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Abstract 

 

Airbnb has seen a tremendous growth in the Portuguese competitive market over the years, 

however it was met recently with legal hardships, prompting an analysis to bolster its market 

stance. This study focuses on consumer preferences that influence accommodation choices, 

pinpointing elements like pricing, location, cleaning services, breakfast, and trustworthiness. It 

employs a literature review, interviews with regular consumers and industry experts, a perceptual 

map, and a conjoint analysis to craft recommendations that resonate with consumer demand for 

value, affordability, and reliability. The research culminates with a proposal for Airbnb, including 

price optimization, customizable cleaning services, and virtual property tours. 
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1. Introduction 

1.1. Background 

The travel accommodation industry has undergone a tremendous global evolution, 

characterized by the expansion of both traditional hotels and emerging local accommodation 

platforms like Airbnb (TravelBI by Turismo de Portugal 2023c, 2023d). As the world became more 

interconnected, the number of tourists grew, especially in Europe (Herre, Samborska, and Roser 

2023; UNWTO, n.d.-a). This worldwide trend prompted the rise of tourism in Portugal, a country 

that has capitalized on its scenic landscapes, cultural history, and welcoming atmosphere to attract 

foreign visitors (Duarte 2015). This led to a wave of development in the accommodation sector 

(Costa 2022). Portugal displayed remarkable endurance in this industry weathering economic 

cycles, namely, the global financial crisis and the COVID-19 pandemic, both of which are part of 

the history that led to the market’s current state; at present, the sector is on the road to exceed its 

pre-pandemic high, exhibiting an impressive ability to recover and grow (André 2018; Costa 2022; 

Instituto Nacional de Estatística 2022). 

Following the global crisis, Airbnb established itself as a key player in this landscape; it presented 

an innovative sharing economy concept which has revolutionized the perception of 

accommodations, sparking diversification in the market; thus, it was introduced the concept of 

peer-to-peer or local accommodations (Guttentag 2013). Over the years, consumers preferences 

have evolved not only due to the appearance of new offerings, but also owing to the COVID-19 

pandemic and global trends, such as experiential travel and digitalization (Gomes da Silva 2013). 

Consequently, travelers have become more demanding and the market extremely competitive 

(Castro, Ferreira, and Ferreira 2016; Neves 2020; Tussyadiah and Pesonen 2016).  
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Hotels, having been established much earlier in the market, possess a deeply rooted presence and 

are likely to have cultivated a loyal customer base, which presents as a challenge for new entrants, 

such as Airbnb, to solidify their position in the industry (Bouncken, Pick and Hipp 2006; Camilleri 

2018; Santos 2020). Additionally, hotels' standardized strategy, variety of services like restaurants, 

reception desks and daily cleaning services, and their reputation, enhance their position and 

preference among consumers (Bouncken, Pick, and Hipp 2006; Forgács and Dimanche 2016; 

Hotels.com 2014). On the other hand, Airbnb offers personalized and authentic experiences, variety 

in the offerings, household amenities like kitchen facilities and self-check-in processes, and price 

ranges that can cater to both affordable and higher budgets (Barzilay 2016; Stewart 2022; Guttentag 

2013; Oliveira and Novak 2023; Li, Hudson, and So 2019). 

Both Airbnb and hotels faced their biggest challenge during the pandemic, although Airbnb’s 

model proved to be quicker in adapting to the new travel behaviors, for instance, the increase 

popularity of rural destinations (Tourism Economics 2020). Currently, local accommodations, such 

as Airbnb, have gained prominence in the Portuguese market, however hotels are still the preferred 

accommodation (Duarte, Brinca, and Ferreira 2023; TravelBI by Turismo de Portugal 2023a, 

2023b). Moreover, the future for Airbnb presents challenges particularly with new regulations 

aimed at protecting the housing market and ensuring fair competition with hotels (Presidência do 

Conselho de Ministros, n.d.). To overcome these hurdles, Airbnb can strategically adapt to maintain 

its competitive ground and sustain its role in the emerging travel accommodation market in 

Portugal. 

1.2. Research Question 

The fundamental objective of this study is to present a response to "What features can Airbnb 

implement to enhance its competitive edge in the Portuguese market?”. The research will seek to 
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understand the dynamic landscape of the Portuguese travel accommodation market to pinpoint 

strategic recommendations for Airbnb to enhance its attractiveness, according to the features most 

valued by consumers. Throughout the analysis, the study will address a set of subsidiary questions, 

which will contribute to a deeper comprehension of the consumer behavior in this sector: 

• How is Airbnb positioned in the travel accommodation market? 

• What are the drivers when choosing travel accommodation in Portugal? 

• Given the attributes that influence consumers’ choice, what specific features of Airbnb and 

Hotels are valued?  

These secondary objectives seek to breakdown the broader research into more specific components, 

evaluating the complexity of customer preferences. As follows, the findings are proposed to be 

translated into data-driven recommendations for Airbnb, enabling the platform to navigate the 

challenges of the Portuguese market adeptly. This includes strategizing to appeal to a wider 

costumer segment and leveraging emergent trends in Portugal. 

1.3. Methodology 

The study has its foundation on a comprehensive literature review, which grounds the analysis in 

the existing body of knowledge. It encapsulates the evolution of the travel accommodation industry 

in Portugal, with a focus on the emerging role of Airbnb and their interplay with traditional hotels. 

This exploration was crucial in understanding how the market is constantly evolving, led by 

shifting consumer preferences, and how its competitiveness relates to the increasing demanding 

consumers. The literature review also allows a deep understanding of the differentiation between 

Airbnb and traditional hotels, which is useful to grasp their attractiveness for consumers. 
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Additionally, studies covering prior findings on traveler preferences were presented, researching 

various attributes that were previously considered when selecting accommodations.  

Secondly, preliminary interviews were conducted with industry experts and regular consumers to 

supplement the literature review, thus capturing the nuances of consumer behavior, brand 

awareness and consumers’ associations with different accommodation providers in Portugal. These 

discussions helped refine the research focus and tailor the subsequent methodological steps to the 

specificities of the Portuguese market.  

Following the interviews, a perceptual map was performed to understand the competitive 

landscape, providing a visual framework that highlighted the market positioning of Airbnb relative 

to hotels brands with high awareness from consumers. This visual tool was instrumental in 

identifying how Airbnb and hotels are differentiated in the minds of travelers and pinpoint market 

opportunities, thereby informing a potential strategic direction for Airbnb to enhance its appeal and 

better meet customer needs and preferences. 

A conjoint analysis complemented the perceptual map. By presenting participants with a series of 

hypothetical accommodation scenarios, it was possible to quantitatively assess the trade-offs 

consumers are willing to make between attributes and identify the features they value most, 

meaning, the ones that significantly influence consumers’ choices. This allowed a development of 

focused and effective business strategies for Airbnb, based on the survey sample, which although 

small was representative of the specific Portuguese context.  

When developing the research design, first mapping consumers’ perceptions enabled a better 

interpretation of the results of the subsequent conjoint analysis, as it provided context for 

understanding consumer preferences and expectations. Following both studies, a SWOT analysis 
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of Airbnb was conducted, based on the insights gathered, to evaluate the internal and external 

factors that are instrumental in shaping the company’s strategic direction. 

Lastly, the research concludes with specific recommendations for Airbnb. This crucial step 

involved presenting the suggestions to Airbnb, which were met with affirmation regarding their 

feasibility and alignment with the company's capabilities and market strategy. The validation from 

Airbnb not only solidified the practical applicability of the work but also supported that the data-

driven insights were poised to effectively reinforce their competitive positioning in the Portuguese 

market. 

1.4. Preview of Results 

In-depth interviews uncovered that travelers give considerable weight to location, cost-

effectiveness and cleanliness when selecting accommodations. Additionally, the features that were 

predominantly associated with hotels included cleanliness, room and breakfast services, while 

Airbnb was linked with a home-like feeling, check-in flexibility, and kitchen amenities. 

Perceptual mapping clarified how travelers view different accommodations based on various 

attributes, namely price, service quality, safety and trust, exclusivity, comfort, flexibility, and type 

of trip. The results revealed distinctive perceptions among brands. Airbnb and Ibis were seen as 

more budget-friendly options, with Airbnb facing challenges in terms of trustworthiness. 

Additionally, it was also perceived as leisurely and flexible but scored low in services quality, 

comfort, and exclusivity. Marriott and Pestana emerged as upscale options but differed in terms of 

business and relaxed atmosphere. Lastly, Vila Galé stood out by being perceived as both relaxed 

and luxurious. 
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The conjoint analysis added depth to the comprehension of preferences, highlighting price per night 

and location, especially proximity to key areas or attractions, as the most important features. 

Furthermore, it was concluded that consumers perceive high value to hotel-like amenities such as 

cleaning services and breakfast. Guest ratings and cancellation policies with monetary refunds also 

seem to play an important role in decision-making.  

Based on the findings from both analyses, it was inferred that consumers may select Airbnb over 

traditional hotels based on features like price and location. However, hotels still gather a more 

substantial market preference, to which the analysis suggests stems from the valued services they 

provide with quality, trustworthiness, and the accommodation type.  

Therefore, the study suggests actionable recommendations to ensure Airbnb’s competitiveness and 

answer the research question. The first focuses on trust enhancement through a virtual tour 

program, a cancellation policy filter, and transparent guest chats. The second emphasizes 

reinforcing services quality with customizable cleaning schedules and a partnership with Uber Eats 

for breakfast deliveries. Thirdly, price optimization is recommended via a "Best Deals" feature 

during off-peak seasons to maintain Airbnb’s affordable perception. 

The detailed exploration of these aspects, along with the research methods employed, will be 

further developed in the upcoming chapters.
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2. Literature Review 

This chapter attempts to analyze and discuss the relevant pieces of literature applicable to the 

thesis topic. The literature review is divided into distinct segments, each serving a unique purpose. 

It begins by examining the broader tourism sector and then delves into the specifics of Portugal's 

travel accommodation scene, exploring traditional lodging, the sharing economy's emergence, and 

the changing local landscape. Furthermore, it analyzes the distinct characteristics of Airbnb and 

hotels, and then focuses on consumer behavior related to travel, analyzing how people make 

decisions when choosing where to stay. Lastly, it synthesizes previous research on the subject, and 

discusses the empirical methods used in this study, namely the conjoint analysis and perceptual 

map, shedding light on how these tools were employed to understand consumer perceptions, 

preferences, and behaviors. 

2.1. Overview of the Tourism Industry 

According to the United Nations World Tourism Organization (UNWTO), tourism is “a social, 

cultural and economic phenomenon which entails the movement of people to countries or places 

outside their usual environment for personal or business/professional purposes” (UNWTO, n.d.-b).  

The UNWTO (n.d.-b) defines a tourist, contrariwise to visitor, as someone who stays overnight. 

Thus, tourism encompasses a sum of all services tourists purchase and experience, including 

accommodations (Camilleri 2018). As tourism flourishes, the demand for accommodation 

increases, prompting growth and diversification in lodging options to cater to the influx of 

travelers; conversely, the availability, quality, and variety of accommodation can significantly 

attract tourists, shaping their destination choices and enhancing their travel experience (Camilleri 

2018).  
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In recent decades, tourism has experienced substantial growth worldwide (Figure 1), which was 

facilitated by the expansion of aviation, enabling travel from domestic to international destinations 

(Herre, Samborska, and Roser 2023). According to the UNWTO (n.d.-a) and processed by Our 

World in Data, the total of aircraft passengers registered globally went from 310.44 million in 1970 

to 4.56 billion in 2019. Leisure travel constitutes the primary motive for travelers across all global 

regions – except for the Middle East – (UNWTO 2021), with Europe being the place where tourists 

travel the most to (UNWTO, n.d.-a) (Figure 1). 

 

 

Figure 1 – Source: United Nations World Tourism Organization (UNWTO, n.d.-a). 

 

2.2. The Travel Accommodation Industry in Portugal 

Understanding the evolution of the travel accommodation market, from traditional hotels to 

innovative platforms like Airbnb, provides a foundational context, enabling an understanding of 

the importance of tourism and travel accommodations in Portugal. It also provides insights on how 

hotels and Airbnb were established in this market and what factors made them succeed.  
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2.2.1. Traditional Accommodations 

Portugal’s rich history, captivating landscapes, delicious gastronomy, and finest winery have led 

the nation to become a magnet for travelers from around the globe; it has also gathered popularity 

through its inviting culture, known by their amiable and sincere personalities (Duarte 2015). 

Another factor that makes Portugal an ideal destination, is its versatility; from rural to urban 

tourism, summer adventures to snowboarding trips, Portugal provides year-round activities for all 

preferences (St. Louis 2023).  

This journey in establishing itself as a pivotal economic player in tourism has historic roots. The 

hospitality industry traces back to ancient civilizations when travelers sought sustenance and 

shelter (Pine 1992). For Portugal, the age of the Portuguese Discoveries was vital, marking the 

beginning of the construction of vital infrastructures (Costa 2022). As sea travel emerged, tourism 

in Portugal began to take off, developing a more pronounced need for formal accommodations; 

hotels in major cities, like Lisbon, and coastal areas started to arise, paving the way for the 

development of the sector (Costa 2022). Furthermore, during the Industrial Revolution, there was 

an increase in the formalization of hospitality establishments, which led to the introduction of 

standardized services and luxury accommodations (Huyton 2007). 

With globalization, the hospitality industry was transformed, expanding to an international scale 

(WorldData.info 2018).  The opening of air traffic in the Humberto Delgado Airport in Lisbon in 

1942 was decisive, given it now serves as an air bridge to several cities worldwide (Ferreira and 

Dias 2016; Santos 2020). As countries gained competitive ground, Portugal focused its tourism 

sector on the "Sun and Sea" segment (Duarte 2015; Costa 2022). The Algarve region emerged as 

a significant contributor to this growth; several factors played a part, such as funding and, notably, 
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the opening of the airport in Faro in 1965, which greatly expanded the flow of tourists into the 

region (Costa 2022). 

Portugal has been continuously promoting its tourism sector, benefiting from the global booming 

of tourists (Costa 2022; WorldData.info 2020). In 2004, the country ranked 19th among countries 

receiving the most tourists (Costa 2022). As the years progressed and the number of tourists in 

Portugal increased, the number of overnight stays in accommodations rose as well (Santos 2020).  

During the period of exponential growth of tourists worldwide, Portugal's tourism offerings had to 

adapt to meet the rising demand (Santos 2020). The emergence of multinational hotel chains like 

Marriot was crucial to reshape the hospitality landscape (Enz 2010). Thus, hotels began 

diversifying their offerings to cater to different segments of tourists (Godoi 2021).  

Consumer preferences shifted towards experiential travel; therefore, many Portuguese hotels 

started focusing on providing unique, localized experiences (Gomes da Silva 2013; Sigala 2017). 

Hotels started spreading throughout the country, with especial significance around the littoral area 

(Santos 2020). With the development of mass tourism, large hotel chains evolved and expanded 

due to franchising (Camilleri 2018).  

The integration of technology revolutionized the industry, with the digitalization phenomenon, 

known as the 4th industrial revolution (Schwab 2016; Sousa and Joukes 2022). The appearance of 

online booking platforms, like Booking.com, streamlined reservation processes and enhanced 

customer convenience (Xiang et al. 2017). Additionally, digital payment systems and review sites 

like TripAdvisor changed the way hotels operated and marketed themselves (Neves 2020). 

According to literature, consumers’ willingness to pay started to be influenced by attributes such 

as star rating, online reviews, and location (Castro, Ferreira and Ferreira 2016). 
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2.2.2. Sharing Economy 

The dawn of the 21st century, accompanied by the digital revolution, eased the sharing of both 

tangible and intangible goods and services (Kaplan and Haenlein 2010). The term “sharing 

economy” arose during this time of technological progress and creative thinking (Hamari, Sjöklint, 

and Ukkonen 2015). Sharing economy relates to the act of sharing, renting, trading, or obtaining 

access to products and services, through community-based online services, and is progressively 

encouraging individuals to benefit from their underused assets (Coelho 2021; Hamari, Sjöklint, and 

Ukkonen 2015; Richardson 2015). Services ranging from housing (e.g., Airbnb) to transportation 

(e.g., Uber) have been introduced to the world and become part of this economy, bridging 

communication between property owners and users (Coelho 2021). 

According to a study conducted in 2014 by New York University Professors, Arun Sundararajan 

and Scott Galloway, when compared to traditional rental (with a modest evolution), sharing 

economy is much more likely to augment (Hawksworth, Vaughan, and Vaughan 2014). This 

innovative concept reshaped the dynamics of the travel accommodation industry by increasing the 

usage of existing assets (Coelho 2021).  

The rise of the internet and online platforms enabled this short-term peer-to-peer activity, as it is 

the case for Airbnb (Coelho 2021). Peer-to-peer or local accommodation can be described as a type 

of collaborative consumption in which anyone can rent their property (houses, apartments, rooms, 

etc.) to host visitors (Dredge and Gyimóthi 2017).  Airbnb was the pioneer on the usage of sharing 

economy on the travel accommodation market, presenting a disruptive peer-to-peer model, 

constantly challenging the traditional hospitality industry (Guttentag 2013). Its global success 

contributed, in turn, to further increase the phenomenon of local accommodation (Carvalho 2020). 
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Airbnb 

Airbnb was founded in 2008 by the name of AirBed & Breakfast (Airbnb 2023). Nowadays, Airbnb 

is an online platform, having the basic goal of travel and “live like a local” (Oliveira and Novak 

2023). With Airbnb’s motto being, 

“You can host anything, anywhere, so guests can enjoy everything, everywhere.” 

At first glance, the idea of a company built on staying a night in a stranger’s house was too uncertain 

and risky, so a key point of the company was to immediately design a system of trust, with both 

sides having profiles, ratings, and the chance to virtually meet the hosts as guests, which was only 

possible due to the advance in technology (Stewart 2022; Oliveira and Novak 2023). This led to 

the launch of the mobile App in 2010, and it was only in 2011 that it became a million-dollar 

company (Airbnb 2018).  

