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Abstract 

Discovering the Effects of Sharing Economy for 
Tourism and Hospitality Industry in the 
Stockholm and Uppsala Region 

 

Baris Suslu 

Pedro Antonio Carrillo Zavala 

 

 

 

The aim of this research is to investigate the current situation of how the 
growing demand on Peer-to-Peer services (P2P) like Airbnb is affecting the 
conventional establishments and businesses in the tourism and hospitality (TH) 
sector in the Stockholm and Uppsala Region. In other words, understanding 
the effects of the sharing economy (SE) and picturing its place inside (or in the 
opposite of) the TH industry. By using semi-structured interviews with small to 
medium size hotel/hostel experts, Airbnb hosts and tourism industry 
representatives we make an exploratory study and analyze the current situation 
of the relationship between Airbnb and conventional establishments operating 
in TH industry. We analyze corporate and marketing strategies and business 
models being used by incumbents of the industry. Our findings show that the 
relationship between Airbnb as an accommodation platform in the Stockholm 
and Uppsala market is not considered as a threat by other actors of TH sector 
by any means and that there are different factors that could be considered in 
order to understand this feeling around the Stockholm and Uppsala Region. 
Some of the discussed factors within the study are the development and 
growing characteristics of the market together with the regulations currently 
applied to the P2P platforms within the county. The results also give new study 
possibilities for researchers that are willing to discover how the Swedish TH 
industry develops in the next decade in relation to a dynamic customer base in 
the Stockholm and Uppsala region and in Sweden. 
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1. INTRODUCTION 

In this chapter, the aim of the research is presented. Additionally, the concepts (like sharing 
economy, Airbnb, sustainability of the sharing economy, sharing economy in tourism and 
hospitality industry, regulations around sharing economy) that the readers will need in order 
to understand the remainder of the study better is explained. 

1.1. Aim of the Research  

The aim of this research is to investigate the current situation of how the growing demand on 
Peer-to-Peer services (P2P) like Airbnb is affecting the conventional establishments and 
businesses in the tourism and hospitality (TH) sector in the Stockholm and Uppsala region. 
With other words, understanding the effects of the sharing economy (SE) and picturing its place 
inside (or in the opposite of) the TH industry. And after drawing the relationship of SE and TH, 
assess if the initial condition of the SE inside TH industry offers a sustainable growth for the 
future in the Stockholm and Uppsala region. 

1.2. Concepts 

Before delving deep into the problematization itself first we need to understand three different 
concepts which can be considered as the main pillars of the research questions at hand. These 
three concepts can be understood by asking the following questions: 

• What is “sharing economy”? How is it defined on the previous literature? How can it 
be defined to make it suitable for our research or which definition is more suitable for 
us? What is the main difference between the companies that categorized operating under 
the sharing economy and traditional/ownership economy? 

• What is “Airbnb”? What makes it different from the traditional channels in tourism and 
hospitality (TH) industry like hostels, hotels etc.? Why Airbnb is becoming so popular 
for the last years and what is its advantages over the conventional TH channels? 

And lastly since our research question interested in the sustainability of the sharing economy, 

• How we can define sustainability in sharing economy? What are the different 
perspectives upon the sustainability of sharing economy? Does every researcher believe 
that sharing economy offers a sustainable growth for the companies that operates under 
it or are there any different views towards it? 

1.2.1. What Is Sharing Economy? 

Researchers agree on that offering a single and ultimate definition for the sharing economy is 
very challenging and it can be considered as a whole new topic of research to define the exact 
boundaries and definition of the sharing economy (Juul, 2015; Martin, 2015). Since this is the 
case, many of them uses the definition that best suits for the research in their hand. Many 
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researchers believe that the most basic and still applicable definition of sharing economy is 
given in the Botsman and Rogers’ book called “What Mine is Yours: How Collaborative 
Consumption is Changing the World” (2010) (e.g., Juul 2015, Martin 2015). They describe it 
as “an economic model driven by network technologies that enables things and skills to be 
shared or exchanged in ways and on a scale not possible before.” (Botsman and Rodgers, 2010). 
As also can be understood from the description itself, improving internet technologies enables 
this growing scale of the sharing economy.  

