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 As part of a broader set of sharing economy practices, sharing 
accommodation has grown enormously in recent years. There is growing 
acceptance of sharing accommodation as a pathway for responsible 
tourism, which coincides with universalism value. Taking Gen Z adults 
as the research target, this study explored the effect of universalism 
personal value on tourists’ attitudes and behavior intentions regarding 
the choice of sharing accommodation products in a Chinese context. 
Additionally, the moderating effects of the habit of ICT use were tested 
to observe whether it strengthened the influence of universalism 
personal value on tourists’ attitudes. Online questionnaires were 
distributed to the respondents to obtain the information. To examine the 
relationship, the analysis was done using SPSS and AMOS for empirical 
analysis. The findings showed that for Chinese Gen Z adult tourists, 
universalism-concern personal value positively related to the tourists’ 
attitude to sharing accommodation, and the tourists’ attitude also has a 
significant effect on sharing accommodation choice behaviour intention 
compared with traditional hotel. However, the hypothesis that 
universalism-nature personal value will positively influence tourists’ 
attitude was not supported. Besides that, habit of ICT use strengthens the 
relationship between universalism-concern personal value and tourists’ 
attitude, but the hypothesis of the moderation role of habit of ICT use 
between universalism-nature and attitude was not supported in this 
study. 
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1. Introduction 

As part of a broader set of sharing economy practices, sharing accommodation has grown enormously 
in recent years. Sharing accommodation is also called shared accommodation, peer-to-peer (P2P) 
accommodation, home-sharing lodging, or short-term rentals by different organisations and researchers. It 
connects people with idle accommodation assets and people with temporary accommodation needs through 
the Internet, and idle assets can be used rationally (Hu et al., 2020). Sharing accommodations began to 
expand after the launch of Airbnb in 2008. The company has experienced greater than 100% growth in 
supply year-over-year for over a decade (Dogru et al., 2019), offering 5.6 million active listings as of June 
2021 and serving over 100,000 cities in over 220 countries and regions around the world. Accordingly, 
peer-to-peer accommodation (P2P) mediated by sharing economy platforms is expected to challenge forms 
of traditional accommodation and revolutionise the tourism and hospitality industry (Kuhzady et al., 2022).  

China is also a significant player in the sharing accommodation industry, more and more entrants formed 
a group of leading companies such as Xiaozhu, Airbnb, and Tujia. In China, the most popular calling or 
term in sharing accommodation areas is Minsu or short-rental platform. Generation Z consumers' growth 
accompanies the sharing economy's emergence and development. According to data from the Chinese 
National Bureau of Statistics, at the end of 2019, Chinese Generation Z (born from 1995 to 2009）is about 
264 million, accounting for 18.86% of the country's total population. Gen Z is considered the future for 
many industries, including tourism (Wee, 2019). The study is concerned on Chinese domestic Gen Z 
tourists’ attitude to sharing accommodation. 

Personal values are rather stable determinants of behaviour and play significant roles in explaining 
particular behaviours and beliefs and driving various variables, including personal attitudes and behavioural 
intentions. Young Gen Z people have never lived without an Internet connection or digital devices; they 
are called “digital natives," and their perspective differs completely from that of older generations. The 
wide use of the internet and information and communication technologies (ICTs) by the generation may 
lead to large differences in personal values and attitudes, including in the tourism consumption area. 
Whether the use of ICT by the new generation influences their personal values and tourist attitudes is 
another problem deserving exploration. 

Gen Z is growing along with environmental-related issues such as climate change that cause them to 
prefer natural tourism (Robinson & Schänzel, 2019). The tendency of Gen Z to use certain goods or services 
only when the requirement is apparent rather than acquire them for personal possession includes a growing 
awareness of the negative social and environmental consequences of excessive consumption (Jaciow & 
Wolny, 2021). They are also the generation to see co-habiting and shared economics as the norms while 
witnessing the increasing ecological concerns (Chang et al., 2023). The high score on universalism of 
Chinese students seems to show the tendency that Chinese young people are giving more importance to 
egalitarian rights and care for nature than respondents 20 years ago (Heim et al., 2017). The rise of Gen Z 
consumers may have different attitudes and show stronger support for sharing accommodation fields. 
Exploring the effect of universalism value on tourists’ attitudes and behaviours is the main objective of this 
study. 