Airbnb made its mark in Portugal in 2009 (Moreira 2019). Local accommodation units began to 

emerge in the main tourist regions, namely in the beach areas and large urban centers, mainly 

Lisbon and Porto (Carvalho 2020). The rise of Airbnb was prompted by the 2008 real estate crisis, 

which led property owners to see this as a business opportunity in Portugal, attracting private 

investors with affordable properties and rental prices (André 2018). For many homeowners, this 

became a way to make extra income in a country that was recovering from economic hardships 

(Coelho 2021). Not only did this appeal to locals in Portugal who were struggling after the crisis, 

but also corresponded to the evolving needs of tourists, who seek more authentic and affordable 

stays (Coelho 2021). Furthermore, during this time occurred legislative changes that provided a 

more favorable environment for the local housing market (André 2018).  
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Airbnb grew exponentially over the years, representing a significant economic driver that 

diversifies tourism (André 2018; Moreira 2019). As the company grew and embedded itself in the 

culture of the countries, it introduced “Experiences” in 2006, allowing locals to host unique 

activities (Coelho 2021). A practical example was a grandmother in Tuscany, that developed a 

cooking class in Airbnb called, “Pasta with Grandma”, where guests booked the workshop, went 

to the host’s house, and got a lesson together with other guests; she became so popular that a lot of 

other grandmothers around the world followed her footsteps, making this innovation a major 

opportunity for the company (Stewart 2022; Oliveira and Novak 2023). In Portugal, some examples 

include Portuguese cooking classes, wine tasting tours in the Douro Valley, or surf lessons in 

Algarve (Coelho 2021).  

In essence, as tourism boomed in Portugal, Airbnb's model of diversification in accommodation 

and experiences perfectly positioned it to tap into the increasing demand, facilitating its deep 

market penetration.  

2.3. The Shifting Landscape of Travel Accommodations  

This section will dive into the evolution and current position of Airbnb and local accommodations 

in this market, highlighting its growth and its impact on traditional hotels. It will also identify 

market shifts, showing how the industry is sensitive to trends. This insight is vital in determining 

which features Airbnb can adopt to strengthen its position in the increasingly competitive 

Portuguese market. 

From 2010 onwards, the biggest players in the travel accommodation industry in Portugal were 

hotels, local accommodations, and apartment-hotels (TravelBI by Turismo de Portugal 2023c, 

2023d).  
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Many times, hotel groups possess both brands of hotels and of apartment-hotels, for instance, 

Pestana and Marriot (Ang 2022; Pestana Hotel Group 2023a, 2023b). An apartment-hotel is an 

accommodation type similar to hotels, but where each room is an apartment, featuring for instance 

a separate living room, bedroom, and fully equipped kitchen (Ang 2022). 

In terms of local accommodations, according to a report made by Duarte, Brinca, and Ferreira 

(2023), developed by Economics for Policy and Knowledge center of Nova School of Business 

and Economics, in 2019, local accommodations accounted for about 40% of all stays in Portugal. 

Thus, it is clear the weight that Airbnb and other local accommodations gained on the travel 

industry. In that year, hotels accounted for 41.8 million overnight stays compared to 31.1 million 

stays in local accommodations (Duarte, Brinca and Ferreira 2023; TravelBI by Turismo de Portugal 

2023c). 

 Apartment-hotels also saw an increase in their overnight stays, having in 2019, according to 

TravelBI by Turismo de Portugal (2023c), accounted for 7.9 million overnight stays; this sets them 

as the 3rd largest player in travel accommodation in Portugal. This growth may have been driven 

by the rise of platforms like Airbnb, which increased the demand for more varied and home-like 

accommodations (Coelho 2021).  

 Table 1 

2.3.1. Airbnb and Hotels Mutual Influence: heighten competitiveness 

The fast progression of Airbnb impacted traditional hotels, inducing them to apply new strategies 

to become more competitive (Zervas, Proserpio, and Byers 2015). A notable effect of this was the 

2019 Hotels Local accommodations Apartment-hotels 

Overnight stays 41.8 million 31.1 million 7.9 million 
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heightened competition and dynamic pricing strategies; a study revealed that this trend forced 

hotels to adjust their pricing to maintain their attractiveness to customers (Zervas, Proserpio, and 

Byers 2015). This amplified competitiveness led traditional hotels to focus on providing 

distinguished services, trying to match the personalized Airbnb’s offers (Tussyadiah and Pesonen 

2016). Another refinement hotels did in efforts to answer the emergence of this new strong 

competitor was improving their quality services overall, including staff and amenities available, to 

guarantee the best customer experience; this movement set new standards across all industry 

(Guttentag 2013). 

One major concern expressed by the hotel sector regarding Airbnb is the lack of regulation in this 

kind of business; not only is the regulation challenging given the dynamic nature of the short-term 

rental market and its online operations, but also over-regulating can potentially stifle the beneficial 

economic impacts of sharing economy, which in Portugal is extremely important (André 2018; 

Coelho 2021). This was a reason that supported Airbnb’s appearance and growth, thus providing 

the platform with a potential unfair competitive advantage, as it takes years to establish a new hotel, 

whereas Airbnb can swiftly introduce numerous housing units into the market (Coelho 2021).  

Additionally, Coelho (2021) adds that Airbnb’s flexible and cost-effective operational model 

allows it to easily scale its offerings, which poses a challenge to hotels that have significant 

marginal costs when expanding; it is also suggested that hotels with lower costs are more 

susceptible to Airbnb competition. Furthermore, compared to hotels, Airbnb can provide relatively 

low costs, since the platform does not need to allocate resources into infrastructure, which is 

translated into another competitive advantage of Airbnb (Bashir and Verma 2016; Chen 2023; 

Coelho 2021). 
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It is important to note that peer-to-peer accommodations were also influenced by hotels in multiple 

ways. The main aspects were the formality, professionalism, and high standards consistency that 

hotels accustom customers to (Guttentag 2017). Other critical factors were cleanliness and safety; 

guests from all around the world consider those aspects highly important, and Airbnb was faced 

with the challenge of meeting those criteria (Stewart 2022; Oliveira and Novak 2023; Zhang et al. 

2018). 

Nowadays both types of accommodation manage to coexist, with positive impacts, by pushing each 

other to be innovative and keep progressing, for the satisfaction of their customers (Tussyadiah and 

Park 2018). However, due to the success and popularity of Airbnb, both leisure and business 

travelers migrate from traditional hotels to Airbnb accommodations (Chen 2023). With the 

increasing number of customers migrating from hotels to Airbnb, fierce competition between 

traditional and Airbnb accommodation intensifies (Chen 2023). However, hotels still show record 

revenue and profits even alongside Airbnb growth (Stewart 2022; Oliveira and Novak 2023). 

Overall, the lodging industry evolves alongside the customers necessities and demands; nowadays, 

with the innumerous options that the market has to offer it is a matter of who has its guests’ needs 

into consideration (Guttentag 2017). 

2.3.2. How Hotels and Airbnb Adapted to the COVID-19 Pandemic 

In 2019, the industry in Portugal was at its peak, however, the onset of the COVID-19 pandemic 

brought unprecedented challenges to the global tourism industry, and Portugal was no exception; 

the hotel sector and platforms like Airbnb experienced a sharp decline in bookings as international 

travel came to a near standstill, especially in hotspots like Lisbon, Porto, and Algarve (Costa 2022; 

Luz 2023a, 2023d; TravelBI by Turismo de Portugal 2023a). Many hotels faced prolonged 
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closures, with some even shutting down permanently (Costa 2022). On the Airbnb front, according 

to an investigation made by Nova SBE Data Science Knowledge Center from 2019 to 2020, with 

data retrieved daily from Inside Airbnb, it was estimated that daily bookings of Airbnb decreased 

about 2,000 and 5,200 in Porto and Lisbon, respectively (Publituris Hotelaria 2021).  

After two years of significant impact from the 

COVID-19 pandemic, in 2022, the national 

economy regrew, observing a substantial 

return of foreign tourists to Portugal (see 

Figure 2) (Instituto Nacional de Estatística 

2022, 2023).  

As the tourism and hospitality sectors suffered devastating consequences, hotels found themselves 

compelled to develop urgent solutions and strategies to keep pace with the evolving impact of the 

pandemic (Godoi 2021). One of the key challenges during this resurgence was the rise of digital 

services, with an increasing demand for a fully digital guest experience (Drumond 2022). 

Hospitality entities had to swiftly adapt to an increasingly online audience, both domestic and 

international; this revolutionized how tourists access information and organize trips (Cunha, 

Correia, and Costa 2021). According to Machado (2022), after the pandemic it was observed an 

increase of the sharing of feedback from previous guests in the hospitality industry through guest 

ratings. As a result, more places in Portugal gained visibility, for example, the region of Madeira, 

which now appeals to a broader age range compared to its past predominance of senior tourists 

(Drumond 2022). 

Having access to information was particularly relevant in a time after the pandemic when safety 

and hygiene became paramount concerns for travelers (Godoi 2021). Thus, contactless services 

2019 2020 2021 2022

Overnights

Guests

Figure 2 - Source: TravelBI by Turismo de Portugal (2023c; 2023d) 
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and stringent hygiene measures became industry standards, altering guest expectations (Gössling, 

Scott, and Hall 2020). Moreover, consumers became increasingly more demanding, given they 

have access to more information, and they now have more tools at their disposal to highlight the 

weaknesses and less positive aspects of establishments (Neves 2020).  

On the other hand, compared to hotels, Airbnb could recognize and adapt to shifts in consumer 

preferences faster than the traditional hotel industry (Coelho 2021). With the easing of lockdown, 

after being confined at home, citizens worldwide were taking advantage of loosened restrictions to 

book vacations within their own countries (Antunes 2020). Many Airbnb’s owners, being aware of 

this need, adjusted their flexibility in cancellation policies (Toader, Bode, and Rus 2020). The 

pandemic also led to domestic demand shifting to more rural destinations, which facilitated the 

geographical dispersion of Airbnb in Portugal (Tourism Economics 2020). Yet, as before 

mentioned in section 2.3.1, Airbnb had difficulties on the cleanliness and safety concerns (Stewart 

2022; Oliveira and Novak 2023; Zhang et al. 2018). 

2.3.3. Overview and Future Outlook of the Industry 

Despite the nefarious consequences of the previous few years, the Economic Impact Research of 

the World Travel & Tourism Council (2023) announced in July 2023, that the tourism industry is 

expected to exceed 2019 records by the end of the year, showing promising results for the next 

years.  

According to TravelBI by Turismo de Portugal (2023c), August is the month with the most 

overnight stays, even during the pandemic years, followed by July and September. The countries 

that contribute the most to overnights and tourism in Portugal are maintained over the years, 

namely, Spain, UK, Germany, and France (Instituto Nacional de Estatística 2022; TravelBI by 
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Turismo de Portugal 2023a). While in 2020 and 2021 the number of overnight stays from residents 

reached and even surpassed the values from international travelers, by 2022 onwards shares were 

back to levels of 2019, nearing 70% nonresidents; thus, both local accommodations and hotels are 

mainly internationally driven (Duarte, Brinca, and Ferreira 2023; Instituto Nacional de Estatística 

2022).  

In July 2023, hotels had hosted 26 million overnight stays, compared to 22.5 million the previous 

year by the same month (TravelBI by Turismo de Portugal 2023c). According to Portugal Hotel & 

Chains Report developed by Horwath HTL (2023) and Statista data published by Luz (2023c, 

2023b), the biggest groups in terms of room numbers are Pestana Hotel Group, Vila Gale, Accor, 

and Marriott, in order, and regarding brands, Pestana Hotels & Resorts, Vila Gale, Tivoli, and Ibis. 

Accor and Marriott Hotels are the biggest international groups, whereas Ibis is the greatest 

international brand in Portugal; additionally, the report ranks the brands by scale, adding that Ibis 

ranks first in the Economy and Midscale, Pestana ranks first in the Luxury scale and Vila Gale in 

the Upscale & Upper Upscale (Horwath HTL 2023). Budget your Trip (n.d.) developed a study 

with 11,802 hotels in Portugal, which concluded that below around 70€ per night could be 

considered a budget hotel, 70€ to 140€ a mid-range hotel and above 140€ a luxury hotel. On the 

other hand, a study developed by Mabrian (2022) reveals the average price for a 3-star hotel in 

Portugal in 2022 was 98€, a 4-star hotel was 138€ and a 5-star hotel 258€, increasing significantly 

since 2019. 

Nowadays, according to the report signed by Duarte, Brinca, and Ferreira (2023), to accommodate 

all the tourists who stay in local accommodation units, it would be necessary to increase hotel 

supply by around 50% so that the traditional hotel sector could accommodate all the tourists who 

stayed in local accommodations. Additionally, local accommodation is becoming a more prevalent 
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option in Porto, Lisbon, and Algarve; in the first two cities, over 55% of revenues from tourism 

have roots in this type of accommodation and Airbnb, specifically (Duarte, Brinca, and Ferreira 

2023). According to Inside Airbnb (2023a, 2023b), by September 2023, 81.1% and 74.1% of 

listings were entire homes/apartments, in Porto and Lisbon, respectively.  

In the most recent years, Portugal continues to receive awards that enhance its global image and 

prompt tourism, with cities of Porto, Lisbon, Algarve, and Madeira highlighted (Costa 2022; 

Turismo de Portugal 2019, 2020). Recently, in 2023, Portugal was elected Best European Tourist 

Destination (Turismo de Portugal 2023). Statista also forecasts the industry revenues to continue 

to increase in the following years (Statista Research Department 2021), setting a positive outlook 

for the industry’s future. 

Despite the positive outlook, the COVID-19 pandemic and the more recent war in Ukraine can still 

have unpredictable long-term effects on the industry, as it is seen by the increasing inflation 

(Horwath HTL 2023). Additionally, it is of extreme importance to refer the potential future hurdles 

of Airbnb due to a new law approved in September 2023 in Portugal. This regulation is designed 

to protect the housing market and families given the extreme inflation; under this law, local 

accommodations will pay an extraordinary contribution, calculated based on property size, income, 

and urban pressure, at a 15% rate, excluding residential properties or local accommodations 

operating in the owner's primary residence for less than 120 days a year (DN/Lusa 2023; 

Presidência do Conselho de Ministros, n.d.). The law also introduces a suspension of new local 

accommodation registrations until 2030, though exceptions are made for specific programs and 

autonomous regions; to encourage a shift from local accommodation to long-term rentals, owners 

who make this transition by the end of 2024 will receive tax exemptions on rental income until the 

end of 2029 (DN/Lusa 2023; Presidência do Conselho de Ministros, n.d.). However, under this 
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law, properties in the country's interior are exempt (DN/Lusa 2023; Presidência do Conselho de 

Ministros, n.d.). 

As follows, Airbnb is at a crossroads, with ample opportunities for innovation and growth, yet 

facing challenges that will require thoughtful consideration and strategic planning to maintain its 

competitive positioning.  

2.4. Consumer Behavior 

The preceding review of the travel industry evolution highlights its adaptability to shifting tourist 

demands, emphasizing the significant impact of consumer behavior. Consequently, this chapter 

will delve into consumer behavior, examining the factors that influence their travel choices. This 

exploration aims to provide a deeper understanding of the motivations and preferences driving 

consumer decisions, offering essential insights for crafting tailored strategies and recommendations 

for Airbnb in the dynamic travel accommodation landscape. 

2.4.1. Travel Behavior 

Within the realm of travel and tourism, consumer behavior encompasses the decision-making 

process travelers go through before, during, and after a trip (Cohen, Prayag, and Moital 2013). 

With respect to industries with more linear purchasing routes, the tourist industry stands out due to 

these subtle differences in behavior patterns, as it is shaped by a set of intricate and peculiar factors. 

(Vijay and Ravichandran 2019). These factors include a deep emotional significance that 

consumers place on their travel choices, leading to high involvement and commitment in their 

decision-making. Additionally, due to the intangible nature of travel experiences, there is also a 

heightened level of insecurity, prompting an extensive search for information to reduce uncertainty 

(Vijay and Ravichandran 2019).  
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2.4.2. Factors Influencing Travel Behavior  

As mentioned above, travel behavior is not an isolated phenomenon; it is heavily influenced by a 

mosaic of interlaced factors. This section delves into these influential components. 

Sociodemographic variables play a pivotal role in influencing accommodation choice behavior. 

Examples of these factors commonly used by tourism experts include age, gender, education, 

income and household size. These variables are believed to be accurate in describing the tourism 

market and predicting travel behavior patterns. Age is considered to be a crucial demographic 

factor because leisure demand can effectively be predicted by visitors' age (Kara and Mkwizu 

2020). According to Kara and Mkwizu (2020), the probability of activity participation increases 

when an individual is young and decreases as older as the individual gets. Moreover, economic 

capacity can also influence the type of travel and activities an individual can afford (Mayer and 

Vogt 2016). Factors such as household size and composition further refine these choices, with 

families possibly seeking accommodations that cater to the diverse needs of both adults and 

children. Similarly, a traveler's choices and preferences may be influenced by their educational 

background; highly educated individuals, for example, may be more likely to seek out culturally 

enriching experiences or historical sites (Mayer and Vogt 2016). 

Psychological aspects also play an important role in travel decisions (Kara and Mkwizu 2020). 

Overlaying the decision-making process are both personal and external influences. Personal 

influences include demographic factors, individual values, motivations for traveling, and past 

experiences with certain travel brands or products. External influences encompass 

recommendations from family and friends, group dynamics, marketing efforts promoting various 

travel destinations and accommodations as well as the political, environmental, and other socio-

cultural factors that pertain to a city destination (Kara and Mkwizu 2020). This comprehensive 
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understanding highlights the complex interplay between an individual's inherent psychological 

makeup and the multitude of external factors that contribute to the decision-making process in 

travel (Kara and Mkwizu 2020).  

