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Impact of Free Wi-Fi on Guest Satisfaction
and Price of Properties in Sharing Economy

Accommodations

Jacques Bulchand-Gidumal(&) , Santiago Melián-González ,
and Beatriz González López-Valcárcel

University Institute for Tourism and Sustainable Economic Development
(TIDES), University of Las Palmas de Gran Canaria, Campus de Tafira,

35017 Las Palmas, Spain
{jacques.bulchand,santiago.melian,

beatriz.lopezvalcarcel}@ulpgc.es

Abstract. The purpose of this paper is to analyze the influence of offering free
Wi-Fi on prices and guest satisfaction of accommodation properties in the
sharing economy. To that aim, data on all the listings available on the Airbnb
platform in Spain were automatically downloaded. These listings were classified
in urban and non-urban ones. Based on a final sample of 74,722 apartments and
houses, the impact of Wi-Fi and other property amenities was tested using linear
regression analysis. Our results show that offering free Wi-Fi has a positive
impact on both guest satisfaction and the price of properties. In the case of price,
Wi-Fi was the most important amenity. Thus, property owners should seriously
consider offering free Wi-Fi because it involves a daily price increase of 16.28
euros, therefore guaranteeing return-on-investment. To our best knowledge, this
is the first study to investigate the importance of free Wi-Fi for guest satisfaction
in sharing accommodations. It is also one of the first studies to take into con-
sideration non-urban properties since most of the available research has ana-
lyzed properties in large cities. Results join the findings about the importance of
free Wi-Fi in the traditional accommodation industry, confirming the importance
of this technology for the tourism sector.

Keywords: Wi-Fi � WLAN � Sharing accommodation � Sharing economy �
Peer-to-peer accommodation � Consumer behavior

1 Introduction

Sharing or peer-to-peer accommodation is one of the main activities that characterize
what is known as collaborative tourism, that is, the set of sharing economy activities
that pertain to the tourism industry. The rise of both the sharing economy and col-
laborative tourism is attributed to several factors, which include consumers’ prefer-
ences [1], among many others. Consumers’ motives for embracing sharing economy
services are varied. Among these, individuals frequently mention factors referring to
seeking some kind of utility [2].
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From the guest point of view, there is evidence that sharing accommodation can be a
substitute for hotels [3]. In this sense, data show that guests of sharing accommodations
value some characteristics that hotels also have, such as the amenities [4] like AC, hair
drier and personal items. However, and at the same time, sharing accommodation is also
considered an accommodation service characterized by features that are not present in
traditional accommodation options. For example, it has been suggested that sharing
accommodation guests seek social experiences that are not available in traditional
accommodation options [5], like socializing with locals and with other guests.

From the host point of view, property owners freely decide what equipment to offer
in their homes. Similarly to what happens in any traditional economic activity, pro-
viders seek to offer attractive products that capture the consumer’s attention. In fact, on
Airbnb, all the properties provide detailed information about their characteristics and
amenities, one of which is free Wi-Fi. The importance of this service has been
demonstrated in the hotel industry [6]. Nevertheless, there is hardly any evidence about
how relevant this amenity is in sharing accommodations, as will be commented in the
literature section. It seems obvious that guests will prefer that properties provide free
Wi-Fi. Nevertheless, what is not so evident is to what extent the price of properties and
guest satisfaction depend on this particular amenity. Therefore, the objective of this
research is to analyze the importance of providing free Wi-Fi as a property amenity in
peer-to-peer accommodations. To that aim, an analysis is done using linear regression
analysis based on all the properties offered through Airbnb in Spain considering both
the price of properties and guest satisfaction.

The article unfolds as follows. We first present the literature review. The next
section contains the research hypotheses, and the following one describes the
methodological aspects. Then the results are described, and the conclusions and lim-
itations are presented.