From the overview of previous literature, some articles studied tourist perception, attitude, and 
behaviour by applying personal value theories, but few studies were taken to analyse tourist choice intention 
in the hospitality industry, especially seldom in the sharing accommodation field. Besides, this study 
proposes the habit of ICT use as a moderator variable to explore the new generation, a research gap that 
has never been touched before because the result will partially indicate the influence of ICT usage on 
personal value, expelling other environmental factors’ roles. Additionally, this study will provide profiles 
of future consumers-Gen Z-to the marketers of sharing accommodation in the hospitality industry to attract 
tourists by considering upgrading and developing traditional supply; and the hospitality industry 
stakeholders may boost their businesses under the empirical lens of this study. 
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2. Literature review 

2.1 Universalism and Schwartz’s personal value theory 

From the overview of previous literature, Schwartz's value theory is the most systematic value theory. 
The earliest literature of Schwartz was made public in 1992, and ten basic values and four higher-order 
values were raised. The universalism value is one of the ten basic values on the self-transcendence high-
order. Schwartz and his colleagues (Schwartz et al., 2012) refined the theory in 2012 and expanded ten 
values into nineteen distinct values. The conceptual definition of universalism suggests three potential 
subtypes: tolerance, societal concern, and protecting nature. The refined theory provides greater heuristic 
and explanatory power than the original theory of ten values, providing greater and more precise insight 
into the value underpinnings of beliefs. It was found that the refined theory wins empirical support in a 
Chinese Confucian-influenced cultural context, which also shows the robustness of the theory in capturing 
the commonality of values in all cultures (Li, 2016).  

Considering the advantage of the refined value theory with 19 basic values, this study will accept it as 
the theory basis rather than the original theory with 10 values. Schwartz and Cieciuch (2022) assessed the 
latest PVQ-RR scale to measure refined value theory across 49 cultural groups and 32 language versions. 
The fit of the theory-based measurement models supported the differentiation of almost all values in every 
cultural group, including Chinese backgrounds. Table 1 shows definitions of three subtypes of universalism 
basic value in the refined value theory. 

Table 1. Conceptual definitions of Universalism Values in the Refined Value Theory 

 
 
 
 
 

Source: Schwartz et al. (2012) 

2.2  Universalism personal value and sharing accommodation   

The sharing economy ethos is related to sustainability, representing thinking such as money spent on 
locals, environmental friendliness, and the philosophy of Airbnb that supports the community's well-being 
(Guttentag & Smith, 2017). The ethos coincides with Universalism value. P2P accommodation platforms 
like Airbnb and Couchsurfing have started incorporating sustainability in their marketing communications 
(Kuhzady et al.,2022). And yet, it remains uncertain whether travellers are willing to consume on these 
platforms due to their sustainable promises. There is growing acceptance of P2P accommodation as a 
pathway for responsible tourism (Balaji et al., 2022). 

There are three personal values about universalism in the refined value theory (see Table 1). 
Universalism-nature means preservation of the natural environment; Universalism-tolerance means 
acceptance and understanding of others who are different from oneself, while Universalism-concern is 
about commitment to equality, justice, and protection for all people. A blog by Dragon Trail International 
from TravelDaily in 2020 investigated China’s Gen Z preference for travel destinations and showed that 
natural scenery is the most appealing element for 77% of respondents. Higher environmental protection 
awareness may lead to a preference for product sharing. We propose that the universalism-nature value may 
be an important determinant of Gen Z tourists’ preference to share accommodation. 

As a strong contributor to the diversification of tourism’s accommodation value chain, Airbnb 
demonstrates its capacity to reduce inequalities by engaging residents by providing them with opportunities 
for new and additional sources of income (Chen et al., 2022). By increasing access to such underutilised 

Value Subtype Conceptual Definitions 

 

Universalism 

Universalism-concern (UNC) Commitment to equality, justice and 
protection for all people 

Universalism- nature (UNN) Preservation of the natural environment 

Universalism-tolerance(UNT) Acceptance and understanding of those 
who are different from oneself 



4 Qi Xinzheng et al. / Journal of Emerging Economies and Islamic Research (2024) Vol. 12, No. 1, 587 

https://doi.org/10.24191/jeeir.v12i1.587  ©UiTM Press, Universiti Teknologi MARA 

resources, Airbnb contributes to Sustainable Development Goal 8 (decent work and economic growth) and 
Sustainable Development Goal 10 (reduced inequalities) of UNWTO Development Goal 2020. 
Universalism refers to the commitment to equal treatment, justice, and protection for all individuals. 
Sharing accommodation ethos and contributions is more congenial with the personal value of universalism-
concern. 