Lastly, as stated in section 2.2.1, technological advancements are another element influencing the 

tourism sector (Cohen, Prayag, and Moital 2013). Before the advancements of the internet, 

travelers relied heavily on travel agencies and direct word of mouth. Nonetheless, today’s travelers 

have the convenience of having access to a wide range of online tools and platforms. These 

resources allow them to meticulously research destinations, compare pricing, and independently 

book accommodations and transport (Cohen, Prayag, and Moital 2013). Social media, in particular, 

has emerged as a significant influence on tourism behavior. Platforms such as Instagram, TikTok, 

and Facebook are now critical sources of travel inspiration (Wang, Huang, and Liu-Lastres 2022). 

As travelers share their experiences and recommendations, potential tourists turn to these insights 

to make informed decisions (Wang, Huang, and Liu-Lastres 2022). The digital shift also made 

room for data-driven decision-making. Through online interactions, businesses can gather valuable 

insights about consumer behavior and preferences, to target specific audiences more efficiently 

(Cunha, Correia, and Costa 2021). 

2.5. Differences Between Airbnb and Hotels 

Travelers harbor a set of expectations and demands for services from Airbnb accommodations that 

are different from those required from traditional hotel stays (Carvalho 2020). In the end of the 

section, Table 2 shows a summary of the differences between Airbnb and Hotels, further developed 

throughout this chapter. 
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Variety of Accommodation Types 

There are two general types of strategies used by accommodation services, an individualization 

strategy – in which brands offer its guests personalized services – and a standardization strategy – 

mostly used by hotels under the same chain to set a standard quality worldwide, enhancing 

customer loyalty for the brand (Bouncken, Pick, and Hipp 2006). Airbnb uses an individualization 

strategy to differentiate itself (Von Richthofen and Von Wangenheim 2021).  

The sharing economy platform provides a diverse array of options, including urban apartments and 

vacation homes, where the guests have the option to rent any available offering, such as shared or 

private rooms, apartments, houses, as well as more unique listings such as treehouses, igloos, and 

houseboats (Barzilay 2016).  

Property and In-room Amenities 

An amenity has been characterized as a collection of elements that enhance comfort, convenience, 

and enjoyment of an experience; previous studies have identified amenities as a strategic tool to 

gain competitive advantage (Meng et al. 2020). Some traditional hotels’ property amenities include 

all tangible facilities and intangible services including restaurants, bars and breakfast, parking, 24-

hour reception where guests can store their bags in case of an early arrival or late pickup, and 

leisure facilities such as swimming pools and fitness gyms, while some in-room amenities include 

wireless internet, private bathrooms with toiletries and towels, daily housekeeping and room 

service, mini-bar and TV facilities (Hotels.com 2014). These hotel amenities can prove to be a very 

important criterion for tourists, particularly to the business travelers who may require certain 

specialized services (Camilleri 2018). 



Group part   

 

28 
 

Airbnb’s guests might have access to other amenities that traditional hotels’ guests have not. These 

include kitchen, washing machine and other household facilities, when available; guests may also 

have access to a private bathroom, TV, wireless internet, and some recreational facilities such as 

private swimming pools and fitness gyms (Guttentag 2013).  

Furthermore, Airbnb facilitates self-check-ins, granting guests the flexibility of getting access to 

the place booked, without requiring the physical presence of the hosts or special timings (Airbnb, 

n.d.-b.; Zhang et al. 2020). In comparison, traditional hotels have a standardized check-in process, 

made at the front desk (Bouncken, Pick, and Hipp 2006). 

Pricing Rates 

One of the most discussed differences between Airbnb and traditional hotels is the price. Price 

could be a limiting factor for many leisure travelers, since many travel on a budget and therefore 

may only consider accommodation that is within their price range (Camilleri 2018). Multiple 

influential factors such as location, reviews, available amenities, quality, and variety of services 

provided play an important role to determine the price of the rental (Xie and Kwok 2017).  

As aforementioned, Airbnb follows an individualization strategy; each property is unique, and 

hosts can take on additional roles, such as concierge, cook and tour guide, thus direct cost 

comparisons with hotels are not feasible; however, as one of the biggest players in the sharing 

economy, and by being founded on the principle of utilizing underused resources while creating 

value to its consumers, it is safe to assume a lower price point, when compared to traditional hotels 

(Nath 2022). Airbnb prices range from 10 dollars to around 50,000 dollars a night – converting to 

a range from 9 to 46,000 euros approximately –, due to the large variety of accommodation options 

(Stewart 2022; Oliveira and Novak 2023). In addition, hotels have to cover many more costs than 



Group part   

 

29 
 

Airbnb, namely operational and infrastructure costs, in which overhead expenses, such as staff 

salaries and advertising costs, take part, and other general management costs (Nath 2022). 

Lastly, some factors directly related to the trip, such as the length of the trip and the size of the 

group may also influence the price perception of the Airbnb rental; short-term stays at Airbnb are 

often proven to be less budget friendly as the longer the trip, hence the greater the incentives offered 

by the hosts per night, as they prefer to have longer bookings to ensure occupancy (French 2023). 

Seasonality  

Hotel prices fluctuate based on seasonal variations; during high demand seasons, hotels take 

advantage of shortage of supply and lower flexibility from the holiday tourists by increasing 

accommodation’ prices (Li and Srinivasan 2019). Airbnb’s hosts also adjust prices according to 

seasonality, but unlike hotels, there is usually no big discrepancy between weekday and weekend 

nightly fees (Aznar et al. 2018).  

A study from 2016 across different cities across the US has shown that Airbnb has saved its 

customers an estimated $16.5 million dollars, compared to what they would have spent on a hotel 

room during major events, such as New Year’s Eve, The Super Bowl and Comic Con in that same 

year (Airbnb, n.d.-a). 

Types of Customers 

One of the key differences between Airbnb and traditional hotels is the types of customers each of 

them attract, with Airbnb captivating more leisure tourists than business travelers, whereas hotels 

still have a big number of business travelers as their customers, which research suggests being due 

to renting costs not being as important for business travelers, as it is for leisure travelers, as they 
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are usually reimbursed or directly billed to the company, whereas leisure travelers cover their 

lodging expenses (Kreeger, Smith, and Parsa 2021).  

Location 

Despite price being a major characteristic in tourists’ decision when choosing their travel 

accommodation, travel distance to key touristic attractions also plays a big part in this decision, 

given that tourists will generally want to stay as close as possible to the major centers of tourist 

activity (Camilleri 2018). The strategic position of an accommodation facility is one of the most 

important factors within the travel accommodation industry (Urtasun and Gutiérrez 2006).  

Different studies highlight some factors that influence the choice of location for a hotel, namely 

traffic circumstances, transportation accessibility, local tourism attractions, economic factors and 

agglomeration effects, among others (Luo and Yang 2013; Yang, Wong, and Wang 2012). Thus, 

hotels are mainly positioning themselves near transportation nodes, such as train stations and 

airports, or within the city center (Lado-Sestayo, Vivel-Búa and Otero-González 2018). For 

instance, if the major attraction of the destination is the sea, hotel guests may be willing to pay a 

premium price for a room that is on the sea front (Camilleri 2018). 

On the other hand, Airbnb accommodations are more dispersed when compared to hotels, and 

mostly located in neighborhoods that do not typically attract many tourists, such as in peripheral 

residential areas (Guttentag 2013). Nevertheless, it should be noted that Airbnb can expand its 

offerings to wherever residential facilities exist, contrary to hotels which must follow local zoning 

requirements and request permits from the authorities, making it easier for Airbnb to take 

advantage of the highly concentrated central areas of the city (Zervas, Proserpio, and Byers 2017). 
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Authenticity of Experience 

Tourists have shown an increasing demand for more real experiences while traveling, involving 

deeper connections with residents (Paulauskaite et al. 2017). Airbnb takes advantage of this by 

allowing its guests to foster personal relationships with hosts, gaining more insights into local 

traditions, cultural facts, and key attractions to visit; in opposition, hotel employees do not usually 

have the opportunity to dedicate time with guests to share their native knowledge (Birinci, 

Berezina, and Cobanoglu 2018). Therefore, Airbnb offers a distinctive value proposition, when 

compared to hotels, centered around the potential for a more immersive authentic local experience. 

Airbnb has been focusing on the goal of bringing people together: “It is like a social network in the 

physical world”, as described by the CEO, Brian Chesky (Stewart 2022; Oliveira and Novak 2023). 

As mentioned in section 2.2.2., Airbnb introduced an additional service, Airbnb Experiences, 

allowing renters to book activities with a diverse range of options to fit the broad range of the 

travelers’ interests, including local cuisine, art, sports, and cultural and historical events, all hosted 

by locals (Kokalitcheva 2016).  

Reliability and Trust 

Within this industry research, brand credibility has been pointed out as a critical factor in the 

consumer’s decision-making process; a reliable brand is able to reduce the cognitive effort required 

to evaluate, and consequently increases the probability of making the purchase decision (Jeng 

2016). 

Accommodation is perceived as a high-risk product to purchase due to its intangibility, as its 

experience cannot be seen or touched before the purchase decision, and displays a lack of 

homogeneity, due to the high variability in accommodations’ performance (Jun 2020). Hotels have 
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an advantageous position due to their standardization strategy; hotels under the same chain assure 

a consistent quality in all the facilities, guaranteeing a sense of familiarity and reliability to their 

customers (Bouncken, Pick, and Hipp 2006). 

A study focused on consumer’s booking process of an accommodation identified different 

perceived risks, such as financial, performance, and physical risks; the financial risk is correlated 

with the monetary loss and is most associated with hotels, possibly due to the cheaper rental options 

available at Airbnb; performance risk is associated with the lack of consistency with the booking 

at question (Jun 2020). The physical risk is also more accentuated across Airbnb listings, due to 

unregulated environment, where no health and safety regulations have to be followed by its hosts, 

placing the responsibility on them to provide a safe environment (Jun 2020). 

As mentioned in section 2.2.2, Airbnb’s platform was designed strategically in the hopes of 

enhancing consumers’ trust and safety. Firstly, Airbnb has an identity validation system in place 

for both parties involved in the booking process, with currently 100 million completed verifications 

(Stewart 2022; Oliveira and Novak 2023). Moreover, it has created the Urgent Support Line, 

available 24/7 to assist guests throughout the time of the reservation, as well as the 24-hour period 

before and after such reservations (Airbnb 2020). Airbnb also employs online reviews, allowing 

hosts and guests to rate each other, which can provide valuable insights for changes in future 

bookings (Coelho 2021). Thus, Airbnb relies on reviews to maintain service quality; however, 

issues like inefficient check-ins, double bookings, and hidden fees often plague the platform, as 

noted by Zhang et al. (2020). The lack of guaranteed quality is a persistent challenge for Airbnb, 

leading to unpleasant experiences for many guests (Coelho 2021). 

Cancelation Policies 
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Most hotel companies adopt traditional reservations as standard policy for typical bookings; this 

type of reservation grants customers the ability to secure a reservation and acquire a hotel room at 

a predetermined time in the future for a fixed price, known as the room rate (Smith et al. 2015). 

Generally, the closer the cancellation happens, the harder it becomes for customers to receive the 

full refund; conforming practices observed in the airline industry, many hotels have imposed 

penalties for booking cancellations, with cancellation fees having represented approximately 8% 

of hotels’ revenues in 2007 (Chen, Schwartz, and Vargas 2011). Marriott Hotels were the first 

hotels to introduce discount rates in exchange for the removal of refundable cancelation policies; 

following Marriott Hotels’ lead, other major hotel companies have started offering discounted rates 

for non-refundable cancellation bookings (Smith et al. 2015). 

Similarly, Airbnb presents its guests a range of cancellation policies that depend on the timing of 

cancellation; Airbnb allows listing’s hosts to choose a cancellation policy for each of the rentals, 

according to their preferences; the range includes refundable and non-refundable options, including 

“Flexible” policies, where guests have to cancel their reservations until 24 hours before check-in 

for a full refund, “Moderate” policies until 5 days, “Firm” policies up to 30 days, “Strict” policies 

where guests must cancel within 48 hours of booking, and at least 14 days before check-in, for a 

full refund of the reservation, among others (Airbnb, n.d.-c.).
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Table 2 

 Traditional Hotels Airbnb 

Accommodation 

Types 

Standardized offerings usually 

by chains offering uniform 

quality worldwide 

Diverse options including private or 

shared rooms, apartments, houses, 

unique listings 

Property 

Amenities 

Restaurants, bars, parking, 24-

hour reception, daily 

housekeeping 

Household facilities like kitchens, 

washing machines 

Check-in 

Process 
Standardized at the front desk 

Facilitates self-check-ins with 

flexible timing 

Pricing 

Strategy 

Fixed pricing, additional 

operational and management 

costs 

Individualized pricing, ranges from 

budget to luxury, less costs 

Types of 

Customers 

Business travelers and leisure 

tourists 

Primarily leisure tourists, fewer 

business travelers 

Location 
Near transportation nodes, city 

centers, tourist attractions 

Dispersed, in residential areas, can be 

centrally located or peripheral 

Experience 

Authenticity 
Standard service model 

Offers local and authentic 

experiences, personal interactions 

with hosts 

Reliability 

and Trust 

Assures consistent quality and 

familiarity, higher financial risk 

perception 

Utilizes identity verification, support 

lines, and guest reviews for trust, 

higher performance and physical risk 

perception, lack of guaranteed quality 

and trust 

Cancellation 

Policies 

Different for distinct hotels, 

from strict to flexible 

Offers a range of policies, 

chosen by hosts 
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2.6. Overview of Previous Research 

Research has found that there are various reasons influencing the selection of accommodation. This 

section will uncover previous studies that attempt to answer which attributes are valued for 

decision-making, in order to tailor the following analysis and understand which features Airbnb 

may benefit from implementing. 

Research carried out by Mody et al. (2022) during the onset of the COVID-19 pandemic established 

three distinct tiers in terms of importance for customers. Attributes categorized under Tier 1 hold 

the greatest relevance in the consumers’ decision-making processes; results from the study 

encompassed, in this level, attributes representative of accommodation quality and service, such as 

hygiene characteristics – where luxury guests expect the highest standards –, guest ratings, 

accommodation type, and level of service. Tier 2 comprised amenities such as WiFi, kitchen and 

pool facilities, breakfast availability, pet-friendliness, and parking. Notably, luxury 

accommodation consumers value all amenities, except for pet-friendliness, which holds greater 

significance for lower-end accommodations. Additionally, price and location were also 

encompassed in this level. Lastly, Tier 3 features played the least significant role in influencing 

travelers’ decisions when choosing accommodation; in the study, this degree included factors 

related to accessibility (e.g., transportation options), safety, and cancellation policies – consumers 

generally prefer the latter to be less restrictive. 

Dogru and Pekin (2017)’s study goes hand in hand with the aforementioned research: Airbnb guests 

demonstrate a willingness to spend more for cleanliness. Moreover, guests value and are willing to 

pay more for properties with an extensive collection of photos, implying that consumers seek 

trustworthy hosts; the authors also explain that a rate increase of approximately 10% is justified 
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and accepted by clients when Airbnb hosts offer free breakfast; this means that this feature holds 

significance in consumers’ preferences as well (Dogru and Pekin 2017).  

Despite the common perception that the sharing economy primarily creates social interactions, 

Airbnb guests are also willing to pay higher rates for space and privacy; this suggests that guests 

either prioritize privacy by avoiding living with the host or seek more space, particularly when 

traveling in larger groups and needing ample area (Dogru and Pekin 2017). 

There have been several studies developing reasons as to why consumers opt for Airbnb over 

hotels, varying from practical motivations, like price, location, and type of accommodation, to 

experimental motivations (André 2018). Across all studies, price seems to be at the front of 

decision-making for Airbnb. Dogru and Pekin (2017) in fact emphasize that price might hold the 

most significance for consumers. Research by Chen (2023) revealed that there are four factors 

which lead tourists to choose Airbnb over hotel, namely, “economic”, “experiential”, “social” and 

“comfort”. Additionally, the personalized service and social interactions both between the host and 

the customer and between different customers that Airbnb provides are also deemed as important 

factors within consumers’ perspectives (Li, Hudson, and So 2019). 

While guests may prioritize sociability, trust, and a positive host experience, there's also an evident 

economic aspect involved; specifically, they seem to compare Airbnb with traditional hotels for 

cost-saving purposes (Dogru and Pekin 2017). Guttentag (2016) also emphasizes the influence of 

location convenience, attesting that Airbnb has an advantage by having accommodations across 

various areas. Other factors deemed influential were household amenities, like kitchen facilities, 

and its unique non-standardized model (Guttentag, 2016). 
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In line with these insights, recent findings add another dimension to the understanding of Airbnb 

user preferences. According to Ding et al. (2023), as prices decrease, Airbnb users show a 

heightened interest in exploring the surrounding areas.  

2.7. Empirical Approach 

Insights from literature suggest that company managers require additional information for decision-

making when confronted with high levels of uncertainty in their business environment (Socea 

2012). As decision-making in marketing becomes more consumer-based, there is a growing need 

for research techniques, as these data-driven research methods allow researchers to draw 

conclusions directly based on customer’s preferences and perceptions (Sheth 2021). 

2.7.1. Perceptual Map 

Product and brand positioning is a critical component of competitive marketing strategies. 

Marketers may resort to perceptual mapping techniques for two main reasons, namely, to assess 

the positioning of a certain brand or product relative to its competitors, and to assist in uncovering 

attributes that are determinant in influencing consumers’ choices within the product category 

(Kohli and Leuthesser 1993). All products and brands are considered to occupy a distinctive 

position within the customers’ awareness set (Narayana and Markin 1975). Thus, perceptual 

mapping techniques are used to visually illustrate consumer’s perceptions and the attributes 

influencing their purchase decisions and comprehend market structure (Kohli and Leuthesser 

1993). 

