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Abstract – Sharing economy has completely 

disrupted the way in which certain businesses are 

done.  This has been particularly true in the 

tourism industry. The entire concept of sharing 

economy works on the principles of trust. The 

importance to understand the trust building 

process in sharing economy is further accentuated 

because unlike traditional transactions, the service 

providers themselves are not organizations. 

Studies show that there is a distinction between 

trust and factors contributing to trust. Even 

though study has been done on the factors 

affecting trust in sharing economy, research has 

not been done to understand the Trust-building 

process in sharing economy. The study proposes a 

conceptual model to understand the trust building 

process and reviews the model based on 

qualitative study. The qualitative approach gives 

an opportunity to explore additional elements that 

may contribute towards the trust building process.  

Key words: Sharing economy, Trust, Trust-Building 

process, Online accommodation sharing platforms, 

Online trust 

1. Introduction 

 

Sharing economy in recent times has gained 

a lot of traction and has been embraced across 

multiple industries. What had earlier started as a 

community based platform has evolved into a system 

with buyers and sellers working on commercial basis 

under the same ideology. Sharing economy has been 

so successful in certain sectors that it has created a 

disruption forcing traditional industries to rethink 

their strategies. Botsman & Rogers (2011) strongly 

believe that sharing economy has created a disruption 

that creates changes in the market in terms of 

product, services and economic growth. Guttentag, 

(2015) studies Airbnb and explore how much it has 

become a disruptive innovation. The study concludes 

that having a better understanding of the disruptive 

emergence has immense value in terms of 

practicality. Even though sharing economy is not new 

it has grown exponentially in the recent years. 

Experts argue that the term “Sharing Economy” is 

misleading as it is not true sharing. (Giana M. 

Eckhardt, Fleura Bardhi, 2015). Kish Rajan the Chief 

Evangelist and former Director of the Governor's 

Office of Business and Economic Development (GO-

Biz) makes the following comment.  

 

“I prefer to use the term “personal enterprise 

economy” to describe the new paradigm. Why? The 

substantive criticism is that rideshare drivers and 

home share hosts aren’t sharing their assets; in 

reality, they’re selling them.” 

Rajan, (2015) 

 

Experts argue on whether model of working of such 

companies can be coined as “Sharing Economy” but 

nevertheless companies working on similar principles 

do come under the umbrella term of sharing 

economy. Juliet Schor, Professor of Sociology at 

Boston College debates on the explanation of Sharing 

Economy.  

  

“Sharing economy activities fall into four broad 

categories: recirculation of goods, increased 

utilization of durable assets, exchange of services, 

and sharing of productive assets.” 

Schor, (2014) 

 

With this respect as mentioned previously, 

companies across various industries have 
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implemented sharing economy model in their 

business. A recent study (PricewaterhouseCoopers, 

2014) show that between the years 2013 and 2025, 

sharing economy sectors are likely to grow much 

quicker than the rate of traditional rental sectors. The 

research conducted in 2014 estimated that the five 

main sharing economy sectors, namely peer-to-peer 

finance, online staffing, peer-to-peer 

accommodation, car sharing and music and video 

streaming contribute $15bn in global revenues. This 

compared to the $240bn generated by traditional 

rental sector contributes to just 5% of total revenue 

generated by the ten sectors looked at in the study. 

But the study predicts that by 2025, sharing 

economy sectors could generate over half of overall 

sales predicting potential revenue of $335bn. Here 

the Revenue CAGR over 2013-20125 for the peer-

to-peer accommodation sector stands third at 31% 

compared to 4% in the traditional rental sectors. In 

this light study on the sharing economy for the peer-

to-peer accommodation sector stands relevant. Trust 

is a cornerstone in building relationships (Jyh-Jeng 

Wu, Ying-Hueih Chen & Yu-Shuo Chung, 2010). It 

is even more relevant in Sharing Economy since 

there is a perceived risk is higher. Survey results 

conducted in America indicate that individuals are 

more willing to participate in sharing economy when 

trust is ensured. (First Advantage, 2015) Online 

accommodation sharing platforms provide 

information of service providers much like e-

commerce websites. But unlike e-commerce 

transactions there may be interactions, which in some 

cases may even be face to face interactions. This adds 

in a whole new dimension to interactions and trust. 