All these findings show Gen Z may have a stronger universalism personal value, both the universalism-
nature and universalism-concern values may positively affect preference for sharing accommodation 
products. However, the universalism-tolerance value did not find any support or effect on tourists’ attitudes 
or behaviours in previous literature. Hence, only universalism-nature and universalism-concern values are 
considered in this study. 

2.3 Tourist attitude and behavior intention to sharing accommodation 

Personal values have been associated with attitudes and behaviour (Roccas & Sagiv, 2010). When the 
consumer decides on a goal (e.g., product or service), it is common to observe that the consumer’s attitude 
determines the purchase intention (Bagozzi & Dholakia, 1999). Research on tourist attitudes and 
behavioural intentions covers multiple aspects of the tourism industry. Some researchers concentrate on 
tourist attitude and intention to visit or revisit a destination (Huang & van der Veen, 2019; Kasim et al., 
2019; Hasan et al., 2019; Gosal et al., 2020). Some researchers study attitude towards sustainable tourism 
or ecotourism (Hsu et al., 2020; Thi Khanh & Phong, 2020; Santos-Roldán et al., 2020; Palacios-Florencio 
et al., 2021); Some studies focus on the consumption attitude and intention for food and event (Ahmad et 
al., 2020; Rousta & Jamshidi, 2020; Hanafiah & Hamdan, 2021; Liu et al., 2021). Not many studies research 
on tourist attitude and behaviour intention by applying personal value theories in hospitality industry. 

Some studies have indicated that Gen Z has unique shared values priorities, beliefs, attitudes and 
behaviours (Inglehart, 1997; Egri & Ralston, 2004). In the European context, some studies found that higher 
education and lower age determined whether inhabitants of these countries used sharing economy services. 
In addition, in 2022, the Chinese Gen Z occupied over half of the Minsu market, as discussed above.  

Consumer choice has become more complicated because sharing accommodation has provided an 
alternative category of lodging products. Consumers have to choose between hotels and sharing 
accommodation before deciding which accommodation unit to stay in (Ye et al., 2023). And comparing 
how consumers choose between hotel and home-sharing offerings is critical to obtaining a more 
comprehensive and realistic understanding of consumer behaviour in the accommodation sector (Mody et 
al., 2023). But there is still no conclusion that proves sharing accommodation has distinctive advantages in 
attracting young people compared to traditional accommodation. 

Based on the previous studies on sharing accommodation, a range of personal values can motivate 
different value-expressive attitudes and behaviours (Lee et al., 2010), and attitude must be a determinant 
factor in behavioural intention. This study explores the tourists’ attitudes influenced by universalism 
personal value towards sharing accommodation; furthermore, it investigates choice behavioural intention 
from the perspective of comparison between traditional accommodation and sharing accommodation. In 
this study, behavioural intention (BI) means the preference to share accommodation products rather than 
traditional hotel products. Attitude (ATT) means Chinese Gen Z tourists’ attitude toward sharing 
accommodation products. The hypotheses are formulated: 
 
Hypothesis 1: Universalism-concern value will positively influence tourist attitudes toward sharing 
accommodation. 
Hypothesis 2: Universalism-nature value will positively influence tourist attitudes toward sharing 
accommodation. 
Hypothesis 3: Tourist attitude has a positive effect on sharing accommodation choice behaviour intention.  
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2.4 Moderating role of habit of use 

Some researchers believe a relationship between values and ICT use exists (Furner & George, 2012; 
Straub, 1994). Global mobile trends in 2017 show information and communication technology (ICT) 
connects two-thirds of the global population. Nourished by information technologies, the internet, and 
social networks, Generation Z is the first generation to use mobile devices from a very young age. Prensky 
(2001) was the first to coin the term digital natives for Gen Z and characterised this generation as a group 
that thinks and processes information fundamentally differently from their predecessors. Gen Z is always 
connected (Turner, 2015) and linked to their digital devices for various activities, including social 
relationships, entertainment, information, shopping (Smith, 2019), tourism decisions, and behaviour. 