Perceptual maps are commonly used by managers to make decisions regarding product 

development; a product is a combination of tangible – durability, functionality, price – and 

intangible – in terms of emotional appeal like feelings of joy and prestige, - characteristics; 
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therefore, a big challenge for marketers relies on defining which and how many attributes to 

incorporate into the product, the level of quality of each attribute, and how to strategically design 

these attributes into the product in order to gain and sustain competitive advantage; nevertheless, 

it should be noted that usually only two or three key attributes are believed to hold significance in 

consumer’s choice, which may vary across different market segments (Gigauri 2019). 

When applying an attribute-based perceptual map approach, respondents are tasked with rating 

selected products or brands based on several attributes. The perceptual map is then drawn with the 

help of the SPSS Software output (Kohli and Leuthesser 1993). 

2.7.2. Conjoint Analysis 

Conjoint Analysis (CA) consists of an analysis of the trade-offs consumers make when choosing a 

product to buy between the competing options in the market; this technique assumes that a product 

is perceived as a combination of different features and attributes, being commonly used to model 

buyer behavior (Elrod, Louviere, and Davey 1992; Auty 1995). The CA method can be traced back 

to cognitive psychology, particularly associated with research focused on developing 

representations of observed consumer preferences based on the intended adjustment of independent 

variables (Mody et al. 2022). The attributes considered for the analysis should capture the 

distinctive features that consumers take into consideration when making their purchasing decisions. 

Additionally, all attributes should be divided into levels that describe the existing or prospective 

product (Auty 1995). 

Contrary to the traditional CA (Figure 3A), where participants are required to rate or rank multiple 

items, each compromising a set of attributes, Choice-based CA (Figure 3B) derives from the 

respondents’ selections among a set of choice alternatives (Chrzan and Orme 2000; Mody et al. 

2022). 
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Choice-based CA presents some advantages over Ratings-based CA. In Choice-based CA, the 

values and statistical significance of the variables are easily reported and, with choice being the 

behavioral response of buying interest, its data allows for a more realistic scenario reflecting the 

choices they might have to make in real life (Chrzan and Orme 2000; Elrod, Louviere, and Davey 

1992). It is also important to note that despite being a well-suited model for segmentation studies, 

estimation results of Ratings-based CA are difficult to capture, and the tests of statistical 

significance usually require more effort to be held (Elrod, Louviere, and Davey 1992). 

Another way of characterizing the research technique is the study format, which can be full format 

where all the attributes are displayed in every product profile, or partial format where only a 

fraction of 5 or less attributes are subject to analysis (Chrzan and Orme 2000). It is important to 

note that if the study questionnaire is too lengthy, it may cause respondents fatigue, leading to 

biased answers (Homburg, Klarmann and Vomberg 2022). However, the researcher may decide to 

restrict the combination of specific attribute levels while designing the study, which can lead to 

disparities in levels; these restrictions are believed by many to decrease the efficiency of the study, 

particularly when they are made aiming to enhance the realism of the product alternatives (Chrzan 

and Orme 2000).

Figure 3 – (A) Ratings-Based and (B) Choice-Based Conjoint Analysis Design (Chrzan and Orme, 2000). 

(A) 

 

(B) 
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4. Perceptual Map  

4.1. Methodology  

A Perceptual Map was conducted, and as mentioned in section 2.7.1., it contributes to 

understanding how consumers perceive a pre-defined group of brands based on specific attributes 

and their relationships. It illustrates a Cartesian plane, where the x-axis and y-axis represent 

correlated attributes, and brands are plotted based on their perceived positions, providing insight 

into how main competitors position themselves in the market. To create this representation, data 

from market research and customer surveys is gathered, aiming to comprehend how different 

brands in the accommodation market are perceived by customers. 

Initially, a preliminary survey was developed to collect data. This survey, conducted via the 

Microsoft Forms platform, asked customers to rate, on a scale from one to five, the relevance of 

each attribute to each company. A rating of one indicated that the characteristic was unrelated to 

the brand, while a rating of five signified a strong association. This allowed consumers to express 

their perceptions of brands based on a selected group of attributes. 

Following these rankings, additional questions were posed to gain more detailed insights into 

consumer profiles, including gender, nationality, age group, and annual salary – these 

characteristics might influence how consumers perceive brands. The full survey, along with its 

details, is available in Appendix 3 – 3.1. for further information. 

The survey was launched on October 11th, 2023, and remained active until November 6th, 2023. 

It was publicized across various media platforms, including WhatsApp, Facebook, and Instagram. 

Leveraging these widely used communication channels enabled the survey to reach a diverse range 

of customers, encompassing various nationalities. This was crucial considering the findings in 



Carlota Loureiro Martinho 

Fernandes 

  

 

41 
 

chapter 2.3.3., which indicated that the Portuguese accommodation sector is primarily driven by 

an international clientele (Instituto Nacional de Estatística 2022; TravelBI by Turismo de Portugal 

2023a). Therefore, prioritizing inputs from these markets in developing the perceptual map was 

logical, yet the survey remained open to all customers to ensure a comprehensive reflection of the 

entire Portuguese market. This rationale also underlines why all age ranges were included, which 

represent an influential factor, as mentioned in section 2.4.2.. As individuals grow older, their 

perspectives evolve; what a younger person perceives might differ significantly from an older 

individual's viewpoint (Kara and Mkwizu 2020). Hence, including every age group facilitated 

gathering diverse perspectives on the accommodation sector. 

Overall, the primary aim of the survey was to meticulously ensure that every distinct perspective 

and belief were considered, contributing to a comprehensive understanding of Portugal's 

accommodation industry. 

Choice of Brands 

The criteria of brands chosen for constructing the survey were established based on insights from 

the literature review and interviews conducted with both common travelers and industry experts. 

This approach was aimed at ensuring the relevance and accuracy of the collected data.  

Chapter 2.3.3. revealed that among the largest hotel brands in Portugal are Vila Galé and Pestana, 

with Pestana recognized as the primary luxury scale brand and Vila Galé prominent in Upscale and 

Upper Upscale accommodations (Horwath HTL 2023). On the other hand, interviews with regular 

travelers in Portugal facilitated the acquisition of more personalized and direct data. These 

discussions helped identify the travel accommodation brands with which consumers are most 

acquainted, drawing from respondents’ personal experiences. For instance, it was found that 
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Airbnb is quite a popular option, as eight out of ten interviewees reported having stayed in one. 

Additionally, these discussions provided insights into their brand awareness. When asked 'Which 

brands come to your mind when you think of Hotels in Portugal?' or 'Which brands come to your 

mind when you think of affordable Hotels in Portugal?', eight out of ten respondents mentioned 

Ibis, known for its economy and midscale hospitality offerings (Horwath HTL 2023). Similarly, 

the question 'Which brands come to your mind when you think of luxury Hotels in Portugal?' 

commonly elicited Marriott as a response (6/10), followed by Pestana (4/10). This finding was 

intriguing since, despite Pestana being the largest luxury hotel brand in Portugal, consumers often 

associate Marriott more frequently with luxury, prompting a comparison between the two to 

understand consumer perceptions better. 

Drawing from this gathered information, five well-known brands in the Portuguese market, each 

with distinct characteristics ranging from budget-friendly to luxurious accommodations, were 

selected for comparison in constructing the perceptual map. The chosen brands were: 

Airbnb 

As already highlighted in section 2.2.2., Airbnb represents a form of tourist accommodation that 

emerged from the establishment and progression of the sharing economy (Coelho 2021). Over the 

years, it has established itself as a global leader in the online hospitality marketplace, focusing on 

the quality of experiences it offers (Carvalho 2020). In Portugal, Airbnb has notably influenced the 

tourism landscape by providing travelers with diverse lodging options choices throughout the 

country, marking a considerable success in Portugal due to its ability to allow guests to immerse 

themselves in local culture (André 2018; Coelho 2021). 

Marriott Hotels 
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Marriott International represents a global hospitality giant which maintains a substantial presence 

worldwide, including in Portugal, as seen in section 2.2.1.; its emergence into the Portuguese 

market was crucial to the hospitality industry (Enz 2010). Renowned for its vast portfolio of hotel 

brands, such as Marriott Hotels, The Ritz Carlton, and Sheraton, the Marriott group offers a wide 

range of accommodations catering to various travel purposes, from business trips to leisure 

vacations (Marriott, n.d.-a). In Portugal, Marriott holds a prominent position, boasting resorts and 

hotels strategically located in key destinations such as Lisbon, Porto, and the Algarve region, 

offering a total of 22 different hotel options across the country (Marriott, n.d.-b). Within the survey, 

the focus was on Marriott Hotels since it was the most mentioned luxury brand during the 

interviews. Echoing their motto, “Wonderful hospitality. Always.”, the commitment to excellence, 

exceptional service, and a wide range of amenities does not go unnoticed, making an impression 

in Portugal as well, where Marriott properties aim to deliver exceptional guest experiences 

(Marriott, n.d.-c).  

Pestana 

The Pestana Hotel Group stands as one of Portugal's leading hotel and leisure chains, renowned for 

its extensive portfolio of hotels, resorts, and “pousadas” (properties) across the globe (Horwath 

HTL 2023). Founded in 1972 with the opening of its inaugural hotel in Madeira, the group has 

since expanded internationally, now standing amongst Europe’s top thirty biggest hotel groups; 

recognized for its commitment to quality, hospitality, and unique experiences, Pestana Group has 

established itself as a key player in Portugal's hospitality industry, seamlessly blending modern 

comforts with a celebration of the country's rich cultural heritage (Pestana Group, n.d.-a). With a 

presence in over 100 hotels globally and operating under four distinct brands – Pestana Hotels & 

Resorts, Pestana Pousadas de Portugal, Pestana Collection Hotels, and Pestana CR7 Lifestyle 
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Hotels –, the group caters to diverse segments, ranging from luxury resorts to business hotels, 

offering a spectrum of experiences (Pestana Group, n.d.-b). Among these four brands, the one that 

was chosen for comparison with other market competitors was the Pestana Hotels & Resorts, since, 

as referred in section 2.3.3., it is the brand with the highest number of rooms in Portugal (Horwath 

HTL 2023). Positioned by the Pestana Hotel Group as an upper midscale hotel and resort provider, 

Pestana Hotels & Resorts serves a broad customer base, including leisure-oriented individuals, 

couples, families, and global business travelers (Pestana Groups, n.d.-c).  

Vila Galé 

Founded in Portugal in 1986, the Vila Galé Group has emerged as a prominent hotel chain, with 

all its capital investments being national (Vila Galé, n.d.-a). Since its inception, Vila Galé has 

expanded its reach beyond Portugal's borders, notably across Europe and Brazil (Vila Galé, n.d.-

b). Acknowledged for its diverse offerings that cater to a wide array of traveler preferences, the 

group manages various properties encompassing apartment-hotels, beach resorts, and urban 

accommodations (Vila Galé, n.d.-b). In Portugal, as highlighted in section 2.3.3., the group's 

presence is substantial, boasting the highest market share alongside Pestana and maintaining a 

significant network of 31 hotel units spread throughout the country (Horwath HTL 2023; Vila Galé, 

n.d.-a). Renowned for their firm commitment to quality standards, sustainability initiatives, and 

cultural authenticity, Vila Galé properties embody a combination of modern comforts blended with 

a reflection of Portugal's heritage and local traditions (Vila Galé, n.d.-a). In addition to functioning 

as the collective entity, Vila Galé also embodies a distinct brand, specifically referring to a chain 

of hotels and resorts that adhere to standardized characteristics and operate under the umbrella of 

the Vila Galé Group's portfolio (Vila Galé, n.d.-a). Additionally, it boasts four other smaller sub-
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brands – Vila Galé Collection, Inevitável, Satsanga Spa & Health Clubs, and NEP Club – 

encompassing gastronomy, health, and hospitality (Interreg Europe, n.d.). 

Ibis 

Ibis, a brand part of the AccorHotels group, maintains a substantial global presence, operating 

across numerous countries, catering to diverse travelers including tourists and business 

professionals (Accor Group, n.d.-a). It occupies a notable position in Portugal's hospitality sector, 

being the greatest international brand and ranking as the fourth largest brand in terms of rooms 

(Horwath HTL 2023). Furthermore, as mentioned in section 2.3.3., it ranks first as an Economy 

and Midscale hospitality brand (Horwath HTL 2023). In Portugal, Ibis establishments are primarily 

situated in key cities (Lisbon, Porto, Faro) and other convenient locations, offering accessible and 

budget-friendly options for travelers seeking comfortable stays without exorbitant expenses (Accor 

Group, n.d.-b). Their commitment to delivering quality accommodation at competitive prices has 

positioned Ibis hotels as a favoured choice for many travelers visiting Portugal (Accor Group, n.d.-

b). 

Choice of Attributes  

The interviews with experts also played a crucial role in determining the attributes to consider; the 

respondents specified the factors and characteristics they believed customers value and are most 

concerned about. Seven different attributes were selected based on these interviews and the 

literature review. It was ensured that these attributes were clear and relevant, allowing survey 

participants to rank them accordingly. The attributes are as follows: 

Pricey- The selection of this attribute is tied to its continuous emphasis in the literature review, 

particularly in section 2.4.2. where the crucial influence of economic capacity on travel behavior 



Carlota Loureiro Martinho 

Fernandes 

  

 

46 
 

is highlighted (Mayer and Vogt 2016). It underscores customers' consideration of price when 

choosing accommodations while traveling (Camilleri 2018). Moreover, in the general interviews, 

this attribute was also deemed significant, emerging as the second most favored feature among 

accommodation attributes (section 3.2.1.). From the experts’ perspective, a similar viewpoint arose, 

regarding price as a pivotal characteristic (section 3.1.3.). In the survey, a brand scoring five is 

considered expensive, while a lower score indicates affordability or even a budget-friendly option. 

Services Quality- This aspect was highlighted by all interviewees, regardless of age, gender, or 

income (section 3.2.1.). It was even regarded as the foremost influential characteristic shaping 

consumer’s decision (section 2.6.; Mody et al. 2022). Guests universally seek overall quality, 

including excellent customer service (staff), high-quality food (e.g., breakfast), and top-notch 

cleaning services; these attributes enhance brands’ preference among consumers (Bouncken, Pick, 

and Hipp 2006; Dogru and Pekin 2017). Consistently identified as significant, as seen in section 

1.1. and section 2.6., understanding which brands are perceived to meet these quality standards 

becomes crucial (Dogru and Pekin 2017). 

Safety and Trust- As referenced in section 1.1., safety and trust are pivotal in retaining customers 

(Bouncken, Pick, and Hipp 2006). A high reputation and a reliable brand are more likely to 

encourage repeated visits (Dogru and Pekin 2017). In line with those studies, as mentioned in 

chapter 2.5., the significance of brand credibility and reliability in making purchasing decisions is 

emphasized (Jeng 2016). Safety was also mentioned in the experts’ interviews, relating it to the 

perspective of hotels (section 3.1.3.). 

Exclusive- Exclusivity implies prestige and authenticity, achieved by prioritizing customer needs 

and preferences, as highlighted in section 1.1.. Airbnb provides a genuine and authentic experience 
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(Guttentag 2013). Every consumer desires a sense of uniqueness, feeling like a part of something 

special or limited, as noted in the interviews and on section 2.2.1. (Gomes da Silva 2013). 

Additionally, exclusiveness was also mentioned during the experts’ interviews, concerning their 

perspective on hotels (section 3.1.3.). 

Comfort- A critical characteristic encompassing various aspects – such as emotional and physical 

comfort – to ensure a pleasant guest experience. It can be achieved through diverse amenities, as 

outlined section 2.5., and is a strategical way to gain competitive advantage (Meng et al. 2020). 

During the experts’ interview (section 3.1.3.), Airbnb’s accommodations were mentioned as being 

comfortable. Through the perceptual map, it will be inferred if that is truly the case. 

Flexible- Flexibility relates to customers' autonomy and independence, concepts highlighted 

during the interviews, where 5/10 interviewees mentioned check-in flexibility when recalling 

Airbnb accommodations. It also pertains to how brands adapt to personalize and accommodate 

customer preferences, aligning with the individualization strategy described in section 2.5. (Von 

Richthofen and Von Wangenheim 2021). This attribute reflects the degree of freedom guests 

experience during their travels, such as flexibility with check-in procedures, cancellation policies 

and even price all Airbnb’s characteristics (Li, Hudson, and So 2019; Toader, Bode, and Rus 2020). 

Type of Trips- According to section 2.5., Airbnb tends to attract a larger share of leisure tourism, 

while hotels still accommodate a significant portion of business-related travelers (Kreeger, Smith, 

and Parsa 2021). Hence the aim of this attribute was to assess customers' perceptions of each brand 

based on the type of trips they cater to. Participants were prompted to rate from one to five, with a 

brand scoring one being more associated with business trips and a brand scoring five being more 
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oriented towards leisure. The attribute was later renamed "Leisurely" for clarity, as higher scores 

indicated a stronger association with leisure.  

4.2. Results 

The survey collected a total of 120 answers, but only 118 were considered due to flawed responses. 

Among these, 61 were from females and 56 from males. The main nationalities that met the goals 

were Portuguese (27), Spanish (25), English (22), French (22), and German (14). Regarding the 

respondents' age ranges, the group with the most significant representation was between 21 and 30 

years old, comprising 34.75% of the sample. The next substantial portion, representing 24.58% of 

participants, fell between 46 to 60 years old. The smallest segment, accounting for 4.24% of the 

sample, comprised consumers younger than 21 years old, contributing to a more comprehensive 

analysis. In terms of annual salary, all options were represented, with particular emphasis on 

incomes between 20 to 40 thousand euros, accounting for 30.5% of the sample, and 40 thousand 

euros or more, representing 34.75%. All this data is available in full detail in Appendix 3 – 3.2.. 

