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[Abstract]

The purpose of this study is to explore the impact of home stay platform on guests' willingness to
comment online under the Shared home stay business model. Shared platform of home stay facility in
addition to providing a variety of support services, help the landlord to the tenant do offline
accommodation services, implementation, trading, will need to take some measures to actively promote
the tenant groups to the landlord, the evaluation is objective, effective and sufficient number in order to
better promote the sharing credit ecological establishment of home stay facility. In this study, consumers
who have used the Shared home stay platform are taken as the research objects. The survey method
adopts network questionnaire survey and Likert seven subscales. The statistical software SPSS24.0
program is used to process the data. Firstly, descriptive statistical analysis was conducted, followed by
validity analysis and reliability analysis. After the reliability and validity of the questionnaire were
determined, correlation analysis and regression analysis were used to verify the proposed hypothesis.
The research results of this study are summarized as follows :(1) the usability of platform comment
function, guest satisfaction and platform reward have a positive impact on the guest online comment
willingness; (2) The credit mechanism of the platform has a positive regulating effect on the process of

tenant satisfaction influencing tenant comment intention.
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I. Introduction

Since the 2010s,
world-renowned sharing commercial enterprises
such as Uber, Didi and Airbnb in the field of
Shared travel, this P-to-P e-commerce model,

with the emergence of

which takes mobile Internet APP platform as a
bridge and individual merchants serving individual
consumers, has been widely accepted by
consumers all over the world. Sharing business
model has the general e-commerce inherent risk
of information asymmetry, and the sharing
business to both the seller and the buyer is a
person, because this online transaction
uncertainty and risk of compared with the
traditional electronic commerce is more so.

In order to solve the problem of information
asymmetry, different types of e-commerce
platforms have developed commodity comment
systems, and constantly improve the function of
the comment system and user experience, in
order to enhance the level of user's comment
participation. Users currently online Reviews have
become an important part of the e-business
processes, consumer reports of “Bright Local”

showed that 88% of people will trust online

o2 o [k rf M ofd ro
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Reviews and according to the comments to make a
choice and decision, and a research of “Power of
Reviews”, also showed that nearly 9 out of 10
consumers will decide whether to make a
purchase based on the comments of others.

Under the mode of traditional e-commerce
platform of service attributes is stronger, in the
process of the buyer online reviews, platform
more have the effect of the assistance and
support, even through various means to influence
the buyer to the seller's comment on the behavior
of the results did not take strict controls.

In the Shared business model, taking Shared
home stay as an example, the tripartite
relationship between the landlord, the platform
and the tenant is more clear , considering the
personal attributes of the landlord and the neutral
position of the platform by charging the service
fees of the buyer and the seller. Home-stay
sharing platforms need to take more measures to
maintain the number and objectivity of online
comments so as to promote the healthy
development of trilateral relations.

By referring to the existing literature, we find
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that most of the relevant studies on buyers' online
comment intention start from the motivation of
online comment and comprehensively study all the
factors affecting buyers' online comment. Although
this can provide Suggestions for the operation of
e-commerce platform to some extent, it does not
distinguish the role of seller, platform and buyer
respectively in online comments. This study will
separately study the factors that influence the
online evaluation willingness of the tenants, so as
to put forward Suggestions for the operation of the
home-stay sharing platform more clearly.

In particular, this study takes Airbnb, Tujia and
Xiaozhu, which have a high market share in
China, as the research objects, this research
focuses on three actual work as "providing
comment function', "providing comment reward"
and "optimizing platform credit mechanism" of
platform in order to promote the tenant review ,
analyzing their effect of tenant online reviews.
This has a very direct practical significance to the
operators of Shared homestay.