2 Literature Review

2.1 Collaborative Tourism

Tourism activities that fit under the sharing economy are usually referred to as col-
laborative tourism [7]. These activities are of different types and involve almost all the
areas of tourism, from gastronomy to accommodation, including tourist guides and
transportation. Out of these activities, transportation and accommodation are the two
areas in which both the sharing economy and collaborative tourism have developed
further. In the area of sharing accommodation, there are several digital platforms, out of
which Airbnb stands out. It allows anyone who owns a property (the host) to offer it in
the platform so that anyone (the guest) looking for a temporarily place to stay can find
it. Thus, similarly to other digital platforms, Airbnb is a marketplace in which peers
(the host and the guest) can find each other and reach an agreement [8].

Currently, Airbnb has 6 million units in almost every city and every country in the
world [9]. It has become widespread due to several reasons, especially cost-savings,
amenities available in the units, and the potential for more authentic local experiences
[10–12].

196 J. Bulchand-Gidumal et al.

jacques.bulchand@ulpgc.es



2.2 Value in Collaborative Tourism Consumption

Consumers’ use of sharing economy services draws on different motives. In this sense,
it has been proved that social benefits (e.g., to have opportunities to start and maintain
social relationships, being introduced in local communities) are an important aspect for
collaborative tourism consumers [13–15].

At the same time, a more practical or utilitarian component has also been found
[16]. In this sense, some authors [10] posit that as it happens with traditional services,
in collaborative tourism consumers value the specific characteristics of the service,
while [1] found that obtaining utility was the most important factor in the likelihood of
choosing peer-to-peer services. In this sense, several works [2, 13, 16, 17] have found
that economic benefits (i.e., cost-savings for better value) were an important reason for
using sharing economy services. Also, other authors [18] mentioned the product variety
available.

2.3 Sharing Accommodation and Wi-Fi

Getting a better value is not just an issue of cost. Sharing accommodations include a set
of amenities that seek to meet clients’ requirements. Air conditioning, access to a
kitchen, heating, washers, and Wi-Fi are examples of the amenities that Airbnb hosts
can mark when they offer their listings.

Free Wi-Fi has been shown to be an important amenity in the hotel industry.
Previous research has found that offering free Wi-Fi was the most important hotel
amenity in hotel rating results because it improved hotel ratings by up to 8% [6].
According to a TripAdvisor report [19] based on more than 44,000 hoteliers and
travelers, 46% of travelers said that free in-room Wi-Fi was considered a must-have
amenity. Li et al. identified Internet services as one of the hotel characteristics most
appreciated by hotel guests, particularly business travelers and couples [20]. Eriksson
and Fagerstrøm found that both Wi-Fi price and Wi-Fi reviews affect consumers’
likelihood of booking a hotel [21].

Research has shown that sharing accommodation guests have similar preferences to
those of hotels guests. In this regard, [3] showed that in Texas the rise of sharing
accommodations negatively affected hotels’ economic revenues, suggesting that con-
sumers are increasingly substituting lower-end hotels for Airbnb. Likewise, [22] found
that in Barcelona a high density of Airbnb activity has made hotel investment returns
on equity fall. [23] found that two-thirds of a sample of Airbnb clients used this
platform as a hotel substitute. Therefore, as Akbar and Tracogna [24] thoroughly
analyze, some hotel clients find equivalent services in sharing accommodation. Thus, it
could be derived that sharing accommodation guests will appreciate free Wi-Fi as hotel
guests do and has been proven. However, literature has also mentioned that consumers
may have different expectations when staying at sharing accommodations (e.g., social
and environmental benefits) than when staying at hotels [13, 15]. Thus, it is not
possible to guarantee that free Wi-Fi will be as important for sharing accommodations
guests as it is for hotels’ guests.

[11] suggested several research questions for the sharing accommodation phe-
nomenon. One of them refers to the importance of the properties’ attributes for clients
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and how they compare to those of hotels. Based on previous studies, it is reasonable to
hypothesize that for sharing accommodation clients, free Wi-Fi is also an important
amenity. Wang and Nicolau [25] analyzed the relevance of different variables in the
price of Airbnb’s properties. Among them, two property amenities were considered:
real beds and wireless Internet. Based on a sample of 33 cities, the authors found a
positive and significant effect of both: real beds (15.5%) and free Wi-Fi (9.5%).
However, the focus of this research was the price of properties, and guest satisfaction
was not analyzed. Additionally, the aforementioned study was based on listings placed
in large cities. Therefore, properties in places such as villages and smaller cities were
not included. We believe it would be important to test if the importance of free Wi-Fi is
as important outside major urban environments as it is in urban environments. The type
of tourists that travel to both types of destinations are different, and their requirements
and expectations regarding technological facilities could also be different. It could also
be the case that mobile coverage is different in both settings (large urban areas vs. small
urban areas, villages and country-side), thus making free Wi-Fi more important in one
area than another.