With the assistance of Excel, the data was extracted from the survey results and organized to 

calculate the means values of each brand for every attribute. Once all the average rating values 

were compiled, the processed data was transferred to the SPSS Statistics platform. SPSS Statistics 

is specialized software designed for conducting advanced statistical analyses. 

To better comprehend the positioning of the brands, it was necessary to condense the information 

by reducing the dimensions of these variables based on their similarities. This involved utilizing 

factor analysis, a method that reveals underlying variables (factors) capable of summarizing the 

complete dataset. Through this process, correlations among the seven attributes were identified. 
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Factor analysis generates a Descriptive Statistics table, which presents the means and standard 

deviations of each variable. It also produces a Correlation Matrix indicating the associations 

between attributes before any data reduction techniques are applied. In this matrix, certain trends 

are already visible, as illustrated in Appendix 3 Table 5 - Correlation Matrix. 

Additionally, the analysis includes a Scree Plot, illustrating how much variance each additional 

dimension (factors) captures from the data. In this study, two factors exhibit eigenvalues substantial 

and positive enough to explain a significant portion of the data variance. For instance, introducing 

a third dimension with a considerably lower eigenvalue would account for very little data (see 

Appendix 3 Figure 1 - Scree Plot). The first component in the principal component analysis 

corresponds to an eigenvalue of five, while the second component approaches an eigenvalue of 

two, suggesting that SPSS recommended reducing the attributes to two components. 

The Component Matrix demonstrates the correlation of each of the seven attributes with these two 

retrieved components, which is translated into coordinates and represented in the Component Plot 

displayed below. 

Figure 10 – Component Plot 
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As it can be observed on the image above, the two groups of attributes are greatly distinctive: 

"leisurely" and "flexible" are highly correlated, displaying values close to one concerning 

"Component 1" and negative values on "Component 2." In contrast, the second group comprising 

"comfort," "pricey," "exclusive," "services quality," and "safety and trust" also exhibits 

correlations, scoring inversely compared to the other group. This suggests that these two groups 

are independent – perceiving an accommodation brand as leisurely and flexible doesn't affect 

whether it's perceived as pricey or exclusive. 

The Communalities table ensures that the two components correctly represent the variables, with 

all attribute values demonstrating a variance proportion close to one (see Appendix 3 Table 6 - 

Communalities). Furthermore, the Total Variance Explained table indicates that "Component 1" 

represents 71.510% of the variance explained, while "Component 2" illustrates 26.735%, resulting 

in a total of 98.245% variance explained by the factors (see Appendix 3 Table 7 - Total Variance 

Explained). 

Following the factor analysis, SPSS added two new variables to the original data, labeled 

“FAC1_1” and “FAC2_1,” representing the ratings for each brand. These variables express where 

brands are positioned on the Cartesian plane (Component Plot) analyzed earlier. 

Table 3 

 

These factors represent the coordinates of each brand on the perceptual map, aligning with the two 

outputted components. For clearer visualization, the components were renamed based on the 
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attributes they best explain by variance. "Component 1", involving "flexible" and "leisurely," is 

termed "Relaxed," while "Component 2", encompassing "comfort," "pricey," "exclusive," 

"services quality," and "safety and trust," is designated "Luxury." 

Ultimately, the perceptual map was created, situating brands according to the factors returned by 

SPSS. 

              Figure 11 – Perceptual Map 

4.3. Discussion 

Through the Perceptual Map, it becomes evident that the accommodation market is diverse, both 

in its offerings and in how consumers perceive it, featuring four quadrants with at least one brand, 

representing a wide array of characteristics.  

As anticipated, Marriott and Pestana hold a close position due to their upscale hotel status and 

comparable amenities, resulting in a similar perceived opinion among customers. However, a 

notable difference emerges: Marriott leans more towards business travel and stricter standards (-

0.189), whereas Pestana exhibits a slightly more positive value on the Relaxed component (-0.37). 
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Marriott also scores higher in the Luxury component (0.963) compared to Pestana (0.729), possibly 

influenced by Pestana Hotels & Resorts including both upper midscale and upper upscale hotels. 

Both hotels scored the highest regarding the attribute Safety & Trust, which aligns with the findings 

in section 2.5., indicating an advantageous position for traditional hotels; this is explained by their 

standardization strategy, which relates to customers’ reliability (Bouncken, Pick, and Hipp 2006). 

Additionally, both brands scored the highest in the Services Quality attribute (4,18 – Marriott; 4,08 

– Pestana) showing that the refinements made by these hotel brands, referred in section 2.3.1., were 

successful (Guttentag 2013). 

Distinctively positioned in the market are Airbnb and Ibis, sharing a similar score in the Luxury 

component (-1.096 and -1.060, respectively), implying perceptions of being cheaper, less 

comfortable, less trustworthy, offering lower service quality, and overall, being more 

commonplace. In some ways, this contradicts the discoveries outlined in chapter 2.6., which 

suggested that tourists opt for local accommodations primarily because of their comfort (Chen, 

2023). Furthermore, for Airbnb’s case, as mentioned before in section 2.2.2. and 2.5., the brand 

aims to be associated with safety and trust by its customers through its Urgent Support Line, online 

reviews, and identity validation system, which has been a challenge (Airbnb 2020; Stewart 2022; 

Oliveira and Novak 2023; Coelho 2021). As follows, the perceptual map analysis corroborates the 

previous assumption that Airbnb is in fact lacking in this department, having been associated with 

the lowest levels of trustworthiness (2,80). Addressing this aspect could potentially enhance the 

brand’s competitive edge, as consumer valuations confirm its importance (Jeng 2016). 

Furthermore, the perception regarding pricing resonates with the statements in chapter 2.5., 

indicating that Airbnb tends to offer a lower price point when compared to traditional hotels (Nath 

2022). Positioned, from the customers’ standpoint, as the second brand (with Ibis ranking first at -
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2.09) with the lowest average in this attribute (2.61), Airbnb is indeed perceived as more affordable 

compared to most hotel brands. 

Nevertheless, the two brands displayed completely opposite scores on the Y-axis. Ibis had the 

lowest score among all five brands at -1.437, most likely due to its standardized accommodation, 

offering limited adaptability or changes. This perception is especially influenced by consumers 

associating Ibis more with work-related travel (as indicated by its average value for this attribute 

at 2.46). In contrast, Airbnb scored the highest on this same component, at 1.339, being recognized 

and perceived as an accommodation primarily suited for leisure-related trips, which goes in line 

with section 2.5. (Kreeger, Smith, and Parsa 2021). This positioning is also attributed due to Airbnb 

being considered a flexible lodging option, possibly due their overall flexible operational model 

(section 2.3.1.); for example, guests can pursue check-ins remotely or in person (section 2.5.), 

showcasing a level of adaptability that has been deemed valuable in the aforementioned chapters 

(Airbnb, n.d.-b; Coelho 2021; Zhang et al. 2020). 

The only brand positioned in the first quadrant, perceived as both relaxed and luxurious, is Vila 

Galé. It holds a score of 0.465 concerning the Luxury factor, placing it closely alongside its 

competitors: Pestana and Marriott. Simultaneously, it secures the second-highest score in terms of 

its relaxed perception by customers, with a rating of 0.32. 

The perceptual map, along with the forthcoming conjoint analysis, will determine which 

components Airbnb should emphasize on and in which quadrant it should reside to gain or maintain 

competitive advantage, given the unfavorable regulations it is facing. The strategy should not only 

align with customer perceptions but also cater to consumer preferences and the attributes that 

influence consumers’ choice the most.
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5. SWOT Analysis 

To ensure a data-driven approach to decision-making, a SWOT analysis was conducted as a 

precursor to the recommendation phase of this study. This serves as a tool for evaluating the internal 

and external factors that are instrumental in shaping the company’s strategic direction. 

The SWOT analysis presents a structured method to assess Airbnb’s Strengths and Weaknesses - 

factors inherent to the company and under its control - alongside Opportunities and Threats, which 

are influenced by external market conditions and consumer behavior trends; by examining these 

dimensions and comprehensively gathering the insights from the analysis done, it is possible to 

grasp the company’s competitive standing and the dynamics of the travel accommodation industry 

(Sammut-Bonnici and Galea 2015).  

Moreover, by conducting this analysis before formulating recommendations, it is possible to 

pinpoint the areas where Airbnb excels and where it can leverage its advantages. It also alerts to 

the challenges and obstacles that the company must navigate or overcome.  

Table 4 

Strengths Weaknesses Opportunities Threats 

Personal and authentic 

experiences 

Flexibility in pricing 

Wide geographical 

spread, including rural 

areas 

Lower costs 

Affordable perception 

 

Inconsistent service 

quality 

Safety and trust 

concerns 

Limited amenities 

compared to hotels 

Type of offerings 

Leveraging technology 

for better services 

Diverse consumer 

appeal 

Regulatory challenges 

and legal restrictions 

Competition from 

hotels 

Economic downturns 

affecting travel 
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5.1. Strenghts 

• Personal and Authentic Experiences: Tourists have shown an increasing demand for 

more real experiences while traveling (Paulauskaite et al. 2017). Airbnb takes advantage of 

this trend, providing opportunities for personal connections between hosts and guests, 

offering authentic local experiences which are valued by consumers. 

• Flexibility in pricing: Airbnb's variety of offerings allows for a wide range of options that 

can suit different budget travelers (Stewart 2022; Oliveira and Novak 2023). 

• Wide geographical spread, including rural areas: The service is available in a wide 

range of locations, not just major cities but also in rural areas, which traditional hotels often 

do not serve (Guttentag 2013). After the pandemic, rural tourism gained more visibility 

which Airbnb could take advantage of (Tourism Economics 2020). Moreover, location 

emerged as an extremely important attribute of the conjoint analysis, highlighting Airbnb’s 

strength in this area, since it can expand its offerings to wherever residential facilities exist, 

contrary to hotels, making it easier for Airbnb to be in highly concentrated central areas of 

the city (Zervas, Proserpio, and Byers 2017). 

• Lower costs: Compared to hotels, Airbnb has relatively low costs, since the platform does 

not need to allocate resources into infrastructure, operations, salaries, and other 

management costs, which is translated into a competitive advantage of Airbnb (Bashir and 

Verma 2016; Chen 2023; Coelho 2021; Nath 2022).  

• Affordable perception: As it was indicated in the perceptual map, Airbnb is perceived as 

an affordable option, appealing to cost-conscious travelers, which given the importance of 

price gathered in the conjoint analysis, translates into a strength of Airbnb. 
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5.2. Weaknesses 

• Inconsistent service quality: The guest experience can vary widely depending on the 

individual host, leading to inconsistencies in service quality, which has been a persistent 

challenge for Airbnb (Coelho 2021; Zhang et al. 2020). This is further corroborated by 

consumers’ perception of low service quality and low safety and trust, gathered in the 

perceptual map analysis. This lack in service quality is translated into negative guest 

reviews, which can influence choice significantly (Forgács and Dimanche 2016; Stewart 

2022; Oliveira and Novak 2023). 

• Safety and trust concerns: As mentioned above, Airbnb is perceived with low levels of 

safety and trust. In fact, Airbnb often falls short in ensuring guest security and providing 

consistently accurate property descriptions, which has an impact on its reputation (Forgács 

and Dimanche 2016; Stewart 2022; Oliveira and Novak 2023). 

• Limited amenities compared to hotels: Airbnb’s properties lack amenities that are 

standard in hotels and were found valuable in the present work, namely, cleaning services 

and breakfast offerings. The analysis and prior research found that Airbnb’s consumers 

show a willingness to pay more for cleanliness (Dogru and Pekin 2017). 

• Type of offerings: Despite Airbnb providing a diverse range of offerings, the room type 

was found highly preferred over apartments. Given that Airbnb’s main offerings on their 

platform are houses/apartments, contrariwise to hotels, the brand potentially poses a 

disadvantage in this department (Inside Airbnb 2023a, 2023b). 

5.3. Opportunities 

• Leveraging technology for better services: The rapid advancement of technology in the 

travel industry, such as digital payments and review sites, revolutionized how tourists 
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accessed information and organized trips, increasing their demand for a digital guest 

experience (Cunha, Correia, and Costa 2021; Drumond 2022; Neves 2020). Therefore, there 

is an opportunity for Airbnb to enhance its service offerings to meet this increasing demand 

and personalized travel planning. 

• Diverse consumer appeal: The segmentation analysis highlighted the importance of price, 

location, cleaning services, and breakfast as main concerns across all age segments, with 

different nationalities and income levels. This means that with similar values regarding 

attributes, these pose an opportunity to capture a wider range of the market. 

5.4. Threats 

• Regulatory challenges and legal restrictions: New laws and regulations, such as the 

prohibition of new local accommodations until 2030 in main areas and the incentives for 

hosts to turn their offerings into long-term rental (DN/Lusa 2023; Presidência do Conselho 

de Ministros, n.d.), could significantly limit Airbnb's growth and operations. 

• Competition from hotels: Hotels are still the preferred option for many travelers (TravelBI 

by Turismo de Portugal 2023c), and they offer a consistent standard of quality service, 

enhancing customer loyalty, that Airbnb might struggle to match (Bouncken, Pick, and 

Hipp 2006). 

• Economic downturns affecting travel: Changes in the economic landscape, namely 

economic impacts such as inflation of the pandemic and war in Ukraine (Horwath HTL 

2023) can reduce the number of people traveling and thus the demand for Airbnb 

accommodations.
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6. Conclusion 

6.1. Study Findings 

The project explored and provided strategic recommendations tailored for Airbnb to 

enhance its competitive position in the Portuguese travel accommodation market, in order to 

answer the question “What features can Airbnb implement to enhance its competitive edge in the 

Portuguese market?”. By identifying consumer-valued features, the research addressed several key 

questions, such as understanding Airbnb's consumer perception and positioning, and drivers 

influencing accommodation choices in Portugal. These subsidiary goals aimed to dissect consumer 

preferences, leading to data-backed recommendations for Airbnb to adeptly navigate the 

Portuguese market, broaden its customer appeal, and capitalize on emerging trends. 

The literature review section covered a comprehensive range of studies within the accommodation 

industry and helped obtain a good understanding of the existing research relevant to the topic. It 

started with an overview of the tourism sector to then delve specifically into the accommodation 

landscape in Portugal. Furthermore, it examined the differences between Airbnb and hotels, 

consumer behavior factors, previous research, and detailed the empirical approach employed to 

understand consumer preferences. 

The empirical methodologies employed for this study were conjoint analysis and perceptual maps. 

However, a preliminary qualitative research method was first undertaken, in the form of in-depth 

interviews, to comprehensively understand the factors influencing travelers' accommodation 

choices and their subjective perceptions of hospitality brands in Portugal. The experts’ interviews 

unveiled that both Airbnb and hotel guests prioritize location and price. While Airbnb was 

associated with "home-ish" and "budget-friendly", hotels were with "cleanliness", “breakfast”, 
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“exclusive”, “expensive” and “safety”. On the other hand, hostels were linked with "friendly" and 

apartment-hotels with a mixture of Airbnb and hotel benefits. Moreover, hotels and Airbnb do not 

see each other as direct competitors due to Airbnb’s different household amenities and its budget-

friendly association. It was also suggested that Airbnb’s guests value cost-effectiveness, 

authenticity, and the interaction with hosts, whereas hotels’ guests appreciate service quality and 

their amenities. On the other hand, the general interviews revealed that, overall, travelers in 

Portugal seek value, convenience, and reliable services when choosing accommodations. The focus 

was on price, location, cleanliness, service quality, guest ratings and cancellation policies. Airbnb 

was also associated with “kitchen”, “check-in flexibility” and “pet-friendly”. Following the 

interview findings, the study subsequently focused exclusively on hotels and Airbnb. Additionally, 

a set of personas was developed to illustrate the diverse accommodation preferences among 

travelers in Portugal. 

The perceptual map highlighted how different accommodation brands are perceived by consumers 

in Portugal. Marriott and Pestana both scored high in the luxury component, but Pestana was seen 

as more leisurely, whereas Marriot was seen slightly as more pricey, exclusive, and comfortable. 

Vila Galé stood out by being perceived as both relaxed and luxurious. Airbnb and Ibis were 

perceived significantly as more affordable but varied in terms of flexibility and type of travelers 

associated. Airbnb scored low in pricey, service quality, safety and trust, exclusive and comfort, 

while flexible and leisurely were positively linked, which underscored possible areas of 

improvement for Airbnb. 

In analyzing consumer preferences using choice-based conjoint analysis, key insights emerged 

regarding factors influencing travelers' accommodation choices in Portugal. It revealed that, as 

expected, price and location are at the core of accommodations selections, however traditional 
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hotels are preferred when it comes to valued amenities like cleaning services and breakfast 

offerings, which Airbnb lacks. Factors such as guest ratings, cancellation policies with monetary 

refund, and the room type of accommodation also are perceived with value and may sway decisions 

between offerings. To compete effectively, it was recommended for Airbnb to add the hotel-like 

amenities while keeping prices attractive, considering its appeal to price-sensitive consumers. 

Based on those results, a marketing segmentation was created, providing deeper insights into 

consumer preferences. The main takeaways were that, across all traveler segments in Portugal, the 

importance of price, location, cleaning services and breakfast remained consistent, and that 

summer/spring represented the peak season in the country, with Azores and Madeira as top 

destinations, showcasing a growing interest in unique experiences away from popular tourist spots.  

6.2. Discussion 

The study’s insights led to a SWOT analysis and the creation of key recommendations for Airbnb. 

The first recommendation for the brand focused on enhancing trust, which will be achieved in three 

different ways: by putting into effect a virtual tour program with 360-degree videos to showcase 

rental properties, by integrating a cancellation policy filter for refund options, and by allowing 

chats between future and past guests for transparency purposes. Secondly, opting for price 

optimization, by implementing a "Best Deals" feature for lower-priced options during off-peak 

seasons. Lastly, reinforcing services’ quality, by offering customizable cleaning schedules for 

guests, and through a partnership with Uber Eats to facilitate breakfast deliveries for guests. 

