(1), 94–110. https://doi.org/10.1177/0038022920970318 

Rabu, M. M., Tawil, N. M., Ahmad, H., & Hussain, A. H. (2020). Housing as new income to houseowner through homestay 
program: Does this type of entrepreneur ready? International Journal of Management, 11(12). https://doi.org/10.34218/
IJM.11.12.2020.153 

Roxas, F. M. Y., Rivera, J. P. R., & Gutierrez, E. L. M. (2020). Mapping stakeholders’ roles in governing sustainable tourism 
destinations. Journal of Hospitality and Tourism Management, 45, 387–398. https://doi.org/10.1016/j.jhtm.2020.09.005 

https://www.gmanetwork.com/regionaltv/features/100022/preserving-history-naneng-heritage-village-in-kalinga/story/
https://www.gmanetwork.com/regionaltv/features/100022/preserving-history-naneng-heritage-village-in-kalinga/story/
https://www.gmanetwork.com/regionaltv/features/100022/preserving-history-naneng-heritage-village-in-kalinga/story/
https://delvetool.com/blog/inductive-deductive-thematic-analysis
https://delvetool.com/blog/inductive-deductive-thematic-analysis
https://doi.org/10.1177/215824402110071
https://doi.org/10.1080/1528008X.2024.2429075
https://www.academia.edu/9545190/Opportunities_and_Challenges_in_Tourism_Development_Roles_of_Local_Government_Units_in_the_Philippines
https://www.academia.edu/9545190/Opportunities_and_Challenges_in_Tourism_Development_Roles_of_Local_Government_Units_in_the_Philippines
https://doi.org/10.9707/2328-0824.1233
https://doi.org/10.4018/978-1-6684-5976-8.ch014
https://doi.org/10.4018/978-1-6684-5976-8.ch014
https://doi.org/10.3390/su151511491
https://doi.org/10.5614/ajht.2022.20.2.02
http://jmaap.org/wp-content/uploads/2020/02/Operating-Issues-and-Challenges-The-case-of-Pachitan-Homestay-from-2017-to-2019.pdf
http://jmaap.org/wp-content/uploads/2020/02/Operating-Issues-and-Challenges-The-case-of-Pachitan-Homestay-from-2017-to-2019.pdf
https://doi.org/10.1007/978-3-031-17299-1
https://doi.org/10.1007/978-3-031-17299-1
https://doi.org/10.17507/tpls.1302.23
https://doi.org/10.3390/su11195279
https://tabukcity.gov.ph/tourist-attractions/
https://www.ijirmf.com/wp-content/uploads/IJIRMF202108011.pdf
https://www.ijirmf.com/wp-content/uploads/IJIRMF202108011.pdf
https://data.oecd.org/emp/employment-rate-by-age-group.htm
https://doi.org/10.30880/jtmb.2020.07.01.003
https://doi.org/10.1016/j.tmp.2020.100784
https://doi.org/10.1016/j.tmp.2020.100784
https://rssocar.psa.gov.ph/content/highlights-population-tabuk-city-2020-census-population-and-housing-2020-cph
https://rssocar.psa.gov.ph/content/highlights-population-tabuk-city-2020-census-population-and-housing-2020-cph
https://doi.org/10.14456/jcdr-hs.2021.32
http://www.traveltrilogy.com/2020/04/tabuk-city-kalinga-tourist-attractions.html
http://www.traveltrilogy.com/2020/04/tabuk-city-kalinga-tourist-attractions.html
https://doi.org/10.1177/0038022920970318
https://iaeme.com/MasterAdmin/Journal_uploads/IJM/VOLUME_11_ISSUE_12/IJM_11_12_153.pdf
https://iaeme.com/MasterAdmin/Journal_uploads/IJM/VOLUME_11_ISSUE_12/IJM_11_12_153.pdf
https://doi.org/10.1016/j.jhtm.2020.09.005


Journal of Tourism, Sustainability and Well-being   329

Rutledge, P. B., & Hogg, J. L. C. (2020). In‐Depth interviews. The International Encyclopedia of Media Psychology (pp. 1–7). 
https://doi.org/10.1002/9781119011071.iemp0019