3 Hypotheses

In the case of the hotel industry, there is evidence about the importance of offering free
Wi-Fi [6]. Literature has also shown the importance of the amenities of properties for
the sharing accommodation guests [20]. However, to the best of our knowledge, there
is only one empirical study supporting the importance of providing this amenity in
sharing accommodations [25]. This research did not consider a key variable for tourism
and, especially, for sharing accommodation success, namely, guest satisfaction. In
addition, listings out of large cities were not analyzed. In this sense, the literature has
extensively recognized the existence of urban tourism [26], with distinctive charac-
teristics from other forms of tourism. Thus, we think it would be valuable to provide
more evidence about the extent to which it is relevant for sharing accommodations to
offer free Wi-Fi. The relevance of this amenity will be determined by its impact on
guest satisfaction and price, respectively, taking into account not only listings in large
cities but also listings placed away from these. We propose two hypotheses.

H1. Offering free Wi-Fi positively contributes to sharing accommodations’ guest
satisfaction.
H2. Offering free Wi-Fi positively contributes to the prices of sharing
accommodations.

4 Methodology

Spain is an important tourist destination. It was the second most visited country in the
world in 2017 [27]. In January 2018, we downloaded from Airbnb data of all the units
available in Spain on the platform. For each property, the following data were
downloaded: GPS location, average daily rate, type of property (entire apartment and
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houses, private rooms, shared rooms), amenities, capacity, if the host was a superhost,
number of reviews, and average guest rating. In order to obtain information from
properties actually rented, the criterion of choosing only properties with at least one
guest review was used, a similar criterion to that used in previous studies (i.e., [25]).
Our initial sample was composed of 98,075 listings, among which 74,722 were entire
apartments and houses, 22,819 were private rooms, and 534 were shared rooms. We
decided to choose only entire properties because most of the private and shared rooms
(more than 90%) offered free Wi-Fi, which hampered the analysis of this amenity
influence. The data about the sample can be found in Table 1.

According to the Spanish Statistical Office [28], the five largest cities in Spain are
Madrid (3,182,981), Barcelona (1,620,809), Valencia (787,808), Seville (689,434),
Saragossa (664,938) and Málaga (509,002). Thus, our sample is made up of cities
smaller than those in the study by Wang and Nicolau [25], where the average size of
the 33 cities they considered was close to 2 million people. Table 1 shows that the
properties analyzed were located in urban contexts and outside of these locations. We
considered a property to be in an urban context if it was within a radius of five
kilometers from the center of a city of at least 50,000 people. With this specification,
we wanted to determine possible differences from properties that are not located in
areas that are usually more in demand by guests. In our sample, the properties’ average
rate was 97.89 euros (std: 103.78), and their average client rating was 4.75 (std: 0.28)
on a scale from one to five.

Our alternative dependent variables are average pricing per day in euros and guest
satisfaction. The latter was measured by the properties’ average client rating, based on a
five-star scale with the following values: 1; 1.5; 2; 2.5; 3; 3.5; 4; 4.5 and 5.