The recommendations were directly refined from the research findings and will address consumer 

preferences such as price and amenities, and consumer’s perceptions, providing solutions to 

seemingly perceived shortcomings in Airbnb's offerings compared to traditional hotels. The 

proposed actions aim to tackle issues related to trust and safety, substandard service quality, and 
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lack of valued amenities. By recognizing the significance of cleaning services and breakfast to 

consumers, as found in the conjoint analysis, Airbnb would ensure cleaning services tailored to 

individual needs and breakfast deliveries for consumers. Implementing these recommendations 

would enhance the perception of service quality and trustworthiness. Lastly, the segmentation 

analysis of the conjoint study revealed a marked preference for a specific travel season, across all 

segments. Addressing this directly and considering consumer inclinations towards cost-effective 

options, a price optimization strategy for off-peak seasons was provided, aligning with research 

emphasizing price as a pivotal factor in choosing accommodation in Portugal. Ultimately, these 

suggestions aim to strengthen Airbnb’s competitive position against traditional hotels by appealing 

to a broader market segment, especially important with the new restrictive law. 

6.3. Further Research 

Based on the study's findings and associated limitations, it was possible to identify potential 

avenues for further research in this field. These research possibilities aim to contribute to a more 

nuanced and reliable understanding of consumer preferences, thereby informing more effective 

strategies for Airbnb and similar accommodation providers operating in the Portuguese market. 

Expanded Samples 

Conducting a more extensive and diversified set of interviews, as well as larger sample sizes for 

both the perceptual map and the conjoint analysis, would offer more comprehensive insights into 

the varied points of view within the industry. Expanding the interview pool to encompass a greater 

range of nationalities and of consumers for every age segment would allow for a deeper 

understanding of different perspectives. Since the samples were relatively small, the entirety of the 

Portuguese market may not have been captured. For instance, subtle distinctions observed in the 
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segmentation analysis could have been more significant with a larger sample size. Thus, exploring 

various segments may be relevant for further research and targeted marketing strategies.  

Perceptual Maps Precision 

Further research may implement measures to ensure more accurate results, such as time restrictions 

on the survey to prevent rushed responses and potentially inaccurate data. Furthermore, clearer 

instructions should be provided to differentiate between hotel groups and specific brands, reducing 

confusion and providing more precise brand-specific market positioning. Additionally, considering 

statistical methods beyond mean values to account for variability in consumer perceptions and 

ratings. It is important to note that further research could dive into the perception of “home-like 

feeling” and “authenticity”, which were found in prior research and the interviews to be strongly 

associated with Airbnb. “Privacy” was also suggested in prior research to be valued by consumers, 

making it worthwhile to explore how Airbnb is perceived in relation to this attribute, especially 

considering Airbnb's shared spaces with hosts. 

Conjoint Analysis Refinement 

Refining the conjoint analysis approach by utilizing specific price points instead of ranges. This 

could provide clearer insights into consumer’s price sensitivity, helping understand exact price 

levels impacting choices and the willingness to pay for specific features. This would also better 

simulate a real-life booking experience for consumers. Additionally, while including price points, 

seasonality is also a feature worth including, to understand how much consumers are willing to pay 

in different seasons, or even on different days of the week. Finally, streamlining the survey design 

might mitigate survey fatigue by reducing the number of attributes or combinations presented to 

respondents, which might lead to more accurate results. 
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Validation Studies 

Conducting follow-up studies to validate the insights and recommendations proposed in the 

research could involve implementing the recommended strategies within a subset of the Portuguese 

market and analyzing their actual impact on consumer perception, preferences, and booking 

behavior. Doing so would allow an assessment of the effectiveness and real-world applicability of 

the proposed strategies in enhancing Airbnb's competitiveness.  



Group part   

 

66 
 

7. References 

Accor Group. n.d.-a. “About us.” Accessed November 1, 2023. 

https://group.accor.com/en/group/who-we-are/about-us 

Accor Group. n.d.-b. “Ibis Brand.” Accessed November 3, 2023. 

https://group.accor.com/en/brands/economy/ibis 

Airbnb. 2018. "Airbnb Timeline." Accessed October 14, 2023. https://press.airbnb.com/wp-

content/uploads/sites/4/2018/08/The-Airbnb-Story-Timeline-EN-GLOBAL.pdf. 

Airbnb. 2020. “Announcing the Global Expansion of the Urgent Support Line.” December 21. 

Airbnb Newsroom. Accessed September 27, 2023. https://news.airbnb.com/announcing-the-

global-expansion-of-the-urgent-support-line/. 

Airbnb. 2023. "About Us." Accessed October 12, 2023. https://news.airbnb.com/about-us/. 

Airbnb. n.d.-a. “Airbnb: Fighting Hotel Price-Gouging, Saving Millions for Consumers”. Accessed 

October 10, 2023. https://www.airbnbcitizen.com/wp-

content/uploads/2017/05/AirbnbFightingHotelPriceGouging.pdf. 

Airbnb. n.d.-b. “Customer Service - Airbnb Help Centre.” Accessed September 25, 2023. 

https://www.airbnb.com/help/article/120. 

Airbnb. n.d.-c. “Find the Cancellation Policy for Your Stay - Airbnb Help Centre.” Accessed 

September 25, 2023. https://www.airbnb.com/help/article/149. 

Airbnb. n.d.-d “Sobre os Superhosts - Centro de Ajuda da Airbnb,” Accessed October 23, 2023. 

https://www.airbnb.pt/help/article/828.  

Airbnb. n.d.-e “Stays Pro Photography Service,” Accessed November 27, 2023.  

https://www.airbnb.com/e/pro-photography.  

André, Manuel Filipe dos Santos. 2018. Impacto das plataformas de economia partilhada, 

nomeadamente a Airbnb, nos hotéis em Portugal. Master’s thesis, Universidade Europeia. 

Ang, Ding Jie. 2022. "The Emergence of Serviced Apartments/Apart-Hotels and Opportunities 

Post COVID-19." Master's thesis, University of Nevada, Las Vegas. 

Antunes, Conceição. 2020. "Covid-19 faz duplicar procura de férias ‘ca dentro’ na Airbnb." 

Expresso, May 21. https://expresso.pt/economia/2020-05-21-Covid-19-faz-duplicar-procura-de-

ferias-ca-dentro-na-Airbnb. 

https://group.accor.com/en/group/who-we-are/about-us
https://group.accor.com/en/brands/economy/ibis
https://press.airbnb.com/wp-content/uploads/sites/4/2018/08/The-Airbnb-Story-Timeline-EN-GLOBAL.pdf
https://press.airbnb.com/wp-content/uploads/sites/4/2018/08/The-Airbnb-Story-Timeline-EN-GLOBAL.pdf
https://news.airbnb.com/announcing-the-global-expansion-of-the-urgent-support-line/
https://news.airbnb.com/announcing-the-global-expansion-of-the-urgent-support-line/
https://news.airbnb.com/about-us/
https://www.airbnbcitizen.com/wp-content/uploads/2017/05/AirbnbFightingHotelPriceGouging.pdf
https://www.airbnbcitizen.com/wp-content/uploads/2017/05/AirbnbFightingHotelPriceGouging.pdf
https://www.airbnb.com/help/article/120
https://www.airbnb.com/help/article/149
https://www.airbnb.pt/help/article/828
https://www.airbnb.com/e/pro-photography
https://expresso.pt/economia/2020-05-21-Covid-19-faz-duplicar-procura-de-ferias-ca-dentro-na-Airbnb
https://expresso.pt/economia/2020-05-21-Covid-19-faz-duplicar-procura-de-ferias-ca-dentro-na-Airbnb


Group part   

 

67 
 

Auty, Susan. 1995. "Using Conjoint Analysis in Industrial Marketing: The Role of Judgment." 

Industrial Marketing Management 24, no. 3 (June): 191-206. https://doi.org/10.1016/0019-

8501(94)00078-B. 

Aznar, Juan Pedro, Josep Maria Sayeras, Guillem Segarra, and Jorge Claveria. 2018. "Airbnb 

Landlords and Price Strategy: Have They Learnt Price Discrimination from the Hotel Industry? 

Evidence from Barcelona." International Journal of Tourism Sciences 18, no. 1: 16-28. 

https://doi.org/10.1080/15980634.2018.1438099. 

Banco de Portugal. 2018. Boletim Económico: dezembro 2018. 

Barzilay, Omri. 2016. "These Are The Cities Where You Can Make The Most Money Renting 

Properties On Airbnb." Forbes, November 22, 2016. 

https://www.forbes.com/sites/omribarzilay/2016/11/22/these-are-the-cities-where-you-can-make-

the-most-money-renting-properties-on-airbnb/. 

Bashir, Makhmoor, and Rajesh Verma. 2016. "Airbnb Disruptive Business Model Innovation: 

Assessing the Impact on Hotel Industry." International Journal of Applied Business and Economic 

Research 14: 2595–2604. 

Birinci, Hasan, Katerina Berezina, and Cihan Cobanoglu. 2018. "Comparing Customer Perceptions 

of Hotel and Peer-to-Peer Accommodation Advantages and Disadvantages." International Journal 

of Contemporary Hospitality Management 30, no. 2: 1190-1210. https://doi.org/10.1108/IJCHM-

09-2016-0506.  

Bouncken, Ricarda B., Constanze Pick, and Christiane Hipp. 2006. “Standardization and 

Individualization Strategies of Hotel Brands: Matching Strategy to Quality Management 

Instruments and Marketing in Germany.” Journal of Hospitality & Leisure Marketing 13 (3–4): 

29–51. https://doi.org/10.1300/j150v13n03_03. 

Budget Your Trip. "Portugal Average Hotel Costs: Nightly Room Prices by Accommodation 

Type." Accessed September 22, 2023. https://budgetyourtrip.com/hotels/portugal-PT.  

Camilleri, Mark Anthony. 2018. "The Tourism Industry: An Overview." In Travel Marketing, 

Tourism Economics and the Airline Product (Chapter 1, pp. 3-27). Cham, Switzerland: Springer 

Nature. Posted December 17, 2018. 

https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3289462. 

Carvalho, Frederico da Silva Garcia. 2020. Business Plan for a Local Accommodation 

Management Company. Master’s thesis, ISCTE Business School, Instituto Universitário de Lisboa. 

Castro, Conceição, Fernanda A. Ferreira, and Flávio Ferreira. 2016. "Trends in Hotel Pricing: 

Identifying Guest Value Hotel Attributes Using the Cases of Lisbon and Porto." Emerald Insight. 

https://doi.org/10.1016/0019-8501(94)00078-B
https://doi.org/10.1016/0019-8501(94)00078-B
https://doi.org/10.1080/15980634.2018.1438099
https://www.forbes.com/sites/omribarzilay/2016/11/22/these-are-the-cities-where-you-can-make-the-most-money-renting-properties-on-airbnb/
https://www.forbes.com/sites/omribarzilay/2016/11/22/these-are-the-cities-where-you-can-make-the-most-money-renting-properties-on-airbnb/
https://doi.org/10.1108/IJCHM-09-2016-0506
https://doi.org/10.1108/IJCHM-09-2016-0506
https://doi.org/10.1300/j150v13n03_03
https://budgetyourtrip.com/hotels/portugal-PT
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3289462


Group part   

 

68 
 

Chen, Chih-Chien, Zvi Schwartz, and Patrick Vargas. 2011. “The Search for the Best Deal: How 

Hotel Cancellation Policies Affect the Search and Booking Decisions of Deal-Seeking Customers.” 

International Journal of Hospitality Management 30, no. 1: 129–35. 

https://doi.org/10.1016/j.ijhm.2010.03.010. 

Chen, Yujia. 2023. "Why People Choose Airbnb over Hotel?" Master's thesis, School of Hotel & 

Tourism Management, The Hong Kong Polytechnic University. 

Chrzan, Keith, and Bryan Orme. 2000. “An overview and comparison of design strategies for 

choice-based conjoint analysis. In: Sawtooth Software Conference Proceedings”. Research Paper 

Series. Sawtooth Software, Inc. 

Coelho, Maria Beatriz Ferreira. 2021. A Perceção do Setor Hoteleiro no Porto do Impacto da 

Expansão do Airbnb. Master’s thesis, Universidade Católica Portuguesa, Católica Porto Business 

School. 

Cohen, Scott, Girish Prayag, and Miguel Moital. 2013. “Consumer Behaviour in Tourism: 

Concepts, Influences and Opportunities.” Current Issues in Tourism 17 (10): 872–909. 

https://doi.org/10.1080/13683500.2013.850064. 

Costa, Joana Simões Leão. 2022. A Procura Turística em Portugal: Evolução Recente. Master’s 

thesis, Universidade Europeia. 

Cunha, Manuela, Ricardo Fontes Correia, and Adriano Costa. 2021. "Digital Marketing in 

Hospitality – Case Study of Social Networks as a Communication Toll in Oporto Hotels." Journal 

of Internet Social Networking & Virtual Communities, 2021(1), Article ID 871699. DOI: 

10.5171/2021.871699. 

Ding, Kai, Wei Chong Choo, Keng Yap Ng, and Qing Zhang. 2023. “Exploring Changes in Guest 

Preferences for Airbnb Accommodation with Different Levels of Sharing and Prices: Using 

Structural Topic Model.” Frontiers in Psychology 14 (February). 

https://doi.org/10.3389/fpsyg.2023.1120845. 

DN/Lusa. 2023. "Saiba tudo sobre o Mais Habitação hoje aprovado na AR." Diário de Notícias, 

September 22. https://www.dn.pt/politica/saiba-tudo-sobre-o-mais-habitacao-hoje-aprovado-no-

ar-17068771.html. 

Dogru, Tarik, and Osman Pekin. 2017. “What Do Guests Value Most in Airbnb Accommodations? 

An Application of the Hedonic Pricing Approach.” Boston University, season-01 2017, Volume 5, 

Issue 2. https://vtechworks.lib.vt.edu/server/api/core/bitstreams/bcfb4b5b-57cc-4c02-b04a-

b1ff1e00666a/content. 

https://doi.org/10.1016/j.ijhm.2010.03.010
https://doi.org/10.1080/13683500.2013.850064
https://www.dn.pt/politica/saiba-tudo-sobre-o-mais-habitacao-hoje-aprovado-no-ar-17068771.html
https://www.dn.pt/politica/saiba-tudo-sobre-o-mais-habitacao-hoje-aprovado-no-ar-17068771.html
https://vtechworks.lib.vt.edu/server/api/core/bitstreams/bcfb4b5b-57cc-4c02-b04a-b1ff1e00666a/content
https://vtechworks.lib.vt.edu/server/api/core/bitstreams/bcfb4b5b-57cc-4c02-b04a-b1ff1e00666a/content


Group part   

 

69 
 

Dredge, Dianne, and Szilvia Gyimóthy. 2017. "Collaborative Economy and Tourism." In 

Collaborative Economy and Tourism: Perspectives, Politics, Policies and Prospects, edited by 

Dianne Dredge and Szilvia Gyimóthy, 1-12. https://doi.org/10.1007/978-3-319-51799-5_1. 

Drumond, Orlando. 2022. "A hotelaria 'foi dos sectores que se adaptaram de forma fabulosa' à 

pandemia." Dnoticias.pt. Published October 25, 2022. 

https://www.dnoticias.pt/2022/10/25/333454-a-hotelaria-foi-dos-sectores-que-se-adaptaram-de-

forma-fabulosa-a-pandemia. 

Duarte, António Portugal. 2015. "Regional Tourism as a Strategic Sector for Portugal: Sun, Sea 

and Much More." Journal of the Geographical Institute "Jovan Cvijić" SASA 65 (2): 223-239. 

Duarte, João Bernardo, Pedro Brinca, and João Pedro Ferreira. 2023. Avaliação de Impacto do 

Alojamento Local em Portugal. Relatório Preliminar, julho 2023. ALEP & NOVASBE. 

Elrod, Terry, Jordan J. Louviere, and Krishnakumar S. Davey. 1992. "An Empirical Comparison 

of Ratings-Based and Choice-Based Conjoint Models." Journal of Marketing Research 29, no. 3: 

368–77. https://doi.org/10.1177/002224379202900307. 

Enz, Cathy A. The SAGE Handbook of Hospitality Management. SAGE Publications, 2010. 

Etikan, Ilker, Sulaiman Abubakar Musa, and Rukayya Sunusi Alkassim. 2016. “Comparison of 

Convenience Sampling and Purposive Sampling.” American Journal of Theoretical and Applied 

Statistics 5, no. 1: 1. https://doi.org/10.11648/j.ajtas.20160501.11. 

Ferreira, Leonídio Paulo, and Simões Dias. 2016. "Aeroporto de Lisboa em 1942." Diário de 

Notícias, August 22, 2016. https://www.dn.pt/media/aeroporto-de-lisboa-em-1942-5350118.html. 

Fleetwood, Dan. 2023. “Convenience Sampling: Definition, Advantages, and Examples.” 

QuestionPro. September 4, 2023. https://www.questionpro.com/blog/convenience-

sampling/#:~:text=Importance%20of%20convenience%20sampling,-

Convenience%20sampling%20is&text=Firstly%2C%20it%20can%20be%20a,employing%20mo

re%20elaborate%20sampling%20procedures. 

Forgács, Gábor, and Frederic Dimanche. 2016. "Revenue challenges for hotels in the sharing 

economy: Facing the Airbnb menace." Journal of Revenue and Pricing Management 15 (6): 509-

515. https://doi.org/10.1057/s41272-016-0071-z. 

French, Sally. 2023. “Is It Worth Booking Airbnbs for 1 Week?” NerdWallet, August 12, 2023. 

https://www.nerdwallet.com/article/travel/why-its-worth-booking-airbnbs-for-a-week-or-longer. 