Salvador, M., & Sancho, D. (2021). The role of local government in the drive for sustainable development public policies. 
an analytical framework based on institutional capacities. Sustainability, 13(11), Article 5978. https://doi.org/10.3390/
su13115978 

Si, N. V., & Bang, N. V. (2019). Factors Effect on Tourist Loyalty: A Case Study of Homestay Tourism in Ben Tre (Southern 
Vietnam). African Journal of Hospitality, Tourism and Leisure, 8(1), 1–16. https://doi.org/10.32508/stdjelm.v2i3.515

Thapa, A. (2021). Role of homestay tourism on the socio-economic empowerment of rural people in Nepal. International 
Journal of Recent Advances in Multidisciplinary Research, 8(3), 6661-6666. https://www.ijramr.com/sites/default/files/
issues-pdf/3499_0.pdf

Thapa, J. (2023). Status of homestay tourism in Nepal: A comparative study of homestay tourism of Bhada Tharu Homestay 
and Maghi Homestay Tharu Gaon in Kailali District. Tribhuvan University Central Library. https://elibrary.tucl.edu.np/
handle/123456789/20933 

UNESCO. (2021). Engineering for Sustainable Development: Delivering on the Sustainable Development Goals. https://www.
unesco.org/en/articles/engineering-sustainable-development-delivering-sustainable-development-goals 

Villareal, M. (2023). Naneng Heritage Village: A Cultural Travel Experience in Tabuk, Kalinga. Out of Town Blog. https://out-
oftownblog.com/naneng-heritage-village/

Wahyuni, R. B., & Faisal, F. P. (2019, December). Homestay development with Asean homestay standard approach in Nglang-
geran tourism village, Yogyakarta, Indonesia. In 1st International Conference One Belt, One Road, One Tourism (ICOB-
OROT 2018), 111, 174-180. Atlantis Press. https://doi.org/10.2991/icoborot-18.2019.5 

Woli, L. (2022). Impact of homestays on socio-economic opportunities of the local community. KMC Journal, 4(2), 212–223. 
https://doi.org/10.3126/kmcj.v4i2.47779 

Zamzuki, F. A., Lola, M. S., Aruchunan, E., Muthuvalu, M. S., Jubilee, R. V. W., Zainuddin, N. H., Hamid, A. A. K. A., Mokhtar, N. 
A., & Abdullah, M. T. (2023). Assessing the sustainability of the homestay industry for the East Coast of Malaysia using 
the Delphi approach. Heliyon, 9(11), e21433–e21433. https://doi.org/10.1016/j.heliyon.2023.e21433 

ORCID
Maria Katrina C. Alfaro  https://orcid.org/0009-0008-4757-135X
Yricka M. Alvero  https://orcid.org/0009-0006-7983-1932
Alanis Dane A. Gedo Cruz  https://orcid.org/0009-0003-2432-0543
Jochelle D. Panlaqui  https://orcid.org/0009-0002-7773-6609
Sofia Nicole G. Tolentino  https://orcid.org/0009-0005-3986-9322
Jhezel Reign M. Vergara  https://orcid.org/0009-0009-7329-6416
Maria Concepcion A. Ang  https://orcid.org/0009-0006-0450-980X

Notes on contributors
Maria Katrina C. Alfaro is an alumna of the University of Santo Tomas with a degree of Bachelor of Science in Tour-
ism Management Major in Travel Operations and Service Management. She is currently working as a Receptionist at 
Hi-Precision Diagnostics, applying her customer service skills and supporting front-desk operations.

Yricka M. Alvero is an alumna with a degree of Bachelor of Science in Tourism Management Major in Travel Opera-
tions and Service Management from the College of Tourism and Hospitality Management of the University of Santo 
Tomas. Currently, she is working as a Customer Trade and Sales Support of British Airways at HT & T Travel Philip-
pines Inc. practicing the skills that she has acquired throughout her studies. This shows her dedication and commit-
ment to serving and helping the industry in her own ways.