Although our hypotheses revolve around the impact of free Wi-Fi, we decided to
include other properties’ amenities in order to compare the relative importance of free
Wi-Fi. This allows knowing not only whether guest satisfaction depends on free Wi-Fi,

Table 1. Information about the sample (source: authors)

Source Airbnb

Selection criteria All entire units, that had received one or more reviews available
in Spain

Data collection period January 2018
Data collection method Automated
Entire apartments and
houses

74,722

Urban and non-urban 16,191 and 58,531
With free WiFi and
without

53,308 and 21,414

Average max.number of
guests

5.22

Average daily rate 97.89 euros
Average rating 4.75
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but whether this amenity is more or less relevant than others, such as a dishwasher, for
example. We are not able to posit any hypotheses about the relative importance of the
properties’ amenities, but this comparison can contribute to better understand the role
of free Wi-Fi. The amenities considered as explanatory variables were those included in
the Airbnb platform’s section where property owners list their services. All of them are
treated as dummy variables and consist of the following: Wi-Fi, air conditioning,
heating, kitchen, washer, dishwasher, laptop area, pets, and iron. We decided not to
include the amenities kitchen and washer as independent variables in the analysis
because they were present in almost all the properties (90% or more). Apart from Wi-Fi
that is the main focus of this research, we also included the other amenities to test the
relative importance of Wi-Fi.

As control variables, the following were taken into consideration: location (urban or
non-urban), capacity (maximum number of guests allowed in the property), starting
year in Airbnb (2009 to 2017), guest rating (when the price was treated as the
dependent variable), and average daily rate (when guest satisfaction was treated as the
dependent variable). When guest satisfaction was treated as a dependent variable, the
category of Airbnb superhost was also included. The superhost category is awarded
every three months by the platform to hosts that meet a series of criteria [29]: high
ratings, high demand, low cancellation rate, and high response rate.

The data were analyzed by using linear regression analysis, and significance tests
use a significance level of 5%. Calculations were performed with STATA v14.

5 Results

Wang and Nicolau’s study showed the relevance of the listings’ location. Our results
revealed that, except for the kitchen, listings showed significant differences in all the
characteristics when the properties’ locations are considered (Table 2). Properties
located in urban environments are smaller, better equipped (except for the kitchen), and
less likely to admit pets than properties located outside a five-kilometer radius from the

Table 2. Properties’ characteristics considering their location (source: authors)

Characteristics Non-urban Urban Total Significance

Free Wi-Fi 66.96% 87.18% 71.34% 0.00a

Kitchen 98.18% 98.19% 98.18% n.s.a

Washer 90.80% 91.40% 90.93% 0.02a

Dishwasher 11.24% 12.11% 11.43% 0.02a

Laptop friendly area 42.36% 61.90% 46.60% 0.00a

Pets allowed 31.03% 17.03% 28.00% 0.00a

Air conditioning 43.10% 60.61% 46.90% 0.00a

Heating 69.08% 83.45% 72.20% 0.00a

Iron 67.29% 75.43% 69.05% 0.00a

Capacity (guests) 5.45 4.41 5.22 0.00b

aChi2 probability; bT-test probability.
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center of a city of more than 50,000 people. This result shows that there are differences
in the characteristics of urban and non-urban properties, and thus, that it is important to
verify the importance of amenities in both types of locations independently.

Table 3 shows that there are no significant differences in guests’ ratings depending
on the properties’ locations. It also indicates that prices and the Airbnb category of
superhost show significant differences between urban and non-urban properties. When
the price per guest is used instead of the total price of the property, the differences
become non-significant.

Hypothesis 1 states that Wi-Fi positively contributes to sharing accommodation
client satisfaction. Table 4 collects the results of the linear regressions that analyze

Table 3. Prices and superhost category considering properties’ location (source: authors)

Price Price per
guest

Superhost Guest rating

Meana Std. Meanb Std. %c Meanb Std.

Non-urban 103.48 111.45 19.13 17.18 16.64% 4.75 0.28
Urban 77.69 65.38 18.90 11.74 27.34% 4.74 0.28
Total 97.89 103.78 19.08 16.16 18.96% 4.75 0.28
aT-test probability: 0.00; bNon-significant; cChi2 probability: 0.00

Table 4. Impact of amenities on guest satisfactiona (source: authors)