II. Theoretical background

1. Tenant satisfaction

The concept of customer satisfaction by
Cardozo was first proposed in 1964, the definition
of customer satisfaction at home and abroad and
it has many versions. Szymznski and Hise (2000)
defined online shopping consumers' satisfaction as
"consumers' evaluation of post-consumption
experience on shopping websites by using the
Internet”, and proposed the influencing factors of
online shopping consumers' satisfaction, including
website architecture, security, product quality,
merchant service level, shopping convenience, etc.
Cao Gaohui (2017) divided the satisfaction after
e-commerce consumption into satisfaction and
dissatisfaction.

After analyzing the above literature, we find that

the content related to e-commerce websites and

the content related to merchants can be classified

into two categories: content related to
e-commerce websites and content related to
merchants. In combination with the independent
and interrelated characteristics of the home-stay
sharing platform, landlord and tenant, this study
believes that in the process of using home-stay
sharing, tenant satisfaction can be divided into
landlord

satisfaction with the platform.

satisfaction with the service and

2. Ease of use of platform comment function

Ease of use is the level of effort a user puts into
using a particular system. Li Caicai (2019) believed
that the usability of the website includes the ability
to quickly and easily master the use method and
the website structure is simple and easy to
operate, etc. Fu Yuging (2013) believes that ease
of use refers to the ease with which users can use
a system, which usually has a significant impact
on user adoption in the early stage of using a new
technology. Tang Rongli (2016) believes that
consumers are reluctant to spend a lot of time on
research, and the convenience and usefulness of
browsing and using the APP will also affect users'
decisions

The link studied in this study is the online guest
review link, and the research object is the Shared
home stay platform. Therefore, the ease of use
referred to in this study only includes the ease of
use of the online review function of the Shared
B&B APP platform. As for the research dimension
of the usability of the platform's online comment
function, referring to the above literatures, we set
it as the difficulty of technical operation and the
difficulty of understanding the comment rules.

3. Platform comment award

In the actual use, whether on Airbnb, Tujia or
Xiaozhu, guests will be rewarded to varying degrees
if they actively post online reviews after their
offline stay. These include, for example, gaining
identity within the Shared

rating points
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accommodation platform, and obtaining vouchers
directly or indirectly. Wang Xinggiong (2020)
believes that the rewards of consumer reviews on
websites include cash back of reviews, bonus
points, coupons and in-site rankings, which can be
divided into material rewards and spiritual rewards.
Song Zhijie (2020) believes that in the process of
online shopping, merchants introduce a series of
incentive measures to enhance consumers'
evaluation, especially positive evaluation.

Due to the reality, Tujia, Xiaozhu market area, a
slightly

operations are also different, so this article is not

different  target customers, their
detailed three platform specific incentives for

comment, but a combination of literature,
comments reward on properties can be divided
into economic level and spiritual level, and
according to the degree of reward and how many

set research scale.

4, Platform credit mechanism

There are abundant academic researches on the
credit mechanism of e-commerce platforms. Yan
Huili (2020) believes that credit mechanism can
regulate and constrain the behavior of merchants
and help to transmit more signals to users to reduce
information asymmetry, so it has a positive effect
on users' participation behavior. Han Yuehui (2017)
believes that the credit mechanism in shopping
websites can affect all behaviors of buyers and
sellers in the whole transaction process.

Relevant literature generally believes that the
credit mechanism of e-commerce platforms is the
basic constraint and guarantee for various
behaviors of buyers and sellers within e-commerce
platforms, but most of them focus on the
transaction behaviors of buyers and sellers, and in
in Shared

commercial platforms, comments are also part of

e-commerce platforms, especially
the behaviors of buyers and sellers. Therefore, this
study argues that the credit mechanism within the
Shared home stay platform also has some influence

on the guest's willingness to comment.

The credit mechanism of sharing homestay
generally includes the following three contents: 1.
Provide enough necessary information to obtain
the identity of "a platform landlord". 2. Require the
landlord to complete certain quality and quantity
of services that meet the official standards in
order to obtain the official credit rating. 3. Set
reasonable rules, establish a fair and objective
evaluation system, and let tenants and landlords
evaluate each other.