The depiction of individual information systems adoption research is one of the mature research streams 
in the contemporary ICT research area (Venkatesh et al., 2007; Williams et al., 2009). The Unified Theory 
of Acceptance and Use of Technology (UTAUT) proposed by Venkatesh et al. (2003) is the most popular 
theory to explore the acceptance and use of ICT. The UTAUT2 scale, as the latest introduction in 2012, has 
already garnered over 5000 citations in Google Scholar. It has been frequently cited in information systems 
and other fields (Tamilmani et al., 2021), including the tourism field. In 2012, the model was extended to 
technology users' consumer contexts, incorporating three extra factors, including ‘Habit’ (Venkatesh et al., 
2012). ‘Habit’ was the most important new theoretical construct added to the UTAUT2 model as a key 
predictor of technology use. Use behaviour occurs automatically as a result of past habits without the 
formation of evaluation and intention (Kim et al., 2005). To that extent, habit as a key alternative 
mechanism for predicting consumer behaviour is lauded in the Journal of the Association for Information 
Systems (JAIS) (Venkatesh et al., 2012). This study explores whether the different extents of use habits 
will influence tourists’ personal values and attitudes, and further influence their behavioral intentions. This 
study will adopt the ‘Habit’ factor of UTAUT2 as a moderator variable to measure the habit of ICT use of 
Gen Z consumers. 

From the previous analysis, more use of ICTs may give people more chances to access more information 
about sharing accommodation platforms and product exhibitions, to know the advantages and differences 
of multiple products, and an open perspective help them to cultivate more universal opinions like sharing 
consciousness, sustainability or globalization. Hence, this study proposed that heavy usage of ICT as a 
moderator affects the personal values of Gen Z and the corresponding attitude to sharing accommodation. 
Hypotheses are: 

 
Hypothesis 4: Habit of ICT use strengthens the relationship between Universalism-concern personal value, 
and attitude to sharing accommodation. 
Hypothesis 5: Habit of ICT use strengthens the relationship between Universalism-nature personal value, 
and attitude to sharing accommodation. 
 

Based on the above hypotheses, Figure 1 represents the study’s framework and the proposed hypotheses.  
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Figure 1. Research framework 

3. Methodology 

3.1  Sample study and questionnaire   

Gen Z adults are the target respondents in this study, hence, mature consumers over 18 are the proper 
respondents. Regarding 2023 as the survey period, the younger people born from 1997 to 2005 were 
selected during the questionnaire survey. The survey questionnaires were used, and responses were 
collected online. This questionnaire used a Likert scale method that shows a scale of 1 to 7, where 1 
represented “strongly disagree” and 7 represented “highly agree." This questionnaire has two parts: part A 
and part B. Part A focuses on the variables that will be tested in this study (see Table 2), while Part B is 
about the demographics of the respondents. 

As mentioned before, universalism values measurement items come from the latest PVQ-RR scale of 
Schwartz and Cieciuch (2022). The mainstream items in attitude measurement that are normally used 
(ATT3-ATT5) are accepted, with two items that measure preference (ATT1, ATT2) added to emphasise 
the comparison of sharing and traditional accommodation. The behaviour intention items from So et al. 
(2018) were applied to explore the motivations and constraints of Airbnb consumers; the BI1-BI3 coincides 
with Ajzen (1991) and Ahmad et al. (2020). Habit (HB) has been defined as the extent to which people tend 
to perform behaviours automatically because of learning (Limayem et al., 2007), while Kim et al. (2005) 
equate habit with automaticity. Three measure items of habit of ICT use from UTAUT2 are adopted in this 
study (Venkatesh et al., 2012). Considering the word "addicted" has an extreme pejorative connotation in 
Chinese context, which shows an obvious emotional deviation from the other two HB items, "fascinated" 
is accepted instead. 

Table 2.  Variables and survey scale 

Variables Code Items Source 
Universalism-
concern 

UNC1  It is important to me that the weak and vulnerable in society be 
protected. 

Schwartz and Cieciuch, 
2022 
 
 
 
 
Schwartz and Cieciuch, 
2022 

UNC2   It is important to me that every person in the world have equal 
opportunities in life. 

UNC3 It is important to me that everyone be treated justly, even people I 
don’t know. 

Universalism- 
nature 

UNN1  It is important to me to care for nature. 
UNN2   It is important to me to take part in activities to defend nature. 
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Variables Code Items Source 
Universalism- 
nature 

UNN3 It is important to me to protect the natural environment from 
destruction or pollution. 

