
sustainability

Article

Sharing Economy and Lifestyle Changes, as
Exemplified by the Tourism Market

Agnieszka Niezgoda and Klaudyna Kowalska *

Department of International Economics, Institute of International Business and Economics,
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Abstract: The aim of the article is to analyze the relationship between lifestyle changes and willingness
to use sharing economy services in tourism, including peer-to-peer accommodation. On the one hand,
knowledge of lifestyle changes can help adapt the product offer to the requirements of consumers.
On the other hand, products that consumers use can reflect lifestyle changes. The following
classification of motivations for sharing economy activity selection resulting from the subjects’ lifestyles
has been proposed: personal motivations—related to economic advantages; social (conformist)
motivations—resulting from the need to fit in with others; and ideological motivation—resulting from
the understanding of the processes of natural environment degradation and excessive consumption.
In order to gather opinions and to understand behaviors, attitudes, and preferences regarding sharing
economy activities (i.e., the sharing of transportation, food, clothes, equipment, and accommodation),
the focus group interview method was used (6 groups, 5–8 participants each). Discussions were
conducted separately for two populations: young with time (YT) and older rich (OR). The study
demonstrates lifestyle changes between the generations. YT actions are the consequence of personal
and ideological motivations. OR have lifestyles that result from personal and conformist motivations.
Neither population sees a relationship between participating in the sharing economy and caring for
the environment and preventing excessive consumption.

Keywords: consumer behavior; lifestyle; sharing economy; peer-to-peer accommodation;
tourism market

1. Introduction

The growing importance of the sharing economy is a consequence of many simultaneous changes:
the global economic crisis, growing concerns about sustainable consumption, the development of
information and communication technologies (ICTs), a tendency towards reurbanization, changes in
consumers’ behaviors, and increasingly widespread initiatives related to social entrepreneurship [1–5].
Despite the lack of empirical evidence, the rise of the sharing economy and the 2008 financial crisis are
often linked [5,6]. As a result of the crisis, discussions of sustainable development, including sustainable
consumption, have intensified. In recent years, interest in the sharing economy has increased. The new
economic situation has led to a reassessment of consumption patterns, including spending habits and
the value attached to ownership [6–8], thus making it necessary to rethink the changes in previously
existing behaviors resulting from one’s lifestyle. The sharing economy has provided useful business
models for consumers who engage in anti-consumption lifestyles, because a number of consumers see
participation in the sharing economy as an alternative to ownership [9] (pp. 1422–1423).
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Lifestyle is considered by many authors as one of the factors in consumer behavior [10–13]. In the
tourist market, lifestyle can affect tourists’ behaviors and determine the choices they make regarding,
e.g., how they travel and what services they use [14–17]. It is natural for people to constantly pursue a
higher standard of living [18]. This pursuit can be manifested by the wish to constantly improve one’s
economic standing, but may involve non-financial aspects of life as well. Consumers create tendencies
and are incredibly demanding about what they want and do not want. Tourists as consumers seek
products that can adapt to their lifestyle [13]. Knowledge of lifestyle changes can help adapt the
product offer to the requirements of consumers. At the same time, products that consumers use
can reflect lifestyle changes. The idea of sharing is important, mainly in the context of satisfying
unlimited needs under conditions of limited resources. The sharing economy is seen as a way to reach
sustainability [19] (p. 19). It may be considered a sustainable business model [20] that will change
consumers’ relationship to objects and other components of a materialistic lifestyle [5]. Consumers are
increasingly aware of environmental, economic, and social issues. Their growing concern for the
environment may lead to more rational purchasing decisions [21,22] and prompt them to search for
providers with a sustainable business model. Consumers’ lifestyles and values are changing, and
consumer behavior patterns are changing with them [13,21,23]. This also applies to leisure time and
the ways it is managed, including the choice of accommodation during travel [16,23,24]. Changes in
lifestyle could reduce the excessive consumption of goods, and promote more responsible consumer
behaviors [5] and more sustainable business models.

The objective of the article is to analyze the relationship between lifestyle changes and readiness to
use peer-to-peer accommodation services, which are part of the sharing economy. In order to achieve
this objective, it was first necessary to analyze this relationship in a broader context, by assessing
consumers’ sense of responsibility for the use of resources, and their engagement in sharing economy
activities, involving the sharing of transportation, food, clothes, and equipment. The key issue for the
study was the focus on the behavioral aspect of respondents’ attitudes. Once the respondents’ general
attitude towards the sharing economy was known, it was possible to examine their hidden motives
resulting from lifestyle changes in the context of travel patterns and accommodation. Therefore, as
well as respondents’ declarations of whether they performed certain actions, their motivations behind
choosing (or not choosing) peer-to-peer accommodation and other sharing economy activities was
examined. The paper is based on the authors’ own classification of motivations (personal, social,
and ideological), with an attempt to verify these motivations based on qualitative research in six
focus groups.