Zucker(1986) proposed three confidence-building
mechanisms: one is to decide whether to grant trust
based on the recognition degree of social identity
background; Second, based on reputation, past
behavior and reputation are more likely to be
trusted. Third, trust is given on the basis of laws or
institutions, that is, on the basis of rules and
regulations of a non-personal nature, resulting in
a sense of security. Therefore, this study holds that
the three dimensions of the platform credit
mechanism are the background identity
confirmation of the landlord, the credit evaluation
of the landlord and the evaluation mechanism.

5. Guest's intention to comment

The so-called consumer online comment is a
specific form of Internet word of mouth, which is
the most important channel for other consumers
to obtain the information of products and
merchants within the same e-commerce platform.
Schindier & Bickart (2005) defined
commenting as consumers Posting personal

online

product comments on commercial sales websites,
product websites or independent review websites.
Wang Song (2018) believes that if consumers are
satisfied with online shopping, they will participate
in online reviews to support sellers. If not, it will
punish the seller for their willingness to
participate in online reviews.

The guest comment intention mentioned in this
study refers to the willingness of the guest to log
on the Shared home stay platform again to

comment for some reason after completing the
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online booking and offline accommodation

experience successively. Online comment
willingness is a kind of willingness of guests to
participate in the activities of the home stay
Sharing platform, and it is also one of the
important contents that the operator of the home

stay Sharing platform hopes to promote.

III. Assumption and models

1. Assumption

1.1. Impact of the ease of use of the review
function on guest reviews

According to TAM, ease of use determines
consumers' willingness to adopt new technologies.
The research of Lee et al. (2011) shows that the
ease of operation of information system will
greatly affect users' experience. The simpler the
operation process is, the better the user
experience will be, and the higher the users'
willingness to comment online will be. Guo
Kaigiang (2014) verified that ease of use had a
significant positive impact on both positive and
negative evaluation intentions through empirical
research. Li Yaqin et al. (2017) confirmed in their
research that ease of use has a positive effect on
online comment willingness. The more complex
the use process is, the weaker the wuser's
willingness to use it will be. In the actual review
participation process, consumers need to log back
into the shopping website for payment
confirmation and writing shopping reviews, which
increases the time execution cost and usage
burden of consumers. Once users feel the tedious
use process, they are likely to give up
participating in the review.

Based on literature research, the following
assumptions are made in this study:

H1:The usability of the platform's comment
function has a significant + effect on the guest's
willingness to comment online

Hla: The ease of use of comment rules has a

significant + effect on comment intention
H1b : The ease of use of comment operation has

a significant + effect on comment intention

1.2 Influence of platform comment reward on
guest comment willingness

According to social exchange theory, the
greater the exchange value obtained, the greater
the will of the actor. The research of Vallerand et
al. (1997) shows that the greater the economic
return consumers get from comments, the greater
their motivation to participate in comments. The
higher the tangible or intangible rewards the
greater the incentive for consumers to participate
in online reviews. Writz & Chew(2002), Yu
Chunling et al. (2011) all pointed out that
consumers may make positive comments in order
to get additional rewards, and reward stimulation
can promote word-of-mouth recommendation
among satisfied consumers. Kuester(2014) further
pointed out that the size of the reward size affects
enthusiasm for

people's commenting, small

rewards can increase the enthusiasm for
commenting, but large rewards have no significant
impact. Yin Jinggang (2012) believed that economic
returns had a positive and significant impact on
the willingness to comment. Based on the previous
research, the assumptions of this study are as
follows:

H2: The platform's comment reward has a
significant + effect on the guest's willingness to
comment online

H2a: Financial incentives had a significant +
effect on the guest's willingness to comment

H2b: Spiritual motivation had a significant +

effect on the guest's willingness to comment

1.3 Influence of the credit mechanism of the
platform on the guest's willingness to comment

About satisfaction for online reviews will affect
a lot of research, scholars generally think that the
former is the main cause of the latter form.
Ranaweera & Prabhu(2003) 's large survey of fixed
network users in the UK and Babin(2005) s
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consumption assessment of the Korean catering
industry both show that there is a positive linear
relationship between consumer satisfaction and
consumers' willingness to spread positive word of
mouth.