 
Attitude 

ATT1 Compare with traditional accommodation, I prefer sharing 
accommodation. 

Louis and Lombart 
(2010); Charton-
Vachet et al. (2020) 

ATT2 When I have to choose between sharing accommodation and 
traditional accommodation, I prefer to buy sharing accommodation. 

ATT3 I find sharing accommodation is more pleasant. Spears and Singh 
(2004); Charton-
Vachet et al. (2020) 

ATT4 I find sharing accommodation is more likable. 
ATT5 I find sharing accommodation is more appealing. 

 
Behavior 
Intention 

BI1 I intend to purchase sharing accommodation product in my next 
travel. 

Ajzen 
(1991);  
Ahmad et 
al. (2020) 

 
 
So et al. 
(2018) 

BI2 I plan to make efforts to select sharing accommodation within next 
travel. 

BI3 I am seriously considering select sharing accommodation as part of 
my travel plans. 

BI4 I would recommend sharing accommodation as a viable lodging 
option.  

Habit of ICT use 
HB1 The use of Internet has become a habit for me. Venkatesh et al. (2012) 
HB2 I am fascinated to using Internet.                         
HB3 I must use Internet.   

 
The most suitable sampling method for this study is stratified sampling, which is a probability sampling 

method that is implemented in sample surveys. In this study, stratified sampling is adopted, and the 
population of Chinese Gen Z consumers is stratified into two parts by the state of study or work. The 
respondents who feed themselves will be sampled by simple random sampling from social channels; the 
other type—student respondents—will be further stratified in order to cover more geographic areas on the 
mainland of China. 

While SEM is a large-sample approach, based on the sample size argued by Kline (2023) that the typical 
sample size in SEM studies is 200–300, and Hair et al. (2014) stated that the sample size needs to be at 
least four or five times the total number of items, the researcher planned to distribute questionnaires to 400 
respondents. Finally, 458 respondents were collected, and after checking the screening questions about age 
and trap questions, 375 effective papers were kept. 

3.2 Statistical analysis 

Structural Equation Modeling (SEM) is a prominent approach to data analysis and is used in this study 
to analyse the relationship between personal values and tourists' attitudes and behavioural intentions. 
Statistical Package for Social Sciences (SPSS) version 27 was used for initial data assessment and common 
descriptive tools such as frequency analysis, reliability analysis, and exploratory factor analysis. Analysis 
of Moment Structure (AMOS) version 26 will be used for the final analysis, including confirmatory and 
structural model analysis utilising structural equation modelling (SEM). 

4. Findings 

The demographic background of this sample facilitates explaining the analysis process for this study. 
Table 3 represents the demographics of the 375 respondents that participated in the study. In this group of 
samples, 30.9% were male and 69.1% were female. Most respondents were students over 18 years old, 
representing more than half of the study population, which is 80%, which may show a reasonable 
percentage of mature Gen Z youngers; the other 20% are people who have jobs. Most of the respondents 
are Gen Z people with a bachelor's degree or higher. From the table, in China, young Gen Z consumers 
with disposable income below 2000 yuan have a normal level of 65.1%; another 29.1% of respondents have 
2000–4000 yuan to be disposed of. In addition, in this survey, the data on their sharing accommodation and 
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living experience during their travel were collected; 57.9% of respondents had the experience, which 
occupied over half of the whole group. 

Table 3. Respondents’ profile (N=375) 

  Frequency 
(N) 

Percent  
(%) 

Gender     
 Male 116 30.9 
 Female 259 69.1 
 Occupation     
Student  300 80 
 Corporate employee   39 10.4 
 Civil servant   3 0.8 
 Freelancer  7 1.9 
 Other 26 6.9 
Education     
 Graduate/postgraduate degree 17 4.5 
 Bachelor degree  317 84.5 
 High school or below  41 10.9 
Disposable income (Chinese RMB/month)   
 Below 2,000 244 65.1 
 2,000 – 4,000 109 29.1 
 4,000 – 6,000 15 4 
 6,000 – 8,000 3 0.8 
 Over 8,000 4 1.1 
Sharing accommodation experience   
 Yes 217 57.9 
 No 158 42.1 

Normality analysis 

This study tests the univariate normality of all measurement items in this thesis by checking the 
kurtosis and skewness. According to Kline (2023), each variable’s kurtosis and skewness level values 
should not exceed 8 and 3 to achieve the data normality distribution. Table 4 shows the skewness and 
kurtosis in this survey, indicating the data were approximately normally distributed, and all values were in 
an acceptable normality range. 