The systematic literature review in the article contributes to a clearer understanding of lifestyle
changes in the context of the sharing economy. The review was carried out with a view to identifying
existing research directions in this field. While an abundant literature covers tourists’ motivations for
participating in the sharing economy [1,2,23–29], researchers have paid less attention to these tourists’
lifestyles [28], and more importantly, to how lifestyle influences their behavior in the context of the
sharing economy. This paper contributes to a better understanding of the lifestyle changes associated
with behaviors, attitudes, and preferences regarding sharing economy initiatives. In addition, the
qualitative study enabled a thorough analysis of hidden motives resulting from the subjects’ lifestyle
and the gap between lifestyle changes and the use of peer-to-peer accommodation, which, to the
best of the authors’ knowledge, has not been covered in any previous research. The study reveals
differences between generations in terms of: (1) lifestyle and a sense of responsibility for the use
of resources; (2) lifestyle and motivations for participating in sharing economy activities, including
the sharing of transportation, food, clothes, and equipment; (3) lifestyle and motivations for the
specific organization of travel and use of peer-to-peer accommodation. The focus group study offers a
better understanding of the role of lifestyle changes in the sharing economy and the popularization
of sustainable business models. The results contribute to the literature on peer-to-peer services by
including a lifestyle perspective, allow the establishment of an informational background, offer a
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starting point for further quantitative research in this field, and provide some guidelines for tourism
companies with sustainable business models.

2. Systematic Literature Review—Lifestyle, Sharing Economy and Peer-to-Peer Accommodation

Lifestyle is a term which is often used in conjunction (or sometimes even replaced) with terms
such as “the way, quality and standard of living”, “patterns of behavior”, “values”, and “attitudes”.
In the literature, one can find various attempts to define this term, as it falls within the scope of interest
of scholars from the fields of economics, psychology, sociology, pedagogy, and medicine [10]. As a
result, there is no single commonly accepted definition of lifestyle.

Lifestyle includes observable behaviors and non-observable values [10,30]. According to scholars,
lifestyle is a method of market segmentation; they have emphasized, however, that it has never
been accepted as the dominant method [14]. Lifestyle is intrinsically associated with psychographic
methods of market segmentation. In literature, there have been many attempts to determine the
lifestyle characteristic for societies in developed countries, so as to make it easier to profile market
segments, develop the concept of market position, develop advertisements, etc. Lifestyle comprises
behaviors, knowledge, and attitudes—both what people do and what they feel. It is a complex and
evolving category, which can include both differences and similarities, due to the multi-directional
transmission of cultural values [31]. Although it is hard to find a single, all-encompassing definition of
lifestyle, the fact that lifestyle in developed countries undergoes transformations is commonly accepted
in literature [13].

From the perspective of this article, it is worth considering whether analyses of lifestyle refer to
attitudes and values opposing consumption, and to the sharing economy. Tourism is associated with
the way people spend their time and with personal preferences; therefore, one might assume that
choices people make concerning tourist services can be the consequence of a specific lifestyle.

2.1. Lifestyle Changes and the Sharing Economy

Educational campaigns for rational and healthy living contribute to the rationalization of some
areas of consumption [32], including the way people satisfy their need to relax, as well as other
needs that involve tourist activities. Excessive mass consumption is increasingly rejected in favor
of sustainable consumption and de-consumption, i.e., the conscious limitation of consumption to a
rational size [4,33–35], which can be observed especially in groups of young, educated individuals
who use digital media and technology [3,36]. Furthermore, consumers are becoming more rational,
responsible, and aware when it comes to issues related to environment protection [37] and are aiming
at sustainable consumption. On the other hand, consumers are exposed to constant pressure related
to the artificial stimulation of certain needs, mainly through aggressive advertising, which leads to
the so-called Diderot effect, whereby people pursue their ideal of a good life through the purchase of
particular consumer goods, purchasing more than one actually needs [38]. Thus, consumers’ behavior
is becoming clearly inconsistent—they aim at limiting consumption, but at the same time they buy more,
because they want to satisfy all their needs [3]. The concept of the sharing economy can be seen as an
attempt to reconcile the two perspectives (i.e., simultaneously using products and limiting purchases).
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The sharing economy—which is essentially about better management of underused assets—has
become one of the leading economic trends in the 2010s. It is an economic and technological idea that
can be perceived as an umbrella term for changes occurring within modern technologies and including
collaborative consumption [39]. Collaborative consumption endorses sharing the consumption of
goods and services through online platforms [39] and can include the following activities: traditional
sharing, bartering, lending, trading, renting, gifting, and swapping, providing benefits related to
accessing products and services rather than owning them [7,39–41].

The growth of the sharing economy in tourism, driven by the global economic crisis,
the development of modern technologies, environmental factors (de-consumption, sustainable
consumption), and the increased significance of authenticity and sense of community [1–3,7,16,42–44]
has led to the emergence of many businesses that enable and coordinate the direct exchange of products
and services between individuals (consumers). In tourism, examples of the sharing economy can be
found in the following fields [45,46]: (1) accommodation services—in the form of short-term rental
of entire houses, flats, or rooms, where both guests and hosts are registered users of a platform,
or in the form of home-swapping; (2) transport services—in the form of ride-sharing, as a way of
getting from home to a tourist destination (long-distance travel, instead of a train or bus) or moving
around as part of the tourist experience (short-distance travel as an alternative to public transport or
taxis); (3) catering services—meal-sharing, carried out mainly in private houses in the tourist area;
(4) tourist guide services—where the function of a tour guide is performed by residents of a given
tourist area. The sharing economy concept is associated with certain behaviors of tourists that may
manifest themselves as a result of lifestyle changes across generations. Therefore, the relationship
between these constructs should be traced in the literature.