Although the literature mostly proves the
positive influence of satisfaction on comment
intention, there is little research on the influence
of platform credit mechanism on consumers'
online comment intention. This study puts forward
an innovative hypothesis and hopes to draw a
regular conclusion through empirical research. In
general, whether or not a comment is made is
related to whether or not the reviewer believes his
or her comments are influential, in addition to the
supervisor's wishes. It is easy to understand the
impact and significance of people's opinions in a
society with a very good credit system, rather
than a society where there is no trust at all.
Corresponding to the Shared home stay platform,
if the tenant is satisfied with the service and has
enough trust between the parties within the
believe that the

comments are more meaningful and will be more

platform, the tenant will
willing to praise the landlord. If the tenant is not
satisfied with a service and there is no trust
between the parties in the platform, the tenant
may suspect that even if he makes a negative
comment, no one will believe him, and may lose
the willingness to comment, let alone continue to
use the platform. Based on the above analysis, this
study proposes the following hypotheses:

H3 : The platform credit mechanism has a
positive moderating effect on the effect of guest
satisfaction on guest comment intention

H3a : The platform has a positive moderating
effect on the degree of landlord's identity in the
process that tenant satisfaction affects tenant's
willingness to comment

H3b: The credit rating mechanism of the
platform on the landlord has a positive moderating
effect on the effect of tenant satisfaction on the
review intention of the tenant

H3c : The rationality of the evaluation system
within the platform has a positive moderating
effect on the impact of tenant satisfaction on their

willingness to comment

1.4 Model

Rules Operation

Usability+

Function Usability+
Landlord
Comment Reward« |dentification+’

Credit Landlord
/ Mechanism . Reputation+
3 Evaluation
Meney Spirt Systems
Rewards+ Rewards+

Usability+

Comment
Willingness+

IV. Analysis and Results

1. Descriptive Statistics

Table 1. Demographic Characteristics

Characteristics Frequency Percentage (%)
Male 179 56.6
Gender
Female 137 43.4
<20 5 1.6
20-29 174 55.1
Age 30-39 88 27.8
40-49 43 13.6
>50 6 1.9
Student 78 24.7
Housewife 48 15.2
. Business 45 14.2
Occupation o
Civil servants 37 1.7
Teacher 68 21.5
Other 40 12.7
High school 19 6
Education University 217 68.7
Master and PhD 80 25.3
Years of 1-3 years 238 75.3
using
shared |More than 3 years 78 24.7
Marital Unmarried 193 61.1
status Married 123 38.9
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After frequency analysis of the data, the
conclusions are shown in < Table 1>.

First of all, in terms of gender, among the 316
respondents, 179 were males, accounting for
56.6%, and 137 were females, accounting for
34.4%, with a slightly higher proportion of males
than females. From the point of view, age below
20 years old (including) and more than 50 years
old (including) the participation of five and six,
respectively, only accounted for 1.6% and 1.9%,
and the 20s and 30s people, there are 154 and 88
respectively, the total accounted for 76.5%, thus,
body of the

relatively

participate in most of the

questionnaire by the independent
financial and accept new things faster 20~40 years
old people. From the point of view of occupation
distribution, relatively more uniform. From the
point of view of the distribution structure of
educational background, college degree or above
accounts for 94%, a very high proportion. From
the perspective of the structure of the years of
use of the Shared home stay accommodation
platform, the majority of the users are 1-3 years
old, while those with more than 3 years only
account for about 1/4, indicating that consumers
generally came to understand, accept and use the
Shared home stay accommodation platform
relatively late. From the perspective of marital
status, unmarried people accounted for 61.1%,

higher than married people.