The perceived risk is higher since service providers 

are not by themselves an organization. In most cases 

they are people who offer their property or space. In 

this regard it is important to understand the trust 

building process in such platforms. The study 

proposes a conceptual framework for trust building 

process in peer-to-peer accommodation sector of 

sharing economy and elucidate model through 

qualitative research  

One limitation of the research is also that it 

is not aimed at providing final answers by, for 

example, theory testing. However, it creates some 

propositions for future research and may be a good 

starting point for further analysis of the trust building 

process. 

2. Theoretical Background 

 
2.1 Sharing Economy Characteristics 

 

Sharing economy has become a hot topic in 

recent times. Even after facing challenges and 

criticism, companies who have embraced this model 

have stayed and established themselves proving that 

sharing economy is not a fad. Airbnb, Uber, etc. are 

few of the recent and successful entrants working on 

this model who have become leaders in their own 

segments.  Belk, (2013) refers to this as variations in 

the sharing theme and practices that are related but 

not true sharing. The idea itself is not entirely new 

though. Ebay, Bittorrent, Napster can be considered 

as the forerunners of sharing economy. “Web 2.0, is 

another name for the Social Web. It refers 

collectively to websites that allow users to contribute 

content and connect with each other” Carroll E, 

(2011). Web 2.0 brought about a change from static 

webpages has facilitating new ways of sharing 

information. This has lead to new ways of sharing on 

a larger scale. Belk, (2013) which is sometimes 

referred to as “the sharing term” Grassmuck, (2013). 

Considering this -all sharing economy platforms 

work on Internet-facilitated sharing. Organizations 

like Couchsurfing.org developed their sites such that 

participants have a more personal approach ins 

sharing their living space and developed itself around 

the idea of building communities online that would 

lead to personal interactions and sharing. Another big 

organization Zipcar.com had a more utilitarian 

approach.  Immense possibilities for all forms of 

sharing through online space opened up through Web 

2.0. and has brought together people for both 

communal and utilitarian purposes. Belk R. , (2013b). 

Currently almost all organizations functioning in the 

sharing economy model have come to use internet 

and functions online for obvious reasons. In this 

regard despite the mode of working i.e. sharing or 

pseudo-sharing we can generalize all internet-

facilitated sharing economy platforms as having 

common online chariacteristics. Shaw, (1999) 

proposes a structure in which the four entities 

Technology, Third Party, Technology and Seller are 

invloved in internet exchange process. Similarly there 

are four entities involved in the online accomodation 

sharing platforms. With respect to our study they are 

Technology, Host, Consumer and the organization 

that provide online accomodation sharing services.    

2.2 Trust 

The concept of trust is treated differently by 

different streams in their research. Hence, we lack an 

accepted definition of trust. Barber,1983; Das, 

(2004). Beldad, Jong & Steehouder, (2010) 

summarize that research on trust can be categorized 

into three. The first approach looks at trust being 

affected by an individual’s personality perspective. 
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The second approach looks at trust from a social 

perspective as in expectation from another party or 

organization. The third approach looks at trust as an 

institutional phenomenon. Their work has strong 

similarities to the work done by another researcher on 

trust and prediction of trust.  Zucker, (1986) proposed 

that there are three ways in which trust is produced. 

These are Characteristic based, Process based and 

Institutional based. All studies mention that with trust 

there is an acceptance to vulnerability for all the 

parties involved. The concepts overlap but 

researchers agree that there is a clear distinction 

between trust and trust-building process.  V. Shankar 

et al., (2002); M. Koufaris et al., (2004) mention that 

it is important to understand the underlying 

dimensions of trust and antecedents of trust and only 

then can there be clarity on what is trust and what 

leads to trust. 