A review of articles on the sharing economy and peer-to-peer accommodation reveals a number
of qualitative and quantitative studies directly or indirectly related to the subject of lifestyle. As shown
in Table 1, the covered lifestyle contexts included lifestyle in an intercultural context [47]; lifestyle as
a driver, result, or part of the sharing economy (or related consumption patterns) [4,5,9,16,48–50];
lifestyle threatened by the sharing economy [51]; description of the lifestyles of sharing economy
users [52]; sustainable lifestyle [53]; and lifestyle as a direction in research on the sharing economy [54].
In some papers, no direct link between lifestyle and the sharing economy was found [47,50,52], but most
included cases of sharing economy accommodation [9,16,47–49,51,52].

The analysis shows that lifestyle has an impact on the behaviors associated with the sharing
economy and peer-to-peer accommodation, but that the relationship can also work in the opposite
direction. The various opportunities offered by the sharing economy may influence consumers’
behaviors and changes in their lifestyles. Contemporary tourists try to avoid the tourism industry by
making long-term lifestyle changes and seek authenticity by interacting with locals. Therefore, tourism
is not just an industry, it is also negotiated between private individuals, with or without intermediaries,
which calls for a rethinking of the concept of “tourism” [17] (p. 297).
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Table 1. Research on lifestyle and the sharing economy in core literature (Web of Science).

Aim Method Overall Results Lifestyle
Context Activity Type Sharing Economy–Lifestyle

Links Study

The study investigated
western Airbnb hosts’

experiences with
Chinese outbound
tourists (p. 288).

Four-stage analysis
of hosts’ comments.

Co-occurrence
analysis using the

Gephi software

The research highlighted the role that
cultural differences and tradition

play in guest–host encounters, and
offered a theoretical framework on

inter-cultural host–guest relationship
that provides an initial

understanding of this phenomenon.

Lifestyle in an
intercultural

context: western
hosts–Chinese

guests

Peer-to-peer
accommodation

Not directly indicated.
Differences in the represented

lifestyles can affect the
experiences of both hosts and
guests in case of peer-to-peer

accommodation.

[47]

The study examined the
nuanced styles of

collaborative
consumption in relation

to market-mediated
access practices and

socially mediated
sharing practices

(p. 692).

Observation,
ethnographic

interviews, and a
netnographic

study

The research identified three styles
of collaborative consumption:

communal (pro-social), consumerist
(commercial), and opportunistic

(exploitative).

Lifestyle as part
of collaborative

consumption
styles

Ridesharing

Convenient and trendy
lifestyle as a factor influencing
the consumerist collaborative

consumption style in
ridesharing.

[4]

The study
re-established the role
of the Airbnb platform
in contemporary tourist

destination
management (p. 458).

Critical approach to
regulatory measures

The findings indicated that
restrictions on Airbnb are often

unfounded. This is due to
preconceptions regarding the impact

on traditional hotels and the
preservation of local lifestyles, rather

than specific and objective
measurements of impact.

Local lifestyle at
risk due to the

sharing
economy

Short-term rental
accommodation

The sharing economy is falsely
seen as a threat to the local
lifestyle. Local identity and
lifestyle should be protected

from unregulated sharing
economy development.

[51]
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Table 1. Cont.

Aim Method Overall Results Lifestyle
Context Activity Type Sharing Economy–Lifestyle

Links Study

The study described
anti-consumption
lifestyles and the

impact of such lifestyles
on the acceptance of
commercial sharing

systems (CSS) (p. 1422).

Structural equation
modeling (SEM)

The findings indicated that
anti-consumption lifestyles consist of

frugality, voluntary simplicity,
environmental protection, small

luxury and tightwadism, and that
they differently influence consumers’

behaviors with respect to using
commercial sharing systems.

Lifestyle as a
major driver of

commercial
sharing system

use

Car and
accommodation
sharing services

The use of commercial sharing
systems results from different

anti-consumption lifestyles.
Lifestyle trends of reducing
consumption have emerged

with the growth of the sharing
economy.

[9]

This paper presented
the results of an

in-depth study into
Italian home-swappers

and discussed their
socio-economic profiles,

motivations, and
lifestyles (p. 202).

Self-administered
online survey

The findings indicated that
home-swapping is an alternative

form of tourism which requires trust,
open-mindedness, inventiveness,

enthusiasm, and flexibility.

Well-defined
lifestyles as a

driver of
home-swapping

Home-swapping

In the case of the sharing
economy (home-swapping),

there is an overlap with other
social practices present among
niche consumers who are more

concerned about the
environment and more willing
to respond to these concerns by

changing their own lifestyle
and consumption practices.

[16]

The study developed a
method to understand
users’ lifestyles based
on their interactions
with social networks

(p. 1).

OWA (ordered
weighted averaging)

and hierarchical
clustering

The selected partition for the Airbnb
case defined a set of seven clusters.
Six of them represented a different

lifestyle.

Qualitative
description of

lifestyle

Dining in
peer-to-peer

accommodation
(Airbnb)

Not directly indicated.
The various lifestyle

descriptions were determined
based on characteristics

obtained from comments from
Airbnb accommodation users.

[52]
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Table 1. Cont.

Aim Method Overall Results Lifestyle
Context Activity Type Sharing Economy–Lifestyle

Links Study

The study investigated
how the sharing

economy enables a
digital platform to

impact the way of life of
Airbnb hosts (p. 794).

In-depth and
semi-structured

interviews

This shift in the sharing economy
due to financial imperatives shows

how much this field has been
promoting the creation of new

digital monopolies and the
permanence of labor precariousness
scenarios. People subject themselves

to new forms of production that
capitalize on their own intimacy.