2. Validity and Reliability

In this study, SPSS 24.0 software is used to
conduct exploratory factor analysis (EFA) on the
data samples, so as to judge whether the sample
data is suitable for factor analysis. The KMO value
in the data analysis results (KMO=0.911) and
Bartlett sphere test results (P =0.000) both indicate
that the data variables are suitable for principal
component analysis. The analysis results are
shown in < Table 2>.

Table 2. Factor Analysis

Factor ltems Facsor Degrees Intrinsic Scatte(ed
Loadings Value Instructions
RU1 0.732 0.856
Rules Usability RU2 0.71 0.843 22547 45.094
(RU) RU3 0.692 0.832
RU4 0.673 0.82
Operation ou1 0.782 0.881
Usability ouz2 0.719 0.846 4.513 9.026
(o) ous 0.702 0.831
MR1 0.837 0.897
Money Rewards MR2 0.792 0.875 2808 5.655
(MR) MR3 0.846 0.842
MR4 0.801 0.804
SR1 0.742 0.861
Spirit Rewards SR2 0.708 0.809 2097 4195
(SR) SR3 0.605 0.728
SR4
Landlord Lis1 0.778 0.857
Identification Lis2 0.742 0.784 1.963 3.926
System
(ws) LIs3 0.595 0.763
Landlord Credit LCR1 0.854 0.924
Rating LCR2 0.84 0.917 1.697 3.394
(LCR) LCR3 0.793 0.89
Evaluation ES1 0.823 0.899
System ES2 0.823 0.878 1.347 2.693
(ES) ES3 0.78 0.825
Tenant TS1 0.811 0.889
Satisfaction TS2 074 0.847 1.168 2336
(15) Ts3 0.643 0.681
cn 0.826 0.909
Intgr?t'ir:;:e(nctl) c2 0.759 0.871 1.009 2.019
ci3 0.708 0.841

KMO0:.911,Bartletts : 21238.608(p=.000) , Cumulative
dispersion indication(%):78.339

Cronbach's Alpha is the most commonly used
analysis method to verify data reliability. Generally
speaking, if Cronbach's Alpha is higher than 0.7,
the data reliability can be considered relatively
high. In this study, the Alpha value of each factor
is greater than 0.7, CR is greater than 0.8,
indicating that the scale has good reliability, and
AVE is greater than 0.6, indicating that the scale
has good convergence validity. The analysis
results are shown in < Table 3>.

Table 3. Reliability Analysis

Item Cronbach's
Factors Numbers Alpha AVE CR
Rules Usability
(RU) 4 0.817 0.743 0.9
Operation Usability
(ou) 3 0.945 0.772 0.91
Money Rewards
(MR) 4 0.796 0.724 0.84
Spirit Rewards
(SR) 4 0.871 0.79 0.94
Landlord Identification System 3 0.913 0.739 0.95
(LI1S)
Landlord Credit Rating
(LCR) 3 0.951 0.836 0.98
Evaluation System 3 0.834 0.739 0.9
(ES)
Tenant Satisfaction 3 0.782 0.716 0.82
(TS)
Comme?éll)ntentlon 3 0.823 0.732 0.87

3. Correlation Analysis
Correlation analysis refers to the analysis of two
or more correlated variables and measures their
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correlation degree. In this study, SPSS 24.0 software
was used to analyze the data, and the results were
shown in < Table 4>. As can be seen from the table,
there is no correlation between rule usability and
financial reward or spiritual incentive. There was
no correlation between operational ease of use and
financial reward and spiritual incentive. The
correlation between monetary reward and guest
room satisfaction and comment intention was
strongest. Secondly, the correlation between
spiritual motivation and comment intention; Room
satisfaction, rule ease of use and willingness to

comment also show a high correlation.

Table 4. Correlation Analysis

Factors RU ou MR SR RS Cl
RU 1
ou .580** 1
MR 0.08 0.12 1
SR 0.02 0.04 .533** 1
TS .542** 455** 723* .516** 1
Cl .615** .594** 762** .680** .623** 1

RU=Rules Usability, OU=0peration Usability, MR=Money
Rewards, SR=Spirit Rewards, TS=Tenant Satisfaction,
CI=Comment Intention.