 

2.3 Online Trust 

 

 “An attitude of confident expectation in an online 

situation of risk that one's vulnerabilities will not be 

exploited.”  

Definition of Online Trust, Corritore , Kracher & 

Wiedenbeck, (2003)  

 

V. Shankar et al., (2002) defines trust more 

specifically as the reliance on a firm by its 

stakeholders with regard to the firm’s business 

activities in the electronic medium, and in particular, 

its website. Studies conducted on characteristics of 

online trust indicate that four characteristics are 

observed.  Wang, Emurian (2005) summarize these 

as the follows 

1. Trustor and Trustee: with respect to our 

study, Trustor is the consumer who seeks the 

service online and Trustee is the website or 

the host who provides service. In many 

cases the technology (online platform, 

internet) itself is an object of trust. Marcella, 

(1999) 

2. Vulnerability: There degree of uncertainty in 

online transactions can be even higher 

because in most cases there might not even 

be a face to face interaction. This increases 

the vulnerability for both the parties 

involved, i.e. both the trustor and the trustee. 

This vulnerability is further accentuated in 

online platforms due to violations like loss 

of money; loss of privacy etc. Friedman, 

Howe & Kahn (2000).This also extends into 

the offline space when there can be direct 

interaction between the parties involved. 

The acceptance of trust is an acceptance to 

vulnerability and hence is very important in 

the trust building process 

3. Produced Actions: Actions follow trust, 

which usually depends on situations. This 

can be both tangible and intangible. Wang, 

Emurian, (2005). Produced actions does not 

fit into the scope of our study because it is 

an action of trust and does not contribute to 

the trust building process. 

4. Subjective Matter: Offline trust and online 

trust is similar with respect to its 

subjectivity. Trust is associated with 

individual characteristics and situational 

factors Grabner-Kraeeter, (2002). Individual 

differences and personality will affect the 

way in which trust is built in an individual 

and it can be safely assumed that it is 

different for every individual. 

 

These characteristics of online trust echo 

strongly with the method in which various streams of 

research approach of trust. It is only natural that 

parallels can be drawn between online characteristics 

of trust and offline trust. Companies like Airbnb, 

Couchsurfing.org, Heybnb etc. provide 

accommodation sharing solutions by connections 

Users and Hosts through online platforms. Hence the 

study on trust building process in online 

accommodations sharing platforms can be done on 

the basis of the study on online trust. The previously 

mentioned entities that are a part of exchange process 

also make valuable contribution to the trust building 

process.   

 

3. Conceptual Framework 

 

The proposed framework for the trust building 

process in online accommodation sharing platform 

has been developed based on relevant literature.  This 

model has been particularly based on extensive 

literature review done on antecedents of online trust 

by Beldad, Jong & Steehouder, (2010). Study on 

antecedents of trust and trust building process has 

similar concepts but various streams of research use 

their own nomenclature to describe the elements of 

the trust building process. The proposed model is 

synthesized by combining similar elements in various 

studies. The framework is primarily developed by 

combining the studies of Beldad, Jong & Steehouder, 

(2010) and Dan J. Kim at al., (2005) and categorizing 

the various elements based on the time period of the 

interaction process. The categorization is done on the 

following basis. 

  

a. Before the consumer visits the website 

b. After the consumer visits the website. 

http://www.sciencedirect.com/science/article/pii/S1071581903000417
http://www.sciencedirect.com/science/article/pii/S1071581903000417
http://www.sciencedirect.com/science/article/pii/S1071581903000417
http://www.sciencedirect.com/science/article/pii/S1071581903000417
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An additional element “Awareness of Sharing 

Economy” is added under Customer-Client basis as it 

is specific to relevant research. It is important to 

understand whether the user is aware of sharing 

economy as a concept and how his views on the 

concept affect his trust building process. The 

elements of the trust building process are also 

broadly categorized on the following basis. 