Lifestyle
changes as a

result of being
an Airbnb host

Peer-to-peer
accommodation

Transforming the home into a
commercial space forces hosts
to adopt new social behaviors,
and to acquire a new lifestyle.
The contribution of hosting in

the sharing economy is to
challenge traditional social

values.

[48]

The study explored the
factors influencing

consumer adoption of
Airbnb.

Online survey

Performance expectancy, social
influence, hedonic motivation, and

price value are significant predictors
of intention to use Airbnb.

Consumers’ trust is positively
related to performance expectancy.

Consumers’ cross-cultural
experience moderates the

relationship between performance
expectancy and behavior intention,

and consumers’ extroversion.
Change-seeking tendency moderates

the relationship between hedonic
motivation and behavior intention.

“Airbnb” as a
new lifestyle

Short-term rental
accommodation

The sharing economy appeals
to those seeking change.

Change-seeking refers to the
demand for stimuli that a

person needs to keep oneself in
the best condition. It is a
curiosity-motivated and
variety-seeking behavior.

Since Airbnb provides a lot of
lodging types, change seekers
are more likely to enjoy this

feature.

[49]

The study identified a
new consumer

materialism
within the sharing

economy (p. 1).

Surveys collected
during various

events

Traditional materialism, i.e., the
ownership and accumulation of
goods, is losing its importance in

favor of new materialism.
Materialism is evolving from a mere

static accumulation of goods
towards a hybrid model (property
and the enjoyment of goods coexist
with the enjoyment of experience).

New
materialism as a

lifestyle

Sharing economy
in general

The sharing economy can be a
business model that will

change consumers’ relationship
to objects and the materialistic
lifestyle. Changes in lifestyles
caused by the economic crisis

could lead to a reduction in the
excessive consumption of
goods and promote more

responsible consumer behavior.

[5]
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Table 1. Cont.

Aim Method Overall Results Lifestyle
Context Activity Type Sharing Economy–Lifestyle

Links Study

The study investigated
the readiness of the
young generation to
face the challenge of

changing their lifestyle
based on unlimited

consumption towards
one that will take
sustainability into

account as a basis for
consumer behavior

(p. 179).

CAWI
(Computer-Assisted

Web Interview)
method and online

interviews

The quality of life, in the context of
responsible development, requires a
change in the way of thinking and
philosophy of life, recognition of

new values and lifestyles, and
different shaping of living conditions.

This includes changing consumer
habits, which would contribute to

changing lifestyles and thus
reducing environmental damage.

Lifestyle results
from

consumption
patterns

Freeganism (the
reuse of food that
has been thrown
away or is to be
thrown away)

Not directly indicated.
Lifestyle results from consumer

behavior. The method of
consumption and striving for

its rational dimension
contribute to changing

consumer habits and lifestyle,
and to reducing environmental
damage. The sharing economy

can be the solution.

[50]

The study investigated
how trust and

regulation shape
relations between

providers and
consumers in the

sharing economy (p.1).

Literature review

Most sharing economy research is
not focused on sustainability.

Some areas of the sharing economy
are conducive to sustainable

development, others are conducive
to social cohesion and ultimately

build social capital, while still others
focus on comfort and lifestyle.

Sustainable
lifestyle

Sharing economy
in general

Adopting a sustainable lifestyle
can reduce the exploitation of
natural resources. The sharing

economy is part of a
sustainable lifestyle—it offers

and shares underutilized
resources.

[53]

The study uncovered
the theoretical

foundations and key
themes underlying the

sharing economy.

Systematic
literature review

There are three distinct areas within
the sharing economy literature and
two areas specific to tourism and

hospitality: the sharing economy’s
impact on destinations and tourism
services, and the sharing economy’s

impact on tourists. Five research
streams were identified: lifestyle and

social movement, consumption,
sharing, trust, and innovation.

Lifestyle as one
of the research

streams

Sharing economy
in general

The sharing economy has a
strong intellectual tradition in

the lifestyle and social
movement field, consumption

practices, and the sharing
paradigm. Lifestyle is a

primary means to foster social
change.

[54]

Source: Authors’ own work.
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2.2. Motivations for Activities Pertaining to the Sharing Economy

In the sharing economy, the traditional concept of renting or sharing has changed and become
more efficient, intelligent, and human-centered [55,56], and this does not mean that users do not buy
anything, just that they do not have to buy everything [55] (p.87). Relinquishing the former attachment
to ownership and replacing it with temporary access to underused assets can be motivated by many
factors. The most common motivations for participating in the sharing economy in tourism are financial
ones, including savings and lower transaction costs [1,2,23–27], and non-financial ones, related to care
for the environment, social responsibility, enjoyment, and meeting new people [7,23,24,39]. In the
existing studies on motivations for using peer-to-peer accommodation, various groups of factors were
taken into consideration (see Table 2), but in most, economic and social factors were the strongest.

Table 2. Motivation for peer-to-peer accommodation use.

Variable Study

Cost savings, familiarity, trust, utility [2]

Social appeal, economic appeal [24]

Enjoyment, perceived network effect [56]

Enjoyment, monetary benefits, accommodation amenities [27]

Enjoyment, independence through ownership, modern lifestyle, social experience [28]

Interaction, home benefits, novelty, sharing economy ethos, local authenticity [29]

Source: Authors’ own work.