Although Bostman and Roger’s description of sharing economy is good for understanding the 
basic concept, it is very general.  Another way of description and analysis of the sharing 
economy can be done by comparing it with the traditional/ownership economy (Juul, 2015). In 
Juul’s (2015) paper sharing economy is described in relation with ownership economy as “In 
traditional markets, consumers buy products (which they then own) and services, whereas in 
the sharing economy suppliers share their resources temporarily with consumers, either free or 
for a return (financial or non-financial). Virtually anyone can share almost anything, from 
products to property (e.g. an apartment, a car, a bicycle, travel equipment) to time, skills and 
competencies (e.g. cooking and photography skills, knowledge of a town, places to see).” When 
we mention about the sharing economy, we will use this description as it suits better to our 
research objectives. 

As can be seen from the description itself, anyone can share anything at any time and can make 
a return out of that. Therefore, sharing economy changes the conventional concept of supplier 
and customer. In ownership economies, suppliers generally need a capital investment to have 
the product/supplies upfront. Unlike this, in sharing economies people can share what they have 
already been using/driving/living/etc. Therefore, everyone can become suppliers at the moment 
they like without huge investments.  

In ownership economy another problem for suppliers is to reach a customer base. Reaching 
intended or targeted customer segment generally requires marketing campaigns etc. and 
therefore again capital investments. In sharing economy, this problem is not a burden for the 
supplier because companies that operates in this economy like Airbnb, Uber, Couchsurfing etc. 
actually aims to create online platforms for the meeting of customers and suppliers (Juul, 2015).  

Figure 1 shows peer-to-peer model that sharing economy companies (also referred as peer-to-
peer or P2P companies) act under. Interesting thing about these private companies that operate 
under sharing economy is that they generally “do not own, rent, manage or control any 
properties that they offer in their websites” (Juul 2015). Their main task is to offer the online 
platform (also some additional tasks that changes from company to company). Tom Goodwin 
has a famous quote which highlights this situation as “Uber is the world’s largest taxi company, 
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owns no vehicles. (…) Airbnb is the world’s largest accommodation provider, owns no real 
estate. (…) Something interesting is happening.” 

Something interesting is indeed happening and one of our research objectives is to understand 
the main drivers of this change in the TH sector. 

1.2.2. What Is Airbnb? How Does It Differentiate Itself from the Conventional TH Channels? 

Airbnb basically is an online platform where people can book accommodation for generally 
short periods of time. With the development of high-speed internet and also through the 
development of mobile technologies, the usage of Airbnb grew exponentially (Juul, 2015). 
Figure 2 shows the number of Airbnb listings in total around the world:               

As mentioned before, Airbnb does not own or control any properties that it promotes through 
its website (Juul, 2015). Its main task is to provide platform where suppliers and consumers can 
meet. On top of this task, some additional tasks of Airbnb are “processing payments, acting as 
an escrow, and offering damage insurance to hosts (Juul, 2015). For these tasks Airbnb charges 
9 – 12% service fee from all reservations (Juul, 2015). 

As seen above, the interest towards Airbnb is growing each day, but what makes Airbnb so 
appealing?  First major draw of Airbnb is its “relatively low costs” (Guttentag, 2015). The hosts 
of Airbnb can put prices that are pretty low according to the other accommodation spaces 
because hosts’ “primary fixed costs (e.g. rent and electricity)  are already covered”, there isn’t 
generally any additional labor costs involved, the host’s generally have some other ways of 

Figure 1 Peer-to-Peer Model (Source: Juul, 2015) 

Figure 2 . The Number of Airbnb Listings (in 1000s) (Source: Juul, 2015) 
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income and they are not fully dependent on the income from Airbnb and “hosts generally do 
not charge taxes” (Guttentag, 2015). 

On top its price, there are also some additional differentiation points (or mostly advantages) of 
Airbnb. Guttentag (2015) mentioned in his article that many tourists prefer “the feeling of being 
in a home over hotel” and they also find very useful to get some local advice from the Airbnb 
hosts. Another advantage is, Airbnb guests generally got a chance to use the houses’ facilities 
like its kitchen, washing machine, dryer etc. (Guttentag, 2015).  

1.2.3. Relationship between Airbnb and Tourism and Hospitality (TH) Industry 

Documented affectations from Airbnb to the Hotel Industry are varied depending on the type 
of study and the focus authors can take. Some of the authors affirm that Airbnb has affected 
negatively the Hotel Industry and that the most affected sector is the low and mid-tier hotels 
(e.g., Coyle And Yeung, 2016; Zervas et. al., 2016) and that price is one of the most important 
factors within the competitive scenario between hotels and lodging platforms such as Airbnb 