a. Customer-Client Based 

b. Organizational Based 

c. Website Based 

 

This categorization is based on the empirical 

research done by Chen & Dhillon (2003) on the 

dimensions of consumer trust in e-commerce.  Their 

study also indicates the relevance of these points and 

also mentions that it can be used for further empirical 

study and future research on online trust 

3.1 Customer-Client Based Elements 

 Propensity to Trust: The propensity to trust is 

subjective to individuals. Some individuals have 

lesser disposition to trust while others have a 

greater disposition to trust. Studies done by 

Gefen, (2000);  Teo & Liu, (2007) that online 

trust formation is positievly affected by 

propensity to trust.  This is argued by Koufaris 

and Hampton-Sosa (2004), who propse that 

consumers may trust others when they have no 

prior experience or interaction with them. In 

such cases they will trust based on their 

perceptions and previous experiences. Beldad, 

Jong, Steehouder (2010) summarizethe factors 

affection trust building have a greater impact 

with higher levels of trust propensity. 

 Proficiency in Internet:  Outcome of the study 

by Aiken and Bousch (2006) have found out an 

interesting relationship between proficieny in 

internet and online trust. They describe this as an 

inverted U where beginners and intermediate 

exibit a postive relationship towards online trust 

and negative in the case of intermediate and 

experienced users. They suggest that with the 

accumulation of knowledge, expereinced users 

become more concerned of privacy,security 

issues, etc 

 Awareness of Sharing Economy: The sharing 

economy is still considered by many 

academicians as a new concept or a passing fad. 

This can also reflect the general tendency 

towards sharing economy as a concept. Raz 

Godelnik(2017), in his study on the relationship 

Figure 1. A conceptual framework on Trust-Building Process in Sharing Economy 

http://www.sciencedirect.com/science/article/pii/S2210422417300242
http://www.sciencedirect.com/science/article/pii/S2210422417300242
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between Millennials and Sharing Economy 

found that sharing economy is popular amongst 

the Millennials. It is also necessary to understand 

whether their awareness of sharing economy as a 

concept affects their trust building process. 

3.2 Organizational Based Elements 

 Organization Reputation: Organizational 

reputation has seen to affect the trust between 

customers and organizations. A good reputation 

would lead to an open and trusting relationship 

and bad reputation will not help build the 

relationship. Smeltzer, (1997). 

 Perceived Size: Jarvenpaa, Tractinsky, and 

Vitale (2000) propose that size of e-vendors will 

affect the customers view on trustworthiness of 

the provider. This can be similar with respect to 

our study where we can explore on how the size 

of organizations affect the trust building process 

 

 Offline Presence: Studies show that online trust 

is enhanced by offline presence. It was found out 

that offline experiences and physical presence 

can be used to build trust. Kuan & Bock, (2007) 

The offline presence can also be in the form of 

interactions with support staff or employees 

 

 Experience and Familiarity: There is a general 

tendency for people to trust those whose 

trustworthiness has been tested. Sztompka, 

(1999). This can be translated to an individual’s 

previous experience.  In context of the study 

these experiences need not be strictly related to 

online accommodation sharing platforms. 

Customers can have a degree of experience and 

familiarity in such platforms by relating to their 

experiences with other e-commerce websites 

 

3.3 Website Based 

 Ease of Use: Studies done by Bart, Shankar, 

Sultan & Urban (2005); Chen (2006) support 

that the perceived ease of use positively impacts 

the building of trust in e-commerce. Maps, 

structure of the website, organization of 

information, search functions, etc contribute in 

building the perception of ease of use of the 

website (Chau P. Y. K., Hu  P. J. H., Lee B. L. P. 

&  Au A. K. K., 2007)  

 Information Quality:  Studies done by Bart et 

al. (2005); Kim, Song, Braynoy & Rao, (2005); 

Koehn, (2003) show that an individual more 

likely trusts a website based on quality 

information in terms of accuracy and how 

current the information is, absence of errors and 

proper spelling and grammar. Beldad, Jong & 

Steehouder, (2010) mention that detailed 

information is necessary in the absence of the 

ability to touch and feel the product and this in 

turn will aid in purchase. 