The behavior of some sharing economy consumers is economically motivated, while for others it
is driven by social and environmental factors. Decisions related to tourism and leisure are affected by a
system of beliefs comprising a certain mindset. Many lifestyle-related factors influence the intention
of consumers to use the sharing economy and their eventual behavior (see Figure 1). Therefore, for
the purpose of the analysis, the authors categorized motivations in accordance with the represented
lifestyle. The selection of sharing economy services can result from the following motivations:
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BEHAVIOR 
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participation 

peer-to-peer 

accommodation use 
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Figure 1. The impact of lifestyle on the intention to participate in the sharing economy and to use
peer-to-peer accommodation. Source: Authors’ own work.

(1) Personal motivations, related to economic advantages and potential financial savings.
Tourists choose sharing economy activities because it is more financially reasonable for them and their
families, and allows them to visit many interesting places at a lower cost than in the case of regular
hotel accommodation or transportation.
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(2) Social (conformist) motivations. They result from the need to fit in with others, as well as
from acceptance of the shifts and processes taking place in contemporary society, e.g., increasing
environmental awareness. These motivations can be the result of pressure from the society, reference
groups, public opinion leaders, as well as (or maybe primarily) producers and service providers.
Potential consumers are influenced by them due to their own beliefs or the need to conform to the
society in which they function. The selection of sharing economy services can result from a wish to
follow leaders or from a short-lived trend for traveling “off the beaten path” and interacting with
the locals.

(3) Ideological motivations. These motivations result from their awareness of processes such
as natural environment degradation and excessive consumption, as well as their genuine desire to
prevent these processes out of care for the future. In those motivations one can find the strongest
manifestation of increased environmental awareness and opposition to excessive consumption.

Increased social development means that more and more people may want not only to improve
their own living conditions, but also to look for authentic experiences, protect the environment, and
take care of the future of the Earth, all of which can lead to participation in the sharing economy.
Consumers are becoming aware of the relationship between their behavior and other aspects of social
and economic life. They discover that their shopping decisions can affect the environment in which
they live, thus impacting the quality of both their own life and the life of the entire society and the
communities they visit.

3. Materials and Methods

In the study, both secondary and primary sources of data were used. First, a review of relevant
literature on lifestyle, the sharing economy, and peer-to-peer accommodation was conducted (presented
above). It included scientific articles indexed in Web of Science databases, published in the last 10 years,
since 2010 (last updated: 7 March 2020). The articles were searched according to the following search
terms: “sharing economy and lifestyle”, “peer-to-peer accommodation and lifestyle”, and “Airbnb and
lifestyle”. A total of 43 results were found. After the removal of duplicates and a preliminary analysis
of abstracts, 12 papers were included in the detailed content analysis (Appendix A). The literature
review was supplemented by articles related to the subject of the study, but not included in the Web of
Science database. The literature review was performed to establish a link between lifestyle and the
sharing economy and motivations for peer-to-peer accommodation selection, and to provide a basis
for empirical research.

The empirical part of the study was devoted to the relationship between lifestyle changes and
willingness to use sharing economy services, with an emphasis on accommodation. The aim was to
answer the question: which motivations resulting from the respondents’ lifestyle affect their willingness
to use peer-to-peer accommodation? In order to achieve this, it was first necessary to analyze this
relationship in a broader context, i.e., by assessing respondents’ sense of responsibility for the use
of resources, importance of sustainability in individual actions, and motives for engaging in sharing
economy activities such as transportation, food, and equipment sharing, or clothes swapping. In order
to gather opinions and to understand behaviors, attitudes, and preferences regarding the use of sharing
economy services, the focus group interview method was used. This method is particularly helpful for
an exploratory investigation of new phenomena [57]. The study was carried out in 6 groups, with
5–8 participants each.

The most important factors differentiating motivations for choosing particular accommodation
types are age, educational level, and household income [18]. Therefore, the study was carried out
in two relevant populations, with 3 groups per population. One population consisted of young
people—students, with low incomes, relatively abundant free time, and no life responsibilities (young
with time, YT). Previous studies reported that young people in Poland are educated in the spirit of
environmental awareness and concern for the natural environment. A moderate stability of behavior
and inclination towards de-consumption was observed in this population [58]. The other population
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consisted of subjects with higher incomes, aged between 40 and 50, with a wealth of life experience, who
demonstrate their genuine attitudes through autonomous, financially unlimited shopping decisions
(older rich, OR). One might assume that the latter group manifests their lifestyle preferences through
their shopping decisions.

Group discussions were carried out separately for the two populations (3 groups per population),
which made it possible to seek differences and similarities between the behaviors of respondents who
differed in terms of age and financial status. The key issue for the study was the focus on the behavioral
aspect of respondents’ attitudes. Therefore, as well as their declarations about whether they performed
certain actions, the authors examined respondents’ motivations behind choosing (or not choosing)
sharing economy activities.

In the first part of the group discussions, general questions were asked in order to determine
respondents’ lifestyles and their openness towards the sharing economy. Understanding the general
attitude of the respondents made it possible to examine hidden motives resulting from lifestyle changes
in the context of tourism. Then, the discussion focused on the motivations for selecting sharing
economy services (the sharing of transportation, food, clothes, equipment, accommodation), resulting
from the subjects’ lifestyles. Group discussions were not structured in nature, and the role of the
moderator was simply to direct the conversation. The interviews were carried out in June 2019, then
transcribed and coded; this was followed by a synthesis of the collected material.