4. Regression Analysis

The quantitative relationship of interdependence
between two or more variables can be determined
by regression analysis. In this study, the direct
impact and the regulatory effect are respectively
analyzed by regression analysis, and the analysis
results are as follows.

(1) Regression Analysis of Direct Impact

This study aims to explore the correlation
between the ease of use of platform comment
function and platform reward on the intention of
guest room online comment. Therefore, regression
analysis is conducted for these variables, and the
analysis results are shown in < table 5>. It can be
seen from the table that the significance (P values)
are all less than 0.05, indicating that the usability
of the platform comment function and platform
reward have a significant impact on the
willingness to review online rooms, and monetary
reward has the greatest impact on the willingness
to evaluate. That is, hypothesis H1, Hla, Hlb, H2,
H2a and H2b are all supported.

Table 5. Regression Analysis

Factors B Beta t P R2 F
RU 0.18 0.177 3.371 0.001
ou 0.16 0.174 2.288 0.023
MR 0.39 0.391 5.044 0 0563 53.32
SR 0.17 0.205 4.001 0.001

(2) Regression Analysis of Regulatory Impact

For the verification of the moderating effect of
the platform credit mechanism on the impact of
guest room satisfaction and comment intention,
the analysis results are shown in < Table 6> and <
Table 7>. < Table 6> AR indicates that each factor
of platform credit mechanism has a positive
adjustment effect on room satisfaction and
comment intention. < Table 7>analysis results also
verify the regulatory role of the platform credit
mechanism (p < 0.01), thus supporting hypothesis

H3, H3a, H3b and H3c.

Table 6. Analysis on the Influence of Landlord
Identification  Degree/Credit Score/ Evaluation
System on the Model Fitting of Comment Intention

Model R2 AR?
Benchmark Modell 0.232
Verification Model 1 0.252 0.020
Benchmark Model2 0.171
Verification Model 2 0.182 0.011
Benchmark Model3 0.204
Verification Model 3 0.211 0.007

Benchmark model: Independent variables are
A(decentralization) and B(decentralization).
Verification model: Independent variables are A X B,
A(decentralization) and B (decentralization).

Table 7. Regression Analysis of the Landlord
Identification Degree/Credit Score/ Evaluation
System on the Model Fitting of Comment Intention

Factors B Beta t P
RESC -0.256 -0.095 -1.318 0313
T5C 0.209 0132 1.454 0.217
RESxTS 0.055 0.297 2489 0.002
LIDC -0.318 -0.118 -1.524 0.056
TsC 0261 0.165 1.817 0.071
LID=TS 0.069 0371 2111 0.002
LRSC -0.152 -0.081 -0.818 0415
TsC 0.140 0.080 0.868 0387
LRS=TS 0.071 0.345 2.842 0.005

LIDC= Landlord Identification

Degree ( decentralization ) TSC=Tenant

Satisfaction ( decentralization )

LRSC= Landlord Reputation Score (decentralization)
RSC= Tenant Satisfaction (decentralization)

RESC= Reasonable Evaluation System (decentralization)
TSC= Tenant Satisfaction (decentralization)
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V. Conclusion and discussion

1. Theoretical significance

The purpose of this study is to analyze the
impact of the Shared home stay platform on the
guests' willingness to comment online. Mentioned
as, different from the traditional economic mode,
share many characteristics, economic mode of the
home stay facility platform mode is different from
the traditional hotel

evaluation mechanism also can produce a lot of

industry, research on

differences, to fill the research gap, this study
Shared
economic mode of the home stay facility platform

puts forward the comments about

usability, commentary reward mechanism for
online home stay facility evaluation will affect the
six hypotheses, credit mechanism and platform for
the tenant comments will produce regulation of
three assumptions. The results of the current
study indicate that:

(1) The usability of the platform's comment
function has a positive impact on the willingness
of guests to comment online. The usability of the
platform comment function in this study includes
the usability of rules ( 0.615%* ) and the usability
of operations ( 0.594** ) . Through data analysis, it
can be seen that both of them have a significant
positive impact on the comment intention of the
guests, among which the impact of the usability of
rules is more prominent.