Gerring, John. 2017. “Qualitative Methods.” Annual Review of Political Science 20, no. 1: 15–36. 

https://doi.org/10.1146/annurev-polisci-092415-024158. 

https://doi.org/10.1007/978-3-319-51799-5_1
https://www.dnoticias.pt/2022/10/25/333454-a-hotelaria-foi-dos-sectores-que-se-adaptaram-de-forma-fabulosa-a-pandemia
https://www.dnoticias.pt/2022/10/25/333454-a-hotelaria-foi-dos-sectores-que-se-adaptaram-de-forma-fabulosa-a-pandemia
https://doi.org/10.1177/002224379202900307
https://doi.org/10.11648/j.ajtas.20160501.11
https://www.dn.pt/media/aeroporto-de-lisboa-em-1942-5350118.html
https://www.questionpro.com/blog/convenience-sampling/#:~:text=Importance%20of%20convenience%20sampling,-Convenience%20sampling%20is&text=Firstly%2C%20it%20can%20be%20a,employing%20more%20elaborate%20sampling%20procedures
https://www.questionpro.com/blog/convenience-sampling/#:~:text=Importance%20of%20convenience%20sampling,-Convenience%20sampling%20is&text=Firstly%2C%20it%20can%20be%20a,employing%20more%20elaborate%20sampling%20procedures
https://www.questionpro.com/blog/convenience-sampling/#:~:text=Importance%20of%20convenience%20sampling,-Convenience%20sampling%20is&text=Firstly%2C%20it%20can%20be%20a,employing%20more%20elaborate%20sampling%20procedures
https://www.questionpro.com/blog/convenience-sampling/#:~:text=Importance%20of%20convenience%20sampling,-Convenience%20sampling%20is&text=Firstly%2C%20it%20can%20be%20a,employing%20more%20elaborate%20sampling%20procedures
https://doi.org/10.1057/s41272-016-0071-z
https://www.nerdwallet.com/article/travel/why-its-worth-booking-airbnbs-for-a-week-or-longer
https://doi.org/10.1146/annurev-polisci-092415-024158


Group part   

 

70 
 

Gigauri, Iza. 2019. “Perceptual Mapping as a Marketing Research Tool for Brand Positioning.” 

International Journal of Economics and Management Studies 6, no. 4: 73–79. 

https://doi.org/10.14445/23939125/ijems-v6i4p110. 

Godoi, Vitória Dinelli Polito. 2021. A Indústria Hoteleira em Mudança: Estratégias no Caso da 

Cidade de Lisboa. Master’s thesis, ISCTE - Instituto Universitário de Lisboa. 

Gomes da Silva, Isilda. 2013. Estudo de segmento de mercado da indústria hoteleira: Fatores de 

diferenciação e inovação. Master's thesis, Universidade do Minho. 

Gössling, Stefan, David Scott, and C. Michael Hall. Tourism and Water: Interactions and Impacts. 

Channel View Publications, 2020. 

Guttentag, Daniel Adams. 2016. "Why Tourists Choose Airbnb: A Motivation-Based 

Segmentation Study Underpinned by Innovation Concepts." PhD diss., University of Waterloo. 

Guttentag, Daniel. 2013. "Airbnb: Disruptive Innovation and the Rise of an Informal Tourism 

Accommodation Sector." Current Issues in Tourism 18, no. 12: 1192-1217. 

https://doi.org/10.1080/13683500.2013.827159. 

Guttentag, Daniel. 2017. "Effects of Competition Among Accommodation Providers on 

Performance in the Context of Peer-to-Peer Accommodation." International Journal of Hospitality 

Management 63. 

Hamari, Juho, Mimmi Sjöklint, and Antti Ukkonen. 2015. "The sharing economy: why people 

participate in collaborative consumption." Journal of the Association for Information Science and 

Technology 67, no. 9. 

Hawksworth, John, Richard Vaughan, and Robert Vaughan. "The Sharing Economy – Sizing the 

Revenue Opportunity, 2025." PricewaterhouseCoopers, 2014. 

Herre, Bastian, Veronika Samborska, and Max Roser. 2023. “Tourism.” Our World in Data. 2023. 

https://ourworldindata.org/tourism. 

Homburg, Christian, Martin Klarmann, and Arnd Vomberg. “Crafting Survey Research: A 

Systematic Process for Conducting Survey Research.” Essay. In Handbook of Market Research. 

Cham, Switzerland: Springer, 2022. 

Horwath HTL. 2023. Portugal Hotel & Chains Report 2023. October 2023. 

Hotels.com. 2014. “[Inforgraphic] Travelers Rank Complimentary Breakfast and Free Wi-Fi as the 

Most Valuable Hotel Amenities in Global Survey.” Hospitality Net, April 9, 2014. 

https://www.hospitalitynet.org/news/4064828.html.  

https://doi.org/10.14445/23939125/ijems-v6i4p110
https://doi.org/10.1080/13683500.2013.827159
https://ourworldindata.org/tourism
https://www.hospitalitynet.org/news/4064828.html


Group part   

 

71 
 

Huyton, John. 2007. “The Grand Hotels (1860–1939): The Pride of Empire.” Business and 

Economic History On-line 5. 

Inside Airbnb. 2023a. “Inside Airbnb: Porto.” Accessed September 20. 

https://insideairbnb.com/porto/. 

Inside Airbnb. 2023b. “Inside Airbnb: Lisbon.” Accessed September 11, 2023. 

https://insideairbnb.com/lisbon/. 

Instituto Nacional de Estatística. 2022. Estatísticas do Turismo – 2022. Lisbon: Instituto Nacional 

de Estatística. 

Instituto Nacional de Estatística. 2023. “Dormidas Mensais Superaram, Pela Primeira Vez, os 10 

Milhões.” Estatísticas rápidas. September 29, 2023. 

Interreg Europe. “Use of Certification Schemes for Sustainability Awareness and Single-Use 

Plastics Reduction in Beach Hotels”. Accessed November 4, 2023. https://projects2014-

2020.interregeurope.eu/fileadmin/user_upload/tx_tevprojects/library/file_1618762794.pdf 

Jeng, Shih-Ping. 2016. “The Influences of Airline Brand Credibility on Consumer Purchase 

Intentions.” Journal of Air Transport Management 55: 1–8. 

https://doi.org/10.1016/j.jairtraman.2016.04.005. 

Jun, Soo-Hyun. 2020. “The Effects of Perceived Risk, Brand Credibility and Past Experience on 

Purchase Intention in the Airbnb Context.” Sustainability 12, no. 12: 5212. 

https://doi.org/10.3390/su12125212. 

Kaplan, Andreas M., and Michael Haenlein. 2010. "Users of the world, unite! The challenges and 

opportunities of Social Media." Business Horizons 53, no. 1: 59–68. 

Kara, Nasra, and Kezia H. Mkwizu. 2020. “Demographic Factors and Travel Motivation among 

Leisure Tourists in Tanzania.” International Hospitality Review 34 (1): 81–103. 

https://doi.org/10.1108/ihr-01-2020-0002. 

Kohli, Chiranjeev S., and Lance Leuthesser. 1993. “Product Positioning: A Comparison of 

Perceptual Mapping Techniques.” Journal of Product &amp;amp; Brand Management 2, no. 4: 10–

19. https://doi.org/10.1108/10610429310047660. 

Kokalitcheva, Kia. 2016. “Airbnb Wants to Go beyond Home-Sharing with Debut of 

‘Experiences.’” Fortune, November 17, 2016. https://fortune.com/2016/11/17/airbnb-experiences-

trips/. 

https://insideairbnb.com/porto/
https://insideairbnb.com/lisbon/
https://projects2014-2020.interregeurope.eu/fileadmin/user_upload/tx_tevprojects/library/file_1618762794.pdf
https://projects2014-2020.interregeurope.eu/fileadmin/user_upload/tx_tevprojects/library/file_1618762794.pdf
https://doi.org/10.1016/j.jairtraman.2016.04.005
https://doi.org/10.3390/su12125212
https://doi.org/10.1108/ihr-01-2020-0002
https://doi.org/10.1108/10610429310047660
https://fortune.com/2016/11/17/airbnb-experiences-trips/
https://fortune.com/2016/11/17/airbnb-experiences-trips/


Group part   

 

72 
 

Kreeger, Jeffery C., Scott J. Smith, and H.G. Parsa. 2021. “Airbnb and Business Travelers: A 

Prospect Theory Explanation.” International Journal of Hospitality &amp;amp; Tourism 

Administration 24, no. 2: 166–98. https://doi.org/10.1080/15256480.2021.1953423. 

Lado-Sestayo, Rubén, Milagros Vivel-Búa, and Luis Otero-González. 2018. “Connection between 

Hotel Location and Profitability Drivers: An Analysis of Location-Specific Effects.” Current Issues 

in Tourism 23, no. 4: 452–69. https://doi.org/10.1080/13683500.2018.1538203. 

Li, Hui, and Kannan Srinivasan. 2019. “Competitive Dynamics in the Sharing Economy: An 

Analysis in the Context of Airbnb and Hotels.” Marketing Science 38, no. 3: 365–91. 

https://doi.org/10.1287/mksc.2018.1143. 

Li, Jing, Simon Hudson, and Kevin Kam So. 2019. “Exploring the Customer Experience with 

Airbnb.” International Journal of Culture, Tourism and Hospitality Research 13, no. 4: 410–29. 

https://doi.org/10.1108/ijcthr-10-2018-0148. 

Luo, Hao, and Yang Yang. 2013. “Spatial Pattern of Hotel Distribution in China.” Tourism and 

Hospitality Research 13, no. 1: 3–15. https://doi.org/10.1177/1467358413508579. 

Luz, Beatriz. 2023a. "Inbound overnight tourism volume in Portugal 2015-2022." Statista. 

Published by Turismo de Portugal, April 2023. Accessed September 25, 2023. 

https://www.statista.com/statistics/398360/number-of-international-visitors-and-overnight-stays-

in-portugal/. 

Luz, Beatriz. 2023b. "Largest hotel brands in Portugal by hotel capacity." Statista. Published by 

Horwath HTL, November 1, 2023. Accessed September 25, 2023.  

Luz, Beatriz. 2023c. "Largest hotel groups in Portugal 2023, by hotel capacity." Statista. Published 

by Horwath HTL, November 1, 2023. Accessed September 25, 2023.  

Luz, Beatriz. 2023d. "Travel and tourism in Portugal - statistics & facts." Statista. August 30. 

https://www.statista.com/topics/6863/travel-and-tourism-in-portugal/#topicOverview. 

Mabrian. 2022. "Average hotel prices for Mediterranean destinations." June 28. 

https://mabrian.com/blog/hotel-prices-mediterranean/. 

Machado, Cristina Isabel Pereira. 2022. Estratégias de Marketing-Mix Digital Adotadas, Pré e 

Durante a Crise Pandêmica COVID-19, Pelos Estabelecimentos Hoteleiros da Região Autónoma 

da Madeira. Master’s thesis, Universidade do Minho, Escola de Economia e Gestão. 

Marriott. n.d.-a. "Marriott Brands." Accessed November 14, 2023. 

https://www.marriott.com/marriott-brands.mi#. 

https://doi.org/10.1080/15256480.2021.1953423
https://doi.org/10.1080/13683500.2018.1538203
https://doi.org/10.1287/mksc.2018.1143
https://doi.org/10.1108/ijcthr-10-2018-0148
https://doi.org/10.1177/1467358413508579
https://www.statista.com/statistics/398360/number-of-international-visitors-and-overnight-stays-in-portugal/
https://www.statista.com/statistics/398360/number-of-international-visitors-and-overnight-stays-in-portugal/
https://www.statista.com/topics/6863/travel-and-tourism-in-portugal/#topicOverview
https://mabrian.com/blog/hotel-prices-mediterranean/
https://www.marriott.com/marriott-brands.mi


Group part   

 

73 
 

Marriott. n.d.-b. “Marriott Hotel Search.” Accessed November 16, 2023. 

https://www.marriott.com/search/find. 

Marriott. n.d.-c. “Our Story.” Accessed November 16, 2023. https://marriott-

hotels.marriott.com/our-story/. 

Mayer, Marius, and Luisa Vogt. 2016. “Economic Effects of Tourism and Its Influencing Factors.” 

Zeitschrift Für Tourismuswissenschaft 8 (2): 169–98. https://doi.org/10.1515/tw-2016-0017. 

Meng, Yu, Mingming Cheng, Zhicheng Yu, Jie Tan, and Zhiyong Li. 2020. “Investigating Airbnb 

Listings’ Amenities Relative to Hotels.” Current Issues in Tourism 25 (19): 3168–85. 

https://doi.org/10.1080/13683500.2020.1733497. 

Mody, Makarand Amrish, Sean Jung, Tarik Dogru, and Courtney Suess. 2022. “How Do 

Consumers Select between Hotels and Airbnb? A Hierarchy of Importance in Accommodation 

Choice.” International Journal of Contemporary Hospitality Management 35, no. 4: 1191–1218. 

https://doi.org/10.1108/ijchm-12-2021-1551. 

Moreira, Cristiana Faria. 2019. "Airbnb: a história de uma boa ideia caseira que num instante 

mudou Lisboa." Público, June 25. https://www.publico.pt/2019/06/25/local/noticia/airbnb-

historia-ideia-caseira-mudou-lisboa-1877492. 

Narayana, Chem L., and Rom J. Markin. 1975. “Consumer Behavior and Product Performance: An 

Alternative Conceptualization.” Journal of Marketing 39, no. 4: 1–6. 

https://doi.org/10.1177/002224297503900401. 

Nath, Trevir I. “Airbnb vs. Hotels: What’s the Difference?” Investopedia, 2022. Accessed 

September 11, 2023. https://www.investopedia.com/articles/investing/112414/airbnb-brings-

sharing-economy-hotels.asp. 

Neves, Cátia Daniela da Silva. 2020. As competências na Era Digital no setor do Turismo e 

Hotelaria. Master’s thesis, Instituto Superior de Contabilidade e Administração do Porto, Instituto 

Politécnico do Porto. 

Oliveira, Nelson, and Analisa Novak. 2023. "Airbnb CEO says company is 'stronger than ever' as 

it rolls out updates targeting customer experience." CBS News, May 4, 2023. 

https://www.cbsnews.com/news/airbnb-brian-chesky-new-features-upgrades/. 

Paulauskaite, Dominyka, Raymond Powell, J. Andres Coca‐Stefaniak, and Alastair M. Morrison. 

2017. “Living like a Local: Authentic Tourism Experiences and the Sharing Economy.” 

International Journal of Tourism Research 19, no. 6: 619–28. https://doi.org/10.1002/jtr.2134. 

https://www.marriott.com/search/find
https://marriott-hotels.marriott.com/our-story/
https://marriott-hotels.marriott.com/our-story/
https://doi.org/10.1515/tw-2016-0017
https://doi.org/10.1080/13683500.2020.1733497
https://doi.org/10.1108/ijchm-12-2021-1551
https://www.publico.pt/2019/06/25/local/noticia/airbnb-historia-ideia-caseira-mudou-lisboa-1877492
https://www.publico.pt/2019/06/25/local/noticia/airbnb-historia-ideia-caseira-mudou-lisboa-1877492
https://doi.org/10.1177/002224297503900401
https://www.investopedia.com/articles/investing/112414/airbnb-brings-sharing-economy-hotels.asp
https://www.investopedia.com/articles/investing/112414/airbnb-brings-sharing-economy-hotels.asp
https://www.cbsnews.com/news/airbnb-brian-chesky-new-features-upgrades/
https://doi.org/10.1002/jtr.2134


Group part   

 

74 
 

Pestana Group. n.d.-a. “History.” Accessed November 10, 2023. 

https://www.pestanagroup.com/pt-pt/pestana-group/history/. 

Pestana Group. n.d.-b. “Overview.” Accessovember 9, 2023. https://www.pestanagroup.com/pt-

pt/pestana-group/gp_overview/. 

Pestana Group. n.d.-c. “Overview and Brands.” Accessed November 7, 2023. 

https://www.pestanagroup.com/en/business-development/overview-and-brands/. 

Pestana Hotel Group. 2023a. "Pestana Alvor Park - Beach Aparthotel." Accessed September 20, 

2023. https://www.pestana.com/pt/hotel/pestana-alvor-park. 

Pestana Hotel Group. 2023b. "Pestana Porches Praia - Aparthotel & Golf." Accessed September 

20, 2023. https://www.pestana.com/pt/hotel/pestana-porches-praia. 

Pine, B. Joseph. 1992. "Mass Customization: The New Frontier in Business Competition." Harvard 

Business Review 71, no. 5. 

Presidência do Conselho de Ministros., n.d. Proposta de Lei n.º 71/XVI/1.ª. 

Publituris Hotelaria. 2021. "Análise ‘Impacto da COVID-19 no Turismo e na Hotelaria: Evidence 

from Airbnb’." October 21. https://www.publiturishotelaria.pt/2021/10/21/analise-impacto-da-

covid-19-no-turismo-na-hotelaria-evidence-from-airbnb/. 

Richardson, Lewis. 2015. "Performing the Sharing Economy." Geoforum 67.an 

Rosenthal, Meagen. 2016. “Qualitative Research Methods: Why, When, and How to Conduct 

Interviews and Focus Groups in Pharmacy Research.” Currents in Pharmacy Teaching and 

Learning 8, no. 4: 509–16. https://doi.org/10.1016/j.cptl.2016.03.021. 

Sammut‐Bonnici, Tanya, and David Galea. 2015. “SWOT Analysis.” Wiley Encyclopedia of 

Management, January, 1–8. https://doi.org/10.1002/9781118785317.weom120103. 

Santos, Ana João Gonçalves dos. 2020. Evolução no espaço e no tempo dos alojamentos locais e 

empreendimentos turísticos em Portugal continental. Master’s thesis, Universidade de Lisboa, 

Instituto de Geografia e Ordenamento do Território. 