4. Results of the Empirical Study

4.1. Global Waste of Resources

Since the sharing economy is essentially based on concern for the proper utilization of assets, the
first part of the study was devoted to the subject of global waste of resources. All studied groups
in the YT population pointed out that food waste is a very serious problem. It was also noted that
this problem is present at all levels—in single households, local communities, and entire countries.
In one of the groups, a direct remark concerning hotels was made—it was pointed out that “throwing
away food in hotels” is a great problem. The YT population clearly indicated that the most important
motivation to limit waste is concern for other, poorer countries. This indicated an ideological motivation.
Regarding food waste, some respondents said it should be avoided as it is uneconomical for households
(personal motivations).

In the OR group, the problem of wasting resources was only mentioned in the context of an
increased amount of rubbish, particularly plastics. Motivation to prevent the waste of resources was
not observed in any of the OR groups. In the YT population, the problem of the growing amount of
rubbish was considered one of the most burning issues in the contemporary world. In two groups, the
problem of plastics was mentioned. Smog and environmental pollution were listed as other serious
threats. In the OR population, the problem of smog in Poland was also pointed out. Both YT and OR
respondents indicated personal motivations as a reason to counteract these problems. Smog damages
health, and everyone is to blame for it—individual citizens (who “do not care what goes through
their chimneys”), as well as local, national, and European authorities. Both studied populations (YT
and OR) agreed that the problem of rubbish is severe, and that sorting is essential. However, the YT
population was willing to stop buying expensive products in fancy packaging, while the OR population
could not give up this luxury. To sum up, the YT population indicated more environmental threats,
e.g., large-scale farming, littering in forests, and excessive logging. In unstructured interviews, OR
subjects did not point out these problems. This suggests that the lifestyle of the YT population results
from pro-environmental changes. This part of the study was fundamental for the subsequent analysis
of lifestyle changes.
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4.2. Engaging in the Sharing Economy—Transportation, Food, Clothes, and Equipment

A discussion was initiated regarding the possibilities for engaging in the sharing economy.
Young people from the YT group were willing to use shared urban means of transport (bicycles,
scooters). Respondents said that it is “cheaper” and “more convenient”. In other words, personal
motivations prevailed. In the OR population, respondents were not interested in using such means
of transport in their place of residence. Most subjects lived in single-family houses in the suburbs
and used private cars for transport. One person pointed out that such means of transport are more
attractive and fun, and that he used them on holidays. This is confirmed by studies which found that
people demonstrate so-called chameleon behavior—during one trip, a tourist can play many roles,
e.g., choosing very cheap accommodation and expensive means of transport, saving money on food,
and at the same time buying very expensive clothing [59]. Only the YT population admitted to using
the Uber service, and only in the YT population was it said that this is good for the environment.
Therefore, ideological motivations were present.

In the analysis of lifestyle changes, the attitude towards “healthy eating” was an important issue.
The results regarding this topic are quite astonishing. In all OR groups, the subjects emphasized the
need to lead a healthy lifestyle. All women recommended “healthy eating”, and their motivations
were of a personal and conformist character. In the younger YT group, there were no clear declarations
that “healthy eating is better”—quite the opposite. Several people emphasized that “everyone is free to
choose and eat what they want”, and even made statements like “I like junk food a lot”. The wealthier
OR respondents said they read labels out of concern for their own health (personal motivation), while
the YT groups admitted to paying no attention to such information.

Another subject discussed was the so-called “breakfast markets”, an alternative to preparing
meals at home, which may be considered part of the sharing economy. The YT groups demonstrated
willingness to try out this option “out of curiosity”. The OR groups elaborated on this subject.
Respondents thought that such initiatives were “extremely attractive for tourists”. One person
participated in the organization of such an event for charity, and was proud they had a chance to help
others. Therefore, one might observe ideological motivations associated with concern for others.

Another topic of discussion was clothes swapping. In the OR group, it was pointed out that this is
a way to “get rid of clothes”—the respondents did not undertake similar actions to help others or the
environment. The YT groups presented an entirely different attitude—they admitted to participating
in such swaps or buying clothes in second-hand shops. The following motivations were listed: saving
money, a desire to have original clothing, and doing something for the environment (economic,
personal, and ideological motivations). Respondents in one of the YT groups pointed out a serious
problem of the excessive production of clothing by chain stores. In the OR group, the discussion of the
problem of buying new clothing led to the conclusion that “one should follow trends”, i.e., conformist
attitudes were manifested. None of the OR respondents admitted to wearing second-hand clothes, as
opposed to the young YT subjects.

Lifestyle changes can also be observed in attitudes towards wearing natural fur and leather goods.
Wealthy OR respondents noticed the problem associated with fur-bearing animals, but emphasized
that they “would not give up wearing leather shoes and bags”. The YT groups clearly stated that
wearing leather goods contradicts the modern lifestyle.