 Graphical Characteristics: Prior work has been 

done by Kim and Moon (1998) on the impact of 

a website’s graphical characteristics in 

trustworthiness. The graphical characteristics of 

the website. Algharabat, R. S. (2014) identifies 

elements like3D dynamic clipart, high quality 

photographs and layout contributing towards the 

graphical characteristics of the website.    

 Social Presence Cues: Characteristics of the 

platform, perception of the users and activities of 

the used help identify the degree of social 

presence. (Tu, 2002; Tu & McIsaac, 2002). 

Attributes of the platform, e-literacy, styles of 

communications, etc. are major factors that build 

a perception of online social presence. H. Tu, 

(2002b) 

 Product Dimensions: In general the product 

dimensions relate to aspects or attributes of the 

specific product or service that a customer 

intends to purchase. Kim et. al, (2005) In context 

of our study these include details of the 

accommodation space like facilities, rules, 

number of guest permitted, host details, location 

details, contact details, etc.  

 

 Privacy and Security: Hoffman et al., (1999) 

suggest that consumers’ trust or distrust a service 

based on their privacy concerns.  Surveys show 

that better perception of trustworthiness of a 

website can be built with the presence of strong 

privacy policies.  Lauer & Deng, (2007) 

 

 Third Party Guarantee: Koehn, 2003 adds that 

certifications from third parties may help 

creating a positive perception even in the 

absence of transaction. Online platforms have 

evolved and have added user/peer reviews which 

fall under Third party guarantee. 

 

As mentioned earlier the conceptual model 

proposed has been built from detailed literature 

review of study conducted by multiple researchers. 

This models proposed in the study (Beldad, Jong & 

Steehouder, 2010) is purely based on literature 

review and study has not been done to check the 
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model. By coming us with a synthesized and 

improved model the study also aims to review the 

model through qualitative research. 

5. Research Methodology 

 
Trust and trust building process involves a 

lot of subjectivity. As mentioned by Grabner-

Kraeeter, (2002) trust is associated with individual 

characteristics and situational factors. Empirical 

study has been done on trust building process and 

antecedents of online trust. But sharing economy has 

opened up opportunities for new levels of interactions 

between the various entities Shaw, (1999) which 

were previously not present in online platforms. For 

e.g. there are high chances that the user and a host 

has a face to face interaction or online based 

interaction at some point of the transaction which is 

generally not present in e-commerce transactions. 

This makes it necessary to explore the possibility of 

new elements in the trust-building process. Due to 

these factors, Qualitative approach for the study is 

more appropriate. Informants who had not previously 

used services of online accommodation sharing 

platforms were selected because the exposure to or 

previous usage such services may bias the factors that 

affect the trust building process. The informants who 

are travelling in near future and require  

accommodation were selected so that there 

might be a certain degree of seriousness while they 

considered various platforms that provide services. 

The study included 14 informants from Amrita 

Vishwa Vidyapeetam, Coimbatore, India and was 

selected based on convenience sampling.  There were 

7 male informants and 7 female informants. Two 

stages of interviews were done. The first stage was 

done to shortlist respondents who had plans to travel 

in near future and required accommodation but had 

not previously used services of any online 

accommodation sharing platforms.  

Before starting the second stage, the 

informants were asked to consider their 

accommodation requirement in the near future and 

asked to visit websites that provide accommodation 

based on sharing economy. Informants visited three 

site www.airbnb,co.in, www.heybnbworld.com and 

www.couchsurfing.com which are the online portals 

of three companies working on the model of sharing 

economy namely Airbnb, Heybnb and 

Couchsurfing.Org. This was followed by the second 

stage that involved a semi structured interview. The 

questions were framed such that all the elements in 

the proposed framework for trust building process 

were covered. Pilot interview was done so as to 

refine the questions and frame them in the most 

optimum manner. Interviews lasted from 14 minutes 

to 28 minutes and were recorded and transcribed. The 

interview consisted of open ended questions that 

facilitated the deep study of the various factors 

affecting trust-building. Patterns emerged after a few 

interviews across all individuals. In case of males, 

this was observed after the 5th interview and in case 

of females this was observed after the 4th interview. 