Schwab, Klaus. 2016. A Quarta Revolucao Industrial. Translated by Daniel Moreira Miranda. 1st 

ed. São Paulo: Edipro. 

Sheth, Jagdish. 2021. “New Areas of Research in Marketing Strategy, Consumer Behavior, and 

Marketing Analytics: The Future Is Bright.” Journal of Marketing Theory and Practice 29, no. 1: 

3–12. https://doi.org/10.1080/10696679.2020.1860679. 

https://www.pestanagroup.com/pt-pt/pestana-group/history/
https://www.pestanagroup.com/pt-pt/pestana-group/gp_overview/
https://www.pestanagroup.com/pt-pt/pestana-group/gp_overview/
https://www.pestanagroup.com/en/business-development/overview-and-brands/
https://www.pestana.com/pt/hotel/pestana-alvor-park
https://www.pestana.com/pt/hotel/pestana-porches-praia
https://www.publiturishotelaria.pt/2021/10/21/analise-impacto-da-covid-19-no-turismo-na-hotelaria-evidence-from-airbnb/
https://www.publiturishotelaria.pt/2021/10/21/analise-impacto-da-covid-19-no-turismo-na-hotelaria-evidence-from-airbnb/
https://doi.org/10.1016/j.cptl.2016.03.021
https://doi.org/10.1002/9781118785317.weom120103
https://doi.org/10.1080/10696679.2020.1860679


Group part   

 

75 
 

Sigala, Marianna. 2017. "The Impact of Experience Design on Customer Satisfaction and Loyalty: 

A Case Study of Boutique Hotels." International Journal of Contemporary Hospitality 

Management 29, no. 9. 

Smith, Scott J., H.G. Parsa, Milos Bujisic, and Jean-Pierre van der Rest. 2015. “Hotel Cancelation 

Policies, Distributive and Procedural Fairness, and Consumer Patronage: A Study of the Lodging 

Industry.” Journal of Travel &amp;amp; Tourism Marketing 32, no. 7: 886–906. 

https://doi.org/10.1080/10548408.2015.1063864. 

Socea, Alexandra-Daniela. 2012. “Managerial Decision-Making and Financial Accounting 

Information.” Procedia - Social and Behavioral Sciences 58: 47–55. 

https://doi.org/10.1016/j.sbspro.2012.09.977. 

Sousa, Ana Elisa, and Veronika Joukes. 2022. "O impacto da pandemia na hotelaria em Portugal 

Continental em 2020: Medidas e estratégias." Tourism and Hospitality International Journal 18(1): 

116-138. 

St. Louis, Regis. 2023. "The Best Time to Visit Portugal." Lonely Planet, May 12, 2023. 

https://www.lonelyplanet.com/articles/best-time-to-travel-to-portugal.  

Statista Research Department. 2021. "Industry revenue of 'accommodation' in Portugal 2012-

2025." Statista. Last modified September 30, 2021. 

https://www.statista.com/forecasts/905745/accommodation-revenue-in-portugal. 

Stewart, Martha. “A Dream, Disruption, and Airbnb’s Greatest Challenges with Brian Chesky.” 

The Martha Stewart Podcast, April 12, 2022. Spotify, 

https://open.spotify.com/episode/3hgMbsyFrTAC1JmqUDS2u5?si=IR5vVFU2SkCxGQ0Mv5n3

xQ. 

Toader, Valentin, Oana Ruxandra Bode, and Rozalia Veronica Rus. 2020. "Pricing Strategies of 

Porto’s Airbnb New Listings." Department of Hospitality Services, Faculty of Business, Babeș-

Bolyai University, Cluj-Napoca, Romania. 

Tourism Economics. 2020. AIRBNB: An Economic Engine in the EU27. An Oxford Economics 

Company. 

TravelBI by Turismo de Portugal. 2023a. "Dormidas." Accessed September 25. 

https://travelbi.turismodeportugal.pt/alojamento/dormidas/. 

TravelBI by Turismo de Portugal. 2023b. "Hóspedes." Accessed September 25. 

https://travelbi.turismodeportugal.pt/alojamento/hospedes/. 

https://doi.org/10.1080/10548408.2015.1063864
https://doi.org/10.1016/j.sbspro.2012.09.977
https://www.lonelyplanet.com/articles/best-time-to-travel-to-portugal
https://www.statista.com/forecasts/905745/accommodation-revenue-in-portugal
https://open.spotify.com/episode/3hgMbsyFrTAC1JmqUDS2u5?si=IR5vVFU2SkCxGQ0Mv5n3xQ
https://open.spotify.com/episode/3hgMbsyFrTAC1JmqUDS2u5?si=IR5vVFU2SkCxGQ0Mv5n3xQ
https://travelbi.turismodeportugal.pt/alojamento/dormidas/
https://travelbi.turismodeportugal.pt/alojamento/hospedes/


Group part   

 

76 
 

TravelBI by Turismo de Portugal. 2023c. "Serie_dormidas." Excel file. Accessed September 25. 

https://travelbi.turismodeportugal.pt/alojamento/dormidas/. 

TravelBI by Turismo de Portugal. 2023d. "Serie_hospedes." Excel file. Accessed September 25. 

https://travelbi.turismodeportugal.pt/alojamento/hospedes/. 

Turismo de Portugal. 2019. "Turismo de Portugal melhor Organismo Oficial de Turismo da Europa 

pela sexta vez nos World Travel Awards 2019." Last modified June 8, 2019. 

https://www.turismodeportugal.pt/pt/Noticias/Paginas/wta-2019-portugal-e-o-melhor-destino-

europeu.aspx. 

Turismo de Portugal. 2020. "World Travel Awards 2020: Madeira, Lisboa e Algarve são os 

melhores destinos do mundo." Last modified November 27, 2020. 

https://www.turismodeportugal.pt/pt/Noticias/Paginas/world-travel-awards-2020.aspx. 

Turismo de Portugal. 2023. "Portugal eleito ‘Melhor Destino Turístico da Europa’ nos World 

Travel Awards 2023." September 29. https://www.turismodeportugal.pt/pt/Noticias/Paginas/wta-

europe-2023.aspx. 

Tussyadiah, Iis P., and Juho Pesonen. 2016. "Impacts of Peer-to-Peer Accommodation Use on 

Travel Patterns." Journal of Travel Research 55, no. 8 (first published online August 5, 2016): 

https://doi.org/10.1177/0047287515608505. 

UNWTO. 2021. International Tourism Highlights, 2020 Edition. Madrid: UNWTO. 

https://doi.org/10.18111/9789284422456. 

UNWTO. n.d.-a. "International Tourist Trips by Region of Origin." In "Tourism," by Bastian 

Herre, Veronika Samborska, and Max Roser, Our World in Data. Accessed September 22. 

https://ourworldindata.org/tourism. 

UNWTO. n.d-b. “Glossary of Tourism Terms.” Accessed September 22. 

https://www.unwto.org/glossary-tourism-terms#T. 

Urtasun, Ainhoa, and Isabel Gutiérrez. 2006. “Hotel Location in Tourism Cities.” Annals of 

Tourism Research 33, no. 2: 382–402. https://doi.org/10.1016/j.annals.2005.12.008. 

Vijay, Divya, and K Ravichandran. 2019. “EPRA International Journal of Multidisciplinary 

Research (IJMR).” CONSUMER BEHAVIOUR IN TOURISM 5 (12). 

Vila Galé. n.d.-a. "About Vila Galé." Accessed November 2, 2023. 

https://www.vilagale.com/en/group/about-vila-gale. 

https://travelbi.turismodeportugal.pt/alojamento/dormidas/
https://travelbi.turismodeportugal.pt/alojamento/hospedes/
https://www.turismodeportugal.pt/pt/Noticias/Paginas/wta-2019-portugal-e-o-melhor-destino-europeu.aspx
https://www.turismodeportugal.pt/pt/Noticias/Paginas/wta-2019-portugal-e-o-melhor-destino-europeu.aspx
https://www.turismodeportugal.pt/pt/Noticias/Paginas/world-travel-awards-2020.aspx
https://www.turismodeportugal.pt/pt/Noticias/Paginas/wta-europe-2023.aspx
https://www.turismodeportugal.pt/pt/Noticias/Paginas/wta-europe-2023.aspx
https://doi.org/10.1177/0047287515608505
https://doi.org/10.18111/9789284422456
https://ourworldindata.org/tourism
https://www.unwto.org/glossary-tourism-terms#T
https://doi.org/10.1016/j.annals.2005.12.008
https://www.vilagale.com/en/group/about-vila-gale


Group part   

 

77 
 

Vila Galé. n.d.-b. "Vila Galé History." Accessed November 3, 2023. 

https://www.vilagale.com/media/436717/vila-gale-history.pdf. 

Von Richthofen, Georg, and Florian Von Wangenheim. 2021. “Managing Service Providers in the 

Sharing Economy: Insights from Airbnb’s Host Management.” Jounal of Business Research 134 

(September): 765–77. https://doi.org/10.1016/j.jbusres.2021.06.049. 

Wang, Zhuoli, Wei‐Jue Huang, and Bingjie Liu-Lastres. 2022. “Impact of User-Generated Travel 

Posts on Travel Decisions: A Comparative Study on Weibo and Xiaohongshu.” Annals of Tourism 

Research Empirical Insights 3 (2): 100064. https://doi.org/10.1016/j.annale.2022.100064. 

Whitaker, Johanna. “Launching a New Way to Travel: The Solo System.” Hostelworld Travel 

Blog, April 5, 2022. https://www.hostelworld.com/blog/launching-the-solo-system-a-new-way-to-

travel/. 

Widen, Steven. 2017. “Why You Should Define User Personas.” Forbes, March 17, 2017. 

https://www.forbes.com/sites/forbesagencycouncil/2017/03/17/why-you-should-define-user-

personas/. 

World Travel & Tourism Council. 2023. "Portuguese travel and tourism sector set to reach record-

breaking high this year, says WTTC." July 13. https://wttc.org/news-article/portuguese-travel-and-

tourism-sector-set-to-reach-record-breaking-high-this-year-says-wttc. 

WorldData.info. 2018. "Tourism in Portugal." Accessed September 22. 

https://www.worlddata.info/europe/portugal/tourism.php. 

WorldData.info. 2020. "International tourism: the most popular countries." Accessed September 

22. https://www.worlddata.info/tourism.php. 

Xiang, Zheng, Qiang (Shawn) Du, Yu (Alex) Ma, and Weisheng (Winson) Fan. 2017. "A 

Comparative Analysis of Major Online Review Platforms: Implications for Social Media Analytics 

in Hospitality and Tourism." Tourism Management 58. 

Xie, Karen L., and Linchi Kwok. 2017. “The Effects of Airbnb’s Price Positioning on Hotel 

Performance.” International Journal of Hospitality Management 67: 174–84. 

https://doi.org/10.1016/j.ijhm.2017.08.011. 

Yang, Yang, Kevin K.F. Wong, and Tongkun Wang. 2012. “How Do Hotels Choose Their 

Location? Evidence from Hotels in Beijing.” International Journal of Hospitality Management 31, 

no. 3: 675–85. https://doi.org/10.1016/j.ijhm.2011.09.003. 

https://www.vilagale.com/media/436717/vila-gale-history.pdf
https://doi.org/10.1016/j.jbusres.2021.06.049
https://doi.org/10.1016/j.annale.2022.100064
https://www.hostelworld.com/blog/launching-the-solo-system-a-new-way-to-travel/
https://www.hostelworld.com/blog/launching-the-solo-system-a-new-way-to-travel/
https://www.forbes.com/sites/forbesagencycouncil/2017/03/17/why-you-should-define-user-personas/
https://www.forbes.com/sites/forbesagencycouncil/2017/03/17/why-you-should-define-user-personas/
https://wttc.org/news-article/portuguese-travel-and-tourism-sector-set-to-reach-record-breaking-high-this-year-says-wttc
https://wttc.org/news-article/portuguese-travel-and-tourism-sector-set-to-reach-record-breaking-high-this-year-says-wttc
https://www.worlddata.info/europe/portugal/tourism.php
https://www.worlddata.info/tourism.php
https://doi.org/10.1016/j.ijhm.2017.08.011
https://doi.org/10.1016/j.ijhm.2011.09.003


Group part   

 

78 
 

Zervas, Georgios, Davide Proserpio, and John W. Byers. 2015. "A First Look at Online Reputation 

on Airbnb, Where Every Stay Is above Average." SSRN. Accessed October 10, 2023. 

http://dx.doi.org/10.2139/ssrn.2554500. 

Zervas, Georgios, Davide Proserpio, and John W. Byers. 2017. “The Rise of the Sharing Economy: 

Estimating the Impact of Airbnb on the Hotel Industry.” Journal of Marketing Research 54, no. 5: 

687–705. https://doi.org/10.1509/jmr.15.0204. 

Zhang, Guojie, Rui Cui, Mingming Cheng, and Zhiyong Li. 2020. "A comparison of key attributes 

between peer-to-peer accommodations and hotels using online reviews." Current Issues In Tourism 

23 (5): 530-537. https://doi.org/10.1080/13683500.2019.1575339. 

Zhang, Mengya, Qian Ye, Rob Law, and Yuting Li. 2018. "Influence of Hotel Characteristics on 

the Trust Transfer Process from the Hotel Industry to Peer-to-Peer Accommodation Platforms." 

International Journal of Hospitality Management 75. 

 

 

 

 

 

 

 

  

http://dx.doi.org/10.2139/ssrn.2554500
https://doi.org/10.1509/jmr.15.0204
https://doi.org/10.1080/13683500.2019.1575339


Group part   

 

79 
 

8. Appendix 

Appendix 3: Perceptual Map 

3.1. Survey Structure 

Perception about different brands of accommodation in Portugal 

Welcome to our survey on the perception of different types of accommodation in Portugal! As part 

of our ongoing thesis research, we are keen to understand your experiences and views regarding 

accommodations in Portugal. 

Your responses will be confidential and crucial for our thesis research. Thank you for your valuable 

input! 

According to your perception evaluate from 1 to 5, the different brand attributes. Where 1 is 

unrelated and 5 is highly associated. 

 

1. Pricey 

 1 2 3 4 5 

Airbnb      

Marriott- Hotel 

& Resorts 

     

Pestana      

Vila Galé      

Ibis      

 

 

2. Services Quality - Breakfast, Cleanliness, Staff 
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 1 2 3 4 5 

Airbnb      

Marriott- Hotel 

& Resorts 

     

Pestana      

Vila Galé      

Ibis      

 

3. Safety & Trust 

 1 2 3 4 5 

Airbnb      

Marriott- Hotel 

& Resorts 

     

Pestana      

Vila Galé      

Ibis      

 

4. Exclusive 

 1 2 3 4 5 

Airbnb      

Marriott- Hotel 

& Resorts 

     

Pestana      

Vila Galé      
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Ibis      

 

5. Comfort 

 1 2 3 4 5 

Airbnb      

Marriott- Hotel 

& Resorts 

     

Pestana      

Vila Galé      

Ibis      

 

6. Flexible - Customer autonomy and freedom 

 1 2 3 4 5 

Airbnb      

Marriott- Hotel 

& Resorts 

     

Pestana      

Vila Galé      

Ibis      

 

7. Type of trips - 1 being more associated with Work Trips and 5 more associated with Leisure 

Trips 

 1 2 3 4 5 

Airbnb      
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Marriott- Hotel 

& Resorts 

     

Pestana      

Vila Galé      

Ibis      

 

8. Gender 

a. Female 

b. Male 

c. Other 

 

9. Nationality 

a. Portuguese 

b. Spanish 

c. French 

d. English 

e. German 

f. Other (Input text) 

 

10. Age 

a. 20 or less 

b. 20-30 

c. 31-45 

d. 46-60 

e. 60+ 

 

 

11. Annual Salary (in euros) 
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a. 10k or less 

b. 10k-20k 

c. 20k-40k 

d. 40k or more 

e. Non applicable  

 

3.2. Results 

To access the complete set of the excel results, please follow the provided link: 

https://docs.google.com/spreadsheets/d/1vWOoC5imaxTvTCwmkIP62E3JfQDGeBX3/edit?usp=s

haring&ouid=101065415740522427875&rtpof=true&sd=true 

 

Figure 1 – Scree Plot 

 

 

 

 

 

 

https://docs.google.com/spreadsheets/d/1vWOoC5imaxTvTCwmkIP62E3JfQDGeBX3/edit?usp=sharing&ouid=101065415740522427875&rtpof=true&sd=true
https://docs.google.com/spreadsheets/d/1vWOoC5imaxTvTCwmkIP62E3JfQDGeBX3/edit?usp=sharing&ouid=101065415740522427875&rtpof=true&sd=true
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Table 6 – Communalities 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 5 – Correlation Matrix 

  
Pricey ServicesQuallity SafetyandTrust Exclusive Comfort Flexible Leisurely 

Correlation Pricey 1.000 .967 .941 .993 .974 -.110 -.084 

Services Quality .967 1.000 .995 .989 .971 -.313 -.216 

Safety and Trust .941 .995 1.000 .972 .956 -.378 -.268 

Exclusive .993 .989 .972 1.000 .977 -.210 -.152 

Comfort .974 .971 .956 .977 1.000 -.092 .008 

Flexible -.110 -.313 -.378 -.210 -.092 1.000 .921 

Leisurely -.084 -.216 -.268 -.152 .008 .921 1.000 

a. Determinant = .000 

b. This matrix is not positive definite. 

Communalities 

 Extraction 

Pricey .978 

Services Quality .998 

Safety and Trust .990 

Exclusive .994 

Comfort .994 

Flexible .966 

Leisurely .958 

Extraction Method: Principal Component Analysis. 
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Table 7 – Total Variance Explained 

 

 

 

 

 

 

 

Total Variance Explained 

Component Extraction Sums of Squared Loadings 

 Total % of Variance Cumulative % 

1 5.006 71.510 71.510 

2 1.871 26.735 98.245 

Extraction Method: Principal Component Analysis. 
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