Table 4. Univariate normality test results (N = 375) 

Variables 
Mean S.D. Skewness   Kurtosis 
Statistic Statistic      Statistic S.E.      Statistic S.E. 

UNC1 5.78 1.27 -1.195 0.126 1.898 0.251 
UNC3 5.62 1.29 -0.808 0.126 0.518 0.251 
UNN1 6.08 1.185 -1.363 0.126 1.863 0.251 
UNN2 5.98 1.176 -1.095 0.126 1.054 0.251 
UNN3 6.12 1.148 -1.489 0.126 2.663 0.251 
ATT1 4.46 1.549 -0.065 0.126 -0.308 0.251 
ATT2 4.34 1.529 0.071 0.126 -0.217 0.251 
ATT3 4.33 1.526 0.042 0.126 -0.17 0.251 
ATT4 4.37 1.498 0.021 0.126 -0.004 0.251 
ATT5 4.4 1.513 -0.052 0.126 -0.105 0.251 
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Variables 
Mean S.D. Skewness   Kurtosis 
Statistic Statistic      Statistic S.E.      Statistic S.E. 

BI1 4.34 1.581 -0.08 0.126 -0.271 0.251 
BI2 4.33 1.565 -0.1 0.126 -0.258 0.251 
BI3 4.48 1.542 -0.209 0.126 -0.166 0.251 
BI4 4.45 1.533 -0.137 0.126 -0.145 0.251 
HB1 5.82 1.201 -0.929 0.126 0.785 0.251 
HB2 5.78 1.23 -1.023 0.126 1.365 0.251 
HB3 5.61 1.371 -0.718 0.126 -0.119 0.251 

Source: Authors' calculations 

Reliability and validity analysis 

Table 5 shows all items measuring results; the targeted variables have a Cronbach’s alpha (α) greater 
than 0.8 and a factor loading value greater than 0.7. Other criteria, such as average variance extracted (AVE) 
and composite reliability (CR) for each variable, also meet the minimum requirements of 0.50 and 0.70 
(Hair et al., 2019). Therefore, the convergent validity is still adequate for the study. 

Table 5: Factor loading, AVE, CR and Cronbach’s alpha of measurement model 

Variables Factor 
loading 

AVE CR α 

Universalism-concern 
UNC1 0.765 0.678 0.863 0.860 
UNC2 0.886 
UNC3 0.814 
Universalism-nature  
UNN1 0.960 0.864 0.950 0.949 
UNN2 0.918 
UNN3 0.910 
Attitude 
ATT1 0.798 0.817 0.957 0.958 
ATT2 0.895 
ATT3 0.948 
ATT4 0.972 
ATT5 0.896 
Behavioral intention 
BI1 0.941 0.890 0.970 0.970 
BI2 0.968 
BI3 0.924 
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In terms of discriminant validity, Table 6 shows that each was distinguishable from the others. 
Discriminant validity is ascertained by the inter-correlation values among the four factors: attitude (ATT), 
universalism-concern (UNC), universalism-nature (UNN), and behavioural intention (BI). The diagonal 
values are greater than the respective highest correlation value under each factor. As a result, it confirms 
that each variable in this measurement model has optimal convergence and discriminant validity. 

Table 6: Discriminant analysis for measurement model  

 ATT UNC UNN BI 

ATT 0.904    

UNC 0.355 0.823   

UNN 0.255 0.762 0.930  

BI 0.871 0.318 0.250 0.943 
Note: ATT=Attitude; UNC=Universalism-concern; UNN=Universalism-nature; BI=Behavioral intention 

CFA measurement model 

The CFA measurement model is illustrated above in Figure 2. Table 7 shows an acceptably good fit 
index, where the RMSEA was 0.077, lower than 0.08; χ2/df is 3.231, which is regarded as good; and the 
CFI and TLI are 0.973 and 0.966, both greater than 0.90. These results suggest that the model fits the data 
and meets the fundamental requirements. 