Alanis Dane A. Gedo Cruz is an alumna with a degree of Bachelor of Science in Tourism Management Major in Travel 
Operations and Service Management from the College of Tourism and Hospitality Management of the University of 
Santo Tomas. She is a driven student who has consistently maintained being a Dean’s Lister from her first year up 
to the present. During her third year, she took on the role of assistant secretary for her block’s MICE event, “KulTuri: 
Turismong Pasiklaban at Pistang Pangkalahatan.” With this, she currently pursues a career related to her degree, 
possessing strong people skills, which she views as essential qualities in her current endeavor.

https://doi.org/10.1002/9781119011071.iemp0019
https://doi.org/10.3390/su13115978
https://doi.org/10.3390/su13115978
https://doi.org/10.32508/stdjelm.v2i3.515
https://elibrary.tucl.edu.np/handle/123456789/20933
https://elibrary.tucl.edu.np/handle/123456789/20933
https://www.unesco.org/en/articles/engineering-sustainable-development-delivering-sustainable-development-goals
https://www.unesco.org/en/articles/engineering-sustainable-development-delivering-sustainable-development-goals
https://outoftownblog.com/naneng-heritage-village/
https://outoftownblog.com/naneng-heritage-village/
https://doi.org/10.2991/icoborot-18.2019.5
https://doi.org/10.3126/kmcj.v4i2.47779
https://doi.org/10.1016/j.heliyon.2023.e21433%C2%A0
https://orcid.org/0009-0008-4757-135X
https://orcid.org/0009-0006-7983-1932
https://orcid.org/0009-0003-2432-0543
https://orcid.org/0009-0002-7773-6609
https://orcid.org/0009-0005-3986-9322
https://orcid.org/0009-0009-7329-6416
https://orcid.org/0009-0006-0450-980X


330   ALFARO, ALVERO, CRUZ, PANLAQUI, TOLENTINO, VERGARA, ANG 

Jochelle D. Panlaqui is an alumna with a Bachelor degree in Tourism Management degree, majoring in Travel Oper-
ations and Service Management. She is a consistent Dean’s lister at the Pontifical and Royal University of Santo To-
mas. She was an active student leader for three consecutive years with the UST CTHM Student Council organization 
as a Co-Director of the Events and Logistics Committee in the highest position aimed at being a student leader and a 
year with Student Tourism Society as creative staffer. With this, she currently pursues a career related to her degree, 
while aiming to travel the world with fascinating different cultures and traditions to be discovered and continue to 
grow as a digital creator in social media.

Sofia Nicole G. Tolentino is an alumna with a degree of Bachelor of Science in Tourism Management Major in Travel 
Operations and Service Management from the College of Tourism and Hospitality Management of the University of 
Santo Tomas. She interned at HT & T Travel Philippines Inc. with abilities, knowledge, and skills acquired. She was 
absorbed and is now working as a Customer Trade and Sales Support for Greater Bay Airlines.

Jhezel Reign M. Vergara is an alumna with a degree of Bachelor of Science in Tourism Management Major in Travel 
Operations and Service Management from the College of Tourism and Hospitality Management of the University 
of Santo Tomas. She was the Integrated Marketing Communication  Campaign Manager for her course Destination 
Management and Marketing, which is a collaboration with the Colegio de San Juan de Letran that aims to build com-
petitive branding for the province of Bataan. In line with that field, she currently works at Korea Tourism Organization 
Manila Office Inc. as a Marketing Coordinator, promoting Korea as a premier leisure, incentive, and medical travel 
destination to Filipinos.

Maria Concepcion A. Ang is an Assistant Professor, MBA, CHE, CGSP and a graduate of BS Tourism from the Univer-
sity of Santo Tomas. From the same university, she also graduated with a Master’s in Business Administration and is 
currently taking up her Ph.D. in Human Resource Management. At present, she is an Academic Staff, SWDC Coordi-
nator, and Internationalization member of the College of Tourism and Hospitality Management and an owner of the 
food business Tastify Corp., and Managing Partner of the brand BAG OF CHICKEN. Her field of research interests are 
farm tourism, sustainable tourism, special interest tourism, entrepreneurship, and marketing.