The analysis started with replaying the 

recordings and looking for material to create and 

overall image. The recordings were transcribed and 

read several times. Due to the qualitative nature of 

the study and, there is a certain degree of 

unorganized information coming out from the 

transcripts as the informants were allowed to 

continue their flow of thoughts. This resulted in the 

overlapping and connections between various 

elements of the trust building process. Categorization 

of the data from the transcripts based on the proposed 

framework was done next. Their occurrence and 

connections between other factors were also noted 

down. Iterative interpretative process of rereading the 

transcripts were done to ensure that relevant 

information was not lost. This strategy will help in 

building a theory out of the data. Bryman, (2001)This 

was done until no new insights emerged. Further to 

this contrasting interpretative approach was done by 

comparing various transcripts to identify patterns in 

the trust building process in individuals and also to 

identify similarities and differences between various 

individuals.    

5. Findings 

 

Patterns emerged after few interview across 

all individuals.  What came out similar across all 

informants is their proficiency and comfort in using 

the internet.  Of the respondents more that 80% were 

aware of the concept of sharing economy and all 

were aware of at least one accommodation sharing 

platform. They are also receptive of the concept of 

sharing economy and feel that the idea is worth trying 

and mention that they will definitely use the service if 

need arises. Each of the elements was explored 

thoroughly to understand to what degree they affect 

the trust building process. As expected each of these 

elements affected the trust building process to 

Element 
Information 

Quality 

Privacy 

and 

Security 

Graphical 

Characteristics 

Third Party 

Guarentee 

Product 

Dimensions 

Organization 

Reputation 

Frequency 5 2 2 6 2 1 
Table 1: Frequency table on the most influencing factor in the trust building process 

http://www.airbnb,co.in/
http://www.heybnbworld.com/
http://www.couchsurfing.com/
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varying degrees. This may be explained by personal 

values personality and previous experiences Beldad, 

Jong & Steehouder, (2010). Of the informants around 

63% take time to trust a person. This reflects their 

propensity to trust. All the females interviewed 

mentioned that they will take time to trust.  

All the organizational based factors were 

seen to directly or indirectly influence the trust 

building process towards such platforms.  

Do you think a bigger sized organization can be 

trusted? (Researcher) 

“Bigger organizations can provide better quality and 

service compared smaller organization... If it is an 

organization that I have heard of I’ll trust it more 

that I have not heard of.” (John, 26, Male) 

This relates to the work by Jarvenpaa, 

Tractinsky, and Vitale (2000) where they claim that 

the perceived size of the e-vendors will affect the 

customer’s view of the trustworthiness.   

Informants accept that the offline presence 

of companies can also add to the trust building 

process but is not completely necessary. They add 

that it can be a comforting factor but they accept the 

practical difficulties in acheiveing this.  

Do you think online organizations require offices and 

offline presence? Will it help in building trust with 

the organization? (Researcher) 

 “It will be hard for companies to have a physical 

office. If they can, it will be a boost for their business 

because people can have more trust in an offline 

mode. Having an offline presence and ability to talk 

and interact is a better option. But since the service is 

a travel based industry it will be difficult for people 

to find out offices. Hence online mode can be 

appreciated.”(Rahul, 25, Male) 

 Responses from informants also show that 

the website based elements contribute towards trust 

building to varying degrees. Even though respondents 

mentioned that certain factors like graphic design etc 

does not directly contribute towards trust building, it 

does influence them to revisit the web-site. But for a 

majority of the informants the website characteristics 

like design, ease of use, navigation, information 

provided etc. plays a major role in building the trust 

and build the image and reputation of the 

organization. Yousafzai, S. Y., Pallister, J., & Foxall, 

G. R. (2005) in their work mention that trust building 

mechanism builds a positive perception of 

trustworthiness. The responses of respondents show 

that it can happen the other way too.  