The analysis of the sharing economy also included the rental of various pieces of equipment or
appliances. Responses in the two populations differed. The OR population did not see the need to use
other people’s equipment—they actually made it very clear that their status was related to buying
things. Furthermore, as a result of conformist motivations, they demonstrated consumerist attitudes,
e.g., replacing kitchen appliances, cars or pieces of furniture regardless of their condition—just to show
off their status and be fashionable. There was also a discussion of “how good you look when you buy
a new boat”. In two YT groups, different attitudes were manifested. Several subjects made arguments
that renting equipment is a good and useful habit, and that their families cultivated such a habit with
their neighbors, with no cash involved. There was even an opinion that “in the countryside, you would
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buy one machine for three farms, and you use it in turn”. However, in this group, some also manifested
concern and a lack of trust when lending one’s own equipment to others, which seems quite surprising
in the case of young people. Differences between small towns and large cities were pointed out: in the
latter, the level of trust is considerably lower, as people do not know one another. Such an attitude
can also result from Polish historical heritage, which has led to a significant decrease in the level of
social trust. What Poles experienced caused a certain social and cultural trauma (probably passed from
generation to generation), which undoubtedly led to the emergence of the “crisis syndrome” and lack
of trust [60].

4.3. Travel Patterns, Peer-to-Peer Accommodation

The above problems were fundamental for the analysis of lifestyle changes. The next part of
the study mainly focused on the influence of these changes on the way people travel, including the
choice of peer-to-peer accommodation. In all OR groups, the respondents admitted to using the Airbnb
platform. They emphasized that they choose places with a high standard of services. The respondents
used this service, as it is more economical and provides an option to stay with a larger group of friends
or acquaintances. The subjects pointed out that access to kitchen facilities is important, because they can
make “healthy food” any time they want. This reinforces the view that wealthier people follow certain
diets, and that they are motivated by personal benefits. In this population, the subjects expressed
criticism towards large hotels, unattractive for wealthier people who traveled a lot. There is also a need
to stand out, resulting from trends and the influence of social groups. It is not “cool” to travel to popular
holiday destinations. It can be concluded that the selection of peer-to-peer accommodation results
from personal and conformist motivations. In the OR group, using shared accommodation was not
mentioned as an activity leading to the protection of resources. Respondents from the YT population
made similar observations regarding the use of such services: “It is not about the environment; it is
about money. It is budget-friendly”. Therefore, in this population, personal motivations prevailed.
Other important benefits of using Airbnb or Couchsurfing were also observed in this group: “We can
live in one flat with a local person, we can learn more and have a free tour guide”.

The discussion indicated that YT respondents are more open to new experiences and trying out
new solutions. In one group, staying at a luxurious “all-inclusive” hotel was mentioned as something
new. For people who are used to organizing trips on their own, staying at such hotels is attractive.
According to the subjects “you do not have to follow the trends”. It is an example of the lack of a
conformist approach. The topic of cleaning house, both at home and on holidays, was also discussed.
None of the populations had any problem with using professional cleaning services. In the OR group,
criticism of absolute reliance on professionals was expressed. Wealthy people noticed that it impaired
the independence of their own, almost adult children. It was pointed out that even on holidays, it is
“not good” if the children do not have a habit of cleaning up after themselves, and that they should be
included in daily chores. According to the respondents, peer-to-peer accommodation can “teach you
real life”. In the YT groups there were opinions voiced that “hiring cleaning staff is nothing unusual”.
There were economic motivations: a respondent claimed that “if I make more money per hour in my
job than I pay the cleaning person, it makes more sense economically”.

The discussion of changes in attitudes towards tourist trips was concluded with a question about
which is better: a package holiday or an independently organized trip. In the groups of wealthy
subjects, it was pointed out that typical package holidays are not “trendy”. Only one person praised
such holidays, but this was because it had been a new experience for them. Other people wanted to be
perceived as “travelers”, and organizing one’s travels independently was seen as manifestation of this
status. Detailed questions demonstrated that travel, for the OR groups, was not entirely independent.
In three groups, local guides were booked; in one, an agency was used for organizing accommodation,
and in another for booking transport.

In the YT population, all groups of respondents said that trips organized independently and
individually are “definitely” preferable. The following advantages were mentioned: “we are not
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dependent on anybody”, “we can adjust the budget to our possibilities”, “we can plan everything
on our own”, and “we decide how much time we want to spend there”. In these groups, it was also
noted, though, that package holidays may at times be more attractive in terms of pricing and offer.
The main motivation for organizing one’s holidays individually was conformist for the OR population,
and personal for the YT population. No ideological motivations were present in the discussion.

5. Discussion and Conclusions

Decisions of how to use tourist services can result from specific lifestyles and lifestyle changes.
For the purpose of the article, the authors divided motivations for the selection of accommodation
services and other collaborative consumption activities into personal, conformist, and ideological.
The study was conducted in two populations of respondents: (1) young, with a lot of free time and
limited income, and (2) wealthy, aged between 40 and 50, with rich life experience; and demonstrated
lifestyle changes between the generations. The findings are as follows: (1) Subjects from the YT
population are more aware of environmental threats and are more concerned about the environment.
Their actions result not only from personal motivations (financial savings) but also ideological ones.
The YT subjects are also interested in participating in sharing economy activities: they are more willing
to use shared means of transport, participate in clothing swaps, and rent equipment and appliances
than the OR subjects. (2) The OR population leads a lifestyle that is mainly based on personal (often
conformist) motivations, which result from the influence of social groups. They aim at staying healthy
and lead a so-called “healthy lifestyle”. Subjects from the YT population do not express too much
interest in healthy eating and reading labels, while the subjects from the OR group do. (3) All groups
of respondents prefer independent travel, but for different reasons. Young people seek interaction
with the local community, while older and wealthier people who have already traveled a lot want to
show off as “travelers”, not “tourists”. Their decisions are also affected by social judgment. (4) When
it comes to using peer-to-peer accommodation, YT respondents are more open to new experiences
and trying out new solutions. OR respondents are driven to use these types of services because of
personal economic benefits and convenience. (5) Neither population recognizes a relationship between
participating in the sharing economy on the one hand, and caring for the environment and preventing
excessive consumption on the other. The final classification of motivations in both groups is presented
in Table 3.