(2) The review incentive mechanism of the
platform has a positive impact on the willingness
of the guests to comment online. To be specific,
both the financial reward (0.762*+) and the
spiritual incentive (0.680%* ) of the platform have
a positive effect on the comment willingness of the
tenants, and the influence degree of the economic
reward is higher than the influence degree of the
spiritual incentive.

(3) The platform credit mechanism has a
positive moderating effect on the impact of tenant
satisfaction on their willingness to comment. In

this study, the credit mechanism of the platform is

divided into three parts: the identity degree of the
landlord, the credit rating mechanism of the
landlord and the rationality of the evaluation
system within the platform. According to the
results of data analysis, it can be seen that all of
them have a positive moderating effect on the
process of the tenant satisfaction affecting the

comment intention.

2. Theoretical significance

First of all, through empirical research, this
study once again proves that on e-commerce
platforms, consumer satisfaction has a positive
role in promoting consumers to log on to the
platform again for online comments after
consumption.

Secondly, different from the previous literature
focusing on the factors that influence consumers'
online comment willingness, this study
innovatively focuses on the platform-related
factors.

Thirdly, this study innovatively studies the
impact of platform credit mechanism on
consumers' online comments, which is a very
important supplement to the research of credit

mechanism within e-commerce platform.

3. Practical significance

The study also offers some practical
significance. How to guide consumers to continue
to participate in the platform interaction after the
end of consumption, and how to influence or
inspire new consumption of other consumers
through word of mouth effect has always been one
of the important tasks that e-commerce platform
operators including Shared home stay have to
solve. Through empirical research, this study
provides the following inspirations for home stay
sharing operators.

The first. In addition to the impact of the
guests' feelings in the process of consumption, the
various initiatives of the platform also play a very

important role. In addition to focusing on how to
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improve service quality and customer satisfaction,
the platform customer operation should also take
direct measures to stimulate customer comments.

Second, the most effective way for the platform
to directly promote customers to participate in
online comments is to establish effective rewards
for comments, conduct technical evenings for
comment functions and improve rules, and make
comments ‘"simple and convenient' and
"reasonable return".

Thirdly, the platform credit mechanism has
become the core task throughout the Shared
business credit

platform. The  platform

mechanism, including merchant identification,
credit rating within the platform, and evaluation
rules, has directly affected consumers' first and
second purchases. Has become the key to the
sustainable and healthy operation of the platform.
[t is necessary for Shared business platform
operators to take the continuous improvement of
platform credit mechanism as one of the core of

platform operation business.

4. Limitations and deficiencies

This study is limited by the trade secret
protection of each home-stay sharing platform for
its own operating rules, so we cannot directly
obtain the underlying data of the credit mechanism
from the platform. At the same time, in terms of
review rewards and functional ease of use, we also
took more into account the actual feelings of
consumers and tenants, so all the data was
obtained through the questionnaire for tenants. In
addition, the research objects selected in this study
are mainly home-stay sharing platforms aimed at
consumers in China, among which Airbnb only
investigated users in China. As a KIND of P2P
business, Shared business is influenced by the
culture and cognition of consumers in different
countries and regions. So the results are not
representative of the global market.

5. Future research outlook

On the one hand, in order to obtain more
accurate research data and more objective
research results, we will try to obtain relevant
data within enterprises of different platforms in
the future. On the other hand, with the continuous
development of Shared business, any enterprise or
platform will take the global market as its future
target. Therefore, it is necessary to carry out
different studies based on the actual situation of
different countries, so as to give more targeted
Suggestions for the operation of Shared home stay
platform in different regional markets.
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