	How Does Perceived Risk on the Airbnb Platform Affect Purchase Intention? The Moderating Role of Digital Trust and Corporate Reputation
	Ebru Kemer ￼ 1
	Mehmet Tekeli̇ ￼ 2
	Ezgi Kirici Tekel ￼ 3
	1. Introduction
	2. Theoretical Framework and Hypothesis Development
	3. Methodology
	4. Results
	5. Conclusion


	Trusting the Virtual: How Virtual Reality Advertising Influences Customer Decisions
	Yang Wang ￼ 1
	Phoong Seuk Wai ￼ 2
	Qiuhan Zhang ￼ 3
	Sedigheh Moghavvemi ￼ 4
	1. Introduction
	2. Literature Review
	3. Methodology
	4. Results
	5. Conclusion


	15-Minute City concept for healthy tourism during the COVID-19 pandemic crisis. Who for? The city of Lagos, Portugal
	Manuela Pires Rosa ￼ 1
	Ana Clara Lopes ￼ 2
	Esmaeil Aghaeizadeh ￼ 3
	André Gomes ￼ 4
	Jorge Andraz ￼ 5
	1. Introduction
	2. Literature Review
	3. Methodology
	4. Case Study: Pedestrian Accessibility in the Touristic City of Lagos
	5. Results
	6. Conclusion


	Beyond Borders: Exploring Digital Nomadism through the Push-Pull Lens
	Elif Acuner ￼ 1
	Bilgen Mete ￼ 2
	Kübra Özer ￼ 3
	1. Introduction
	2. Literature Review
	3. Research Methodology
	4. Findings
	5. Conclusion


	Tuloy Ka Rito Sa Aming Bolóy! (Step Into Our Home!): A Case Study of Naneng Heritage Village Homestay Potential, Sustainability, and its Underlying Challenges
	Maria Katrina C. Alfaro ￼ 1
	Yricka M. Alvero ￼ 2
	Alanis Dane A. Gedo Cruz ￼ 3
	Jochelle D. Panlaqui ￼ 4
	Sofia Nicole G. Tolentino ￼ 5
	Jhezel Reign M. Vergara ￼ 6
	Maria Concepcion A. Ang ￼ 7
	1. Introduction
	2. Literature Review
	3. Theoretical Framework
	4. Methodological Framework
	5. Design
	6. Findings
	7. Discussion
	8. Conclusion


	_Hlk202131550
	_Hlk202109604
	_Hlk201133696
	_Hlk184995810
	_Hlk199422013
	OLE_LINK24
	OLE_LINK25
	_Hlk198734043
	_Hlk191096710
	_Hlk191200756
	_Hlk191200835
	_Hlk148970666
	_Hlk190772468
	_Hlk122346858
	_Hlk191215374
	_Hlk102836393
	_Hlk192211441
	_Hlk192209202
	_Hlk132477667
	_ENREF_10
	_ENREF_11
	_ENREF_12
	_ENREF_14
	_ENREF_15
	_ENREF_16
	_ENREF_17
	_ENREF_18
	_ENREF_19
	_ENREF_20
	_ENREF_21
	_ENREF_22
	_ENREF_23
	_ENREF_24
	_ENREF_25
	_ENREF_26
	_ENREF_27
	_ENREF_28
	_ENREF_29
	_ENREF_30
	_ENREF_31
	_ENREF_32
	_ENREF_33
	_ENREF_34
	_ENREF_35
	_ENREF_36
	_ENREF_37
	_ENREF_38
	_ENREF_39
	_ENREF_40
	_ENREF_41
	_ENREF_43
	_heading=h.gjdgxs
	_heading=h.30j0zll
	_heading=h.3znysh7
	_heading=h.2et92p0
	_gjdgxs
	_30j0zll
	_Hlk202280597
	_Hlk202281346
	_Hlk202281498
	_Hlk202282039
	_Hlk202282358