Several conclusions can be drawn based on these findings:

1. The lack of a relationship between participation in the sharing economy and care for the
environment is in contrast with some studies on motives for participating in the sharing economy
in tourism and using peer-to-peer accommodation [16,24,61]. This could indicate that sharing
economy business models may not be seen by consumers as sustainable or environmentally
friendly. However, this finding does correspond to the economically and socially motivated
behaviors reported in previous studies. Therefore, more attention should be paid to sustainability
issues. Although the sharing economy model was conceived as an answer to over-consumption
and the waste of resources, in reality, consumers pay more attention to financial and social benefits.
By participating in sharing economy activities, they tend to contribute to reducing resource use in
an unconscious and unintentional way.

2. The results may be useful for companies that would like to operate according to a sustainable
business model, which includes creating value for the customer in accordance with the principles
of sustainable development. When constructing their own business models, companies should
consider the overall lifestyle changes that characterize both groups of respondents (potential
customers) and the importance of new customers’ preferences. These preferences should be taken
into account in the creation of extended and potential components of business models, which may
give a competitive advantage to traditional businesses in the tourism market (accommodation,
transport, catering).
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3. The study shows differences between the two generations in terms of lifestyle, sense of
responsibility for the use of resources, and motivations for participating in the sharing economy
and for the specific organization of travel and use of peer-to-peer accommodation. In planning
activities to promote sustainable consumption and sustainable business models, one should take
these differences into account and highlight diverse lifestyle aspects in messages to both groups.

4. The study was exploratory in nature and only included Polish respondents, but it should be
noted that in the era of globalization, the needs and preferences of consumers may not necessarily
differ between countries. People from both surveyed segments, YT and OR, can model their
lifestyles on those found in other countries due to the frequency of travel and possibilities of
communication using new technologies.

Table 3. Respondents’ motivations for sharing economy activities.

Activities
Motivations

YT OR

Prevention of wasting resources Ideological,
personal None

Fighting with environment pollution Personal,
ideological Personal

Healthy eating None Personal,
conformist

Attending “breakfast markets” Personal Personal,
ideological

Using means of transport associated with the sharing economy Personal,
ideological Personal

Swapping clothes Personal,
ideological None

Renting equipment Personal,
ideological None

Using peer-to-peer accommodation Personal Personal,
conformist

Individual organization of holidays Personal Conformist

Source: Author’s own work. Abbreviations: YT, young with time; OR, older rich.

The authors are aware that the selected research method does not produce representative results
and entire populations may not be assessed based on the data acquired in this manner. Nonetheless, the
subject of consumers’ behaviors required a qualitative data collection method to explain the discussed
topic in more detail (e.g., to establish an informational background, propose ideas, detect needs,
formulate hypotheses, etc.). Due to the broad scope of the problem and the preliminary character of
the analysis, the study was strictly exploratory.

The study was conducted in two populations of respondents, differing in terms of their age and
income. One must take into account that sociological analyses also suggest other qualities that may be
used to differentiate segments of buyers. It was shown that the studied YT and OR populations are
significantly different in terms of the presented lifestyles and motivations for participating in activities
pertaining to the sharing economy, including the organization of holidays and choosing accommodation.
Quantitative studies should be carried out in the future to verify whether the presented motivations are
consistent with the observations made in the studied populations. Another potential research subject
would be the analysis of why young Poles tend to be distrustful, especially since previous studies
listed young people as the most eager to use sharing economy services (also in tourism) [2,62–64].
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12. Mihajlović, I.; Koncul, N. Changes in consumer behaviour—The challenges for providers of tourist services

in the destination. Econ. Res. Istraz. 2016, 29, 914–937. [CrossRef]
13. Sarmento, E.; Loureiro, S.; Martins, R. Foodservice tendencies and tourists’ lifestyle: New trends in tourism.

Rev. Tur. Desenvolv. 2017, 1, 2265–2277.
14. Chon, K.S.; Pizam, A.; Mansfeld, Y. Consumer Behavior in Travel and Tourism; Routledge: London, UK, 2012.
15. Meyer, B. Consumer Behaviours on the Tourism Market. Econ. Probl. Tour. 2014, 4, 135–148.
16. Forno, F.; Garibaldi, R. Sharing Economy in Travel and Tourism: The Case of Home-Swapping in Italy.

J. Qual. Assur. Hosp. Tour. 2015, 16, 202–220. [CrossRef]
17. Kannisto, P. Travelling like locals: Market resistance in long-term travel. Tour. Manag. 2018, 67, 297–306.

[CrossRef]
18. Rivero, M.S.; Rangel, C.R.; Caldito, L.A. Analysis of spa tourist motivations: A segmentation approach based

on discriminant analysis. Enl. Tour. A Pathmaking J. 2016, 6, 19–43.
19. Nosratabadi, S.; Mosavi, A.; Shamshirband, S.; Kazimieras Zavadskas, E.; Rakotonirainy, A.; Chau, K.W.

Sustainable Business Models: A Review. Sustainability 2019, 11, 1663. [CrossRef]
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