How does the site design affect you? Will it in 

anyway affect how you trust the service provider of 

company? (Researcher) 

For me… I think the design of the website is quite 

important. Even before using the services, I will form 

an opinion of the website based on how it look. 

(Ankita, 24, Female) 

One strong additional element that popped 

up across all informants was the word of mouth and 

reference from friends and family. This is an 

additional element identified that can be added in the 

conceptual framework. Almost all the informants had 

mentioned that this is an important factor in building 

trust in online accommodation sharing platforms. 

An interesting pattern emerged from the 

informants when asked about the element that is the 

biggest influence in trust building process. Website 

based elements turned out to be the biggest 

influencer. A frequency table (Table 1) has been 

developed to   give an overall picture.  

More than 80% of the informants did not go 

through the privacy policy, but all informants agree 

that if the privacy policy is displayed in the website, 

even if they do not take time to go through it, it helps 

create a certain degree of trust.  Study done by 

Arcand, Nantel, Arles-Dufour, & Vincent, (2007); 

Vu et al., (2007), also find that users  do not bother to 

go through the privacy policy before giving in their 

personal details. It was also noted that informants 

who preferred to have information on the host more 

interested in transaction-less based online 

accommodation sharing platforms. Conversely, 

people who felt comfortable with transaction based 

accommodation sharing platform gave lesser 

importance to profile and details of the host. None 

the less all informants gave high importance to 

interacting with the host and peers prior to getting 

service and seek the contact details. Females were 

found to give importance to information regarding 

the accessibility of the property from the nearest 

transport hub like railway stations or bus stations. 

The overall finding was that the proposed model 

stands in the case of sharing economy in light of 

online accommodation sharing platform even though 

in varying degree for various elements.  

6. Conclusion 
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The main purpose of our study was to 

understand the trust building process in online 

accommodation sharing platforms. For this purpose a 

conceptual framework was propose what was based 

heavily on literature the antecedents of online trust. 

Through the study we were able to find out whether 

this model stands. The qualitative approach taken 

fulfilled its purpose and helped identify additional 

elements that aid in the trust building process in 

online accommodation sharing platforms. This has 

been a major contribution to the study. The 

identification of the new element of Word of 

mouth/Recommendation of friends and family brings 

up the challenge determining the category under 

which it figures in the proposed model. Based on the 

study this can be an influencing factor across all the 

categories i.e. Customer-Client Based, Organizational 

based and Website Based elements irrespective of the 

tome period.  

6.1 Limitations 

The study covered informants between the 

age group of 22 and 26 years of age and this is not a 

representation of the entire population. Additionally 

all the informants were regular users of the internet 

and e-literate or had done online based transactions. 

This meant that the element of Proficiency in internet 

under Customer-Client based elements could not be 

explored properly.   

6.2 Future research 

The study indicates that the model stands 

and that all the elements in the model with the 

addition of the element of word of mouth contribute 

towards the trust building process. Further qualitative 

study can be conducted to identify the extent to 

which each of these elements contributes towards the 

trust building process and the most important 

elements can also be identified. The identifications of 

these factors will further help business to focus their 

attention on these factors as trust and trust building is 

a very important component in sharing economy. A 

common pattern that emerged was that many of the 

website elements will affect the site re-visit intentions 

but respondents mention that this need not 

necessarily contribute towards trust. But it interesting 

to understand whether site re-visits adds towards trust 

building. This is an avenue that can be explored as a 

part of future research. If the results turn out to be 

positive, it translates that leaving an element of 

curiosity in websites can lead to revisit which in turn 

can lead to trust building.   
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