Total Non-urban Urban

n 74,722 58,531 16,191
Guest satisfaction
Superhost 0.220*** (0.328) 0.205*** (0.294) 0.253*** (0.408)
Starting year 0.026*** (0.136) 0.025*** (0.132) 0.029*** (0.148)
Price 0.000*** (0.088) 0.000*** (0.086) 0.000*** (0.104)
Non-urban/urban −0.044*** (−0.068)
Capacity −0.000ns (0.054) 0.000ns (0.010) −0.005*** (−0.035)
Free Wi-Fi 0.023*** (0.034) 0.025*** (0.043) 0.020** (0.023)
Laptop area 0.014*** (0.026) 0.011*** (0.021) 0.024*** (0.041)
Pets −0.032*** (−0.041) −0.021*** (−.036) −0.046*** (−0.062)
Air conditioning 0.003ns (0.006) −0.000ns (−0.001) 0.019*** (0.033)
Heating 0.023*** (0.033) 0.025*** (0.042) 0.013* (0.016)
Iron 0.040*** (0.066) 0.038*** (0.065) 0.046*** (0.071)
Dishwasher 0.047*** (0.054) 0.045*** (0.051) 0.051*** (0.060)
F 1034.52 697.86 472.24
R2 0.17 0.15 0.26
Adj. R2 0.17 0.15 0.26
a Figures in brackets are the variables’ standardized coefficients.
***p:0.00; **p < 0.01; *p < 0.05
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guest satisfaction. Figures in brackets are the variables’ standardized coefficients. The
first column includes all the properties, the second column considers only the properties
outside urban environments, and the third column collects properties located in urban
areas. In the three regressions, being a superhost is the most important variable for
client satisfaction. Regarding the amenities, when all the listings are considered, Wi-Fi
positively contributes to client satisfaction, and it is the third most important amenity
(b: 0.034), after the iron (b: 0.066) and the dishwasher (b: 0.054). The same thing is
true for the properties located outside urban environments. For properties located in
urban areas, the contribution of Wi-Fi is also positive, but less important: iron, dish-
washer, laptop area, and air conditioning were found to be more important than free
Wi-Fi.

Table 5 collects the results of the regressions of property prices and amenities
(hypothesis 2). In the three regressions, the capacity (maximum number of guests
allowed in the property) is the most important variable in the price. Regarding the
amenities, when all the properties are considered, Wi-Fi (b: 0.081) is the most
important service for the listings’ price. Offering Wi-Fi involves an increase in the daily
price of 16.28 euros. This increase is higher in the case of non-urban properties (17.22
euros) and lower in the case of urban properties (5.47 euros). The contribution of the
second most important amenity (air conditioning, b: 0.045) entails a price increase of
roughly half the previous amount (8.12 euros). For properties located in urban areas,
only two amenities showed a significant and positive contribution to the price: heating
(b: 0.072) and Wi-Fi (b: 0.032).

Table 5. Impact of amenities on pricea (source: authors)

Total Non-urban Urban

n 74,722 58,531 16,191
Price
Capacity 18.890*** (0.512) 20.189*** (0.523) 11.980*** (0.417)
Clients rating 22.578*** (0.070) 23.319*** (0.066) 20.705*** (0.106)
Starting year −2.539*** (0.040) −2.842*** (0.042) −1.563*** (−0.040)
Non-urban/urban −8.935*** (−0.043)
Free Wi-Fi 16.276*** (0.081) 17.229*** (0.082) 5.461*** (0.032)
Laptop area 0.403ns (0.002) 1.694* (0.008) −4.438*** (−0.039)
Pets −6.979*** (−0.034) −7.808*** (−0.037) −4.409*** (−0.030)
Air conditioning 8.122*** (0.045) 12.781*** (0.065) −6.104*** (−0.054)
Heating 5.399*** (0.026) 3.26*** (0.015) 10.989*** (0.072)
Iron −4.547*** (−0.023) −4.951*** (−0.023) −1.908ns (−0.014)
Dishwasher 0.817ns (0.002) 0.211ns (0.000) 1.521ns (0.009)
F 2228.24 1956.94 361.71
R2 0.29 0.30 0.19
Adj. R2 0.29 0.30 0.19
a Figures in brackets are the variables’ standardized coefficients.
***p:0.00; *p < 0.05
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6 Conclusions