Table 7: Model fit statistic (CFA measurement model) 
 

 
 
 
 
 
 
 
 
 
 

Index Name 

 

Threshold Test result 

 

 

χ2/df 1.0 < χ2 <3.0 is excellent 
3.0 < χ2 <5.0 is good 

3.231 

RMSEA   RMSEA < 0.08 
 

0.077 
CFI CFI > 0.90 is excellent 

CFI > 0.80 is good 
0.973 

TLI TLI > 0.90 is excellent 
TLI > 0.80 is good 

0.966 
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Figure 2. CFA measurement model 

Structural model analysis 

The final model is illustrated above in Figure 3. Table 8 shows an acceptably good fit index, where 
the χ2 per degree of freedom is 3.167, a little more than 3 but within 5, and RMSEA was below 0.076, 
indicating a good fit and in an acceptable range. Meanwhile, the CFI value is 0.973, which shows a 
relatively good fit. The other fit indicator, TLI = 0.967, is over 0.9 for a good fit (Bentler, 1990). These 
results suggest that the model fits the data and meets the fundamental requirements. 

 
Figure 3. Structural model 

 
Note: ATT=Attitude; UNC=Universalism-concern; UNN=Universalism-nature; BI=Behavioral intention 
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Table 8: Model fit statistics (SEM model) 
 

Index Name Threshold  Test result 
χ2/df 1.0 < χ2 <3.0 is excellent 

3.0 < χ2 <5.0 is good 
3.167  

RMSEA   RMSEA < 0.08  
 

0.076 

CFI CFI > 0.90 is excellent 
CFI > 0.80 is good 

0.973 

TLI TLI > 0.90 is excellent 
TLI > 0.80 is good 

 0.967 

Hypotheses testing 

Three hypotheses were developed and tested in the main part of this study. Table 9 shows the results 
of H1–H3. The impact of personal value universalism-concern and Gen Z tourists’ attitude on sharing 
accommodation choice behaviour intention was positive and significant (β = 0.379, p <0.01); H1 was not 
supported. The impact of personal value universalism-nature and attitude on sharing accommodation choice 
behaviour intention was negative but insignificant (β = -0.031, p > 0.1); H2 was not supported. Furthermore, 
the tourists’ attitudes positively and significantly (β = 0.871, p <0.01) influenced behaviour intention; H3 
was supported. 

Table 9: Hypotheses 1-3 testing 
 

Hypothesis Route Estimate S.E. t p Result 
H1 UNC → ATT .379 .110 4.059 *** Supported 
H2 UNN → ATT -.031 .104 -.353 .724 Not supported 
H3 ATT → BI .871 .056 18.763 *** Supported 

Notes: *** p< 0.01; ** p< 0.05; * p< 0.10; ATT=Attitude; UNC=Universalism-concern; UNN=Universalism-nature; 
BI=Behavioral intention 

Moderator Role 

To measure the moderator role of habit of ICT use (HB) between universalism-concern (UNC), 
universalism-nature (UNN), and tourists’ attitudes to sharing accommodation, the unconstrained model 
without using the mean structure was recommended by Wen and Wu (2010), which is suitable for SEM 
analysis with latent interaction and was accepted by this study. 

Marsh et al. (2004) concluded that indicators with high loadings should be multiplied in pairs. In order 
to conduct the interaction role of two latent variables UNC and HB, the three interaction terms were 
calculated, they are inc1_UNC, inc2_UNC, and inc3_UNC, as shown in Figure 4. After observing the factor 
loadings of UNC and HB, UNC1-HB2, UNC2-HB1, and UNC3-HB3 were matched as three pairs. The 
three interaction terms were calculated as inc1_UNC = UNC1*HB2, inc2_UNC = UNC2*HB1, and 
inc3_UNC = UNC3*HB3. Figure 4 shows the result of the HB moderator model. Table 10 shows the results 
of the model fit indicators and test results. The χ2/df, RMSEA, and CFI values were 2.476, 0.063, and 
0.978, respectively, indicating an excellent model fit. Meanwhile, UNC*HB shows a significant influence 
on attitude; thus, the H4 hypothesis was supported. 
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Figure 4. Modelling Habit of ICT use (HB) as a moderator  

 
Note: UNC=universalism-concern; HB=habit of ICT use; UNC*HB=interaction term of UNC and HB. 