The main conclusion of this research is that, as in the case of hotels, free Wi-Fi is an
important amenity in the sharing accommodation industry. Up to now, it was known
that it was relevant for the price of units in cities, while our research shows that it is
also important for guest satisfaction. These results are consistent with previous studies
cited in the literature review about the importance of free Wi-Fi for hotel guest satis-
faction and the substitution of hotels by sharing accommodation options, respectively.
Our results also show that free Wi-Fi is even more important for properties located
outside the urban areas. We believe this may be due to three reasons: first, the fact that
urban areas usually have better mobile coverage than other areas; second, some cities in
Spain have free public Wi-Fi available in certain areas, especially those with higher
tourist interest; third, free Wi-Fi available in most restaurants and bars in major cities
which could be used by sharing accommodation guests.

The influence of free Wi-Fi on properties’ prices confirms the only result about this
issue in the sharing accommodation sector [25]. In our research, if we consider the
whole sample, Wi-Fi is the amenity with the most impact on price. The same thing is
true of properties located outside the urban areas. Along with heating, Wi-Fi is the
amenity that was relevant for any property, regardless of its location. Therefore, taking
into consideration both the current Internet access prices and that Wi-Fi allows a daily
price increase of 16.28 euros, providers who do not offer Wi-Fi are not maximizing
their earnings. It must be taken into account that in Spain, the country in which all the
properties in this study were located, most Internet providers charge less than 45 euros
per month. Thus, with three nights per month of occupation, the Wi-Fi costs would be
recovered.

Although it was not the main focus of our research, our results also provide addi-
tional interesting findings. First, being located outside the urban areas negatively
impacts the property’s price, which confirms the finding by Wang and Nicolau [25] who
found that the farther the listing is from the city center, the lower its price. Second, we
have found that allowing pets contributes in a significant way to guest satisfaction, but
negatively: if a property allows pets, the guest satisfaction will be lower. We believe this
can be due to the fact that guests travelling without pets will be less satisfied if previous
guests have been in a property with pets, thus maybe leaving hair in the furniture or
strong smells. Third, regarding air conditioning, and while it was not found to have a
significant impact on guest satisfaction when all properties were considered, it did have
a significant positive impact when only urban properties were analyzed.

An additional conclusion from the explaining power of the guest satisfaction
regressions is that other important factors also influence guest satisfaction. They could
be other property aspects not considered in this study (e.g., beds and furniture quality,
decoration, room size, building characteristics) and/or aspects of the destination where
the properties are located. The finding that staying in a property located in an urban
area negatively affects guest satisfaction (b: −0.068) may provide a clue. For example,
in a sample of guest reviews, previous research [30] found that 45% of the complaints
refer to the environment where the property is located (e.g., street noise, problems with
parking in the area). In addition, in the case of the hotel industry, there is evidence that
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the destination’s characteristics (e.g., population qualification) significantly affect hotel
client satisfaction [31]. We believe that probably a similar result to this one will happen
in the case of sharing accommodations.

With regard to the negative role of some of the amenities on price (e.g., iron or air
conditioning in urban properties), we do not find any reasonable explanation. It is
probably an endogeneity problem of our variables.

7 Limitations

Although this study has used a very large sample of more than 74,000 properties, it is
not free of limitations, some of which pave the road for future research. The main
limitation that we must take into account when using pricing and amenities data that are
directly inputted by the hosts, is that hosts may not use revenue management strategies
that hotels usually do. There are many systems available to assist individual hosts with
the revenue management of their properties; however, these systems are quite popular
in markets such as the US, but they are less common in Spain. Thus, we assume that
hosts change and manage the prices of their properties, but actually, this may not be the
case. Instead, it may be the case that most hosts set a price for the whole year, with
small variations for very specific timeframes. Also, some hosts will maybe not take the
time to input all the amenities they offer, since they may think that they are not really
relevant.

Another limitation is derived from the data we used, that did not allow us to analyze
the specific type of property under analysis (e.g., detached house, apartment, isolated
house), the type of neighborhood in which it was placed and the demographics of those
renting the property.
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