 
 
Table 10: Universalism-concern Personal Value moderation analysis 
 

  Route χ2/df RMSEA CFI Estimate S.E. t p Result 
 
H4 

UNC → ATT  
2.476 

 
0.063 

 
0.978 

0.326 0.096 4.807 *** Supported 
HB →ATT 0.131 0.095 1.972 0.049 
UNC*HB → ATT 0.119 0.036 2.088 0.037 

Note: ***p<0.001; UNC=universalism-concern; HB=habit of ICT use; ATT=attitude;  
 

  Same way with UNC, however, the test of UNN showed insignificant influence on tourists’ attitudes 
as Table 11, H5 hypothesis was not supported.  

 
Table 11: Universalism-nature Personal Value moderation analysis 
 

  Route χ2/df RMSEA CFI Estimate S.E. t p Result 
 

H5 
UNN → ATT  

2.261 
 

0.058 
 

0.984 
0.172 0.082 2.484 0.013 Not 

Supported HB → ATT 0.182 0.097 2.693 0.007 
UNN*HB → ATT 0.046 0.035 0.757 0.449 

Note: UNN=universalism-nature; HB=habit of ICT use; ATT=attitude 
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5. Discussion and conclusion  

In conclusion, the findings showed that for Chinese Gen Z adult tourists, universalism-concern 
personal value positively related to the tourists’ attitude toward sharing accommodation. However, the 
hypothesis that universalism-nature personal value will positively influence tourists’ attitudes was not 
supported. As two aspects of universalism value in Schwartz’s theory, universalism-nature means 
preservation of the natural environment, while universalism-concern means caring about all people. The 
different results of the two hypotheses may indicate the facts about sharing accommodation products in 
China. The current sharing accommodation product in China doesn’t show better performance in 
environmental protection and natural location compared with traditional hotels, while being more 
dependent on good host-guest interaction and humanistic care. 

Comparing Chinese and Western reviews on Xiaozhu and Airbnb, Zhu et al. (2019) implied that a 
close and family-like relationship is expressed and highlighted in Chinese users’ reviews. As discussed 
before, by increasing access to underutilised resources, sharing accommodation products shows good 
coincidence with the contributions of Sustainable Development Goal 8 and Goal 10 of the UNWTO to 
develop humanistic care by decreasing inequality. From the results, sharing accommodation ethos and 
contributions is more congenial with the personal value of universalism-concern. 

The tourists’ attitude has a significant effect on sharing accommodation choice behaviour intention 
compared with traditional hotels, which is supported by this study. The tourists’ attitude and choice 
behaviour intention in this study focus on tourists’ preference for sharing accommodation compared with 
traditional accommodation in the tourism industry. The ATT measurement covers preference measurement 
items by Louis and Lombart (2010) and attitude items normally used by Spears and Singh (2004). The 
result shows that Chinese Gen Z adult tourists have a significant preference for sharing accommodation 
products because of the influence of universalism personal value. 

Additionally, habit of ICT use strengthens the relationship between universalism-concern value and 
tourists’ attitudes, but the hypothesis of the moderation role of habit of ICT use between universalism-
nature and attitude was not supported in this study. The result, to a certain extent, shows the role of ICT 
use habits for young Gen Z consumers in the hospitality industry. However, the universalism-nature value 
concerns more about people's caring for nature and the extent to which they are close to nature; to some 
extent, it stands on the opposite side of heavy use of the Internet and digital instruments. This explained 
why the habit of ICT use could not strengthen the relationship between universalism-nature value and 
tourist attitude. 

6. Limitation 

Universalism value is the first exploration for the author to apply Schwartz’s personal value system in 
the sharing accommodation field, indicating some personal value could have a significant effect on young 
Gen Z tourists’ attitudes and tourism behaviour intentions. Further steps could be conducted on the 
exploration of other personal values effects on sharing accommodation fields or extending to other tourism 
fields, especially on new industry types or phenomena. Further research could also concentrate on the 
influence or role of ICT use habits on young tourists. 

The age of current Gen Z tourists becomes the main limitation of this study because most of them are 
young and are still in school. As they grow older and income levels increase, their spending power and 
consumption preferences may change and show some new characteristics. Therefore, as future mainstream 
consumers, this group deserves continued attention and research. And seriously speaking, the personal 
value system is a complicated system; values are inevitably related and commonly affect consumers' 
attitudes and behaviours. So it will be more meaningful to consider a more complete value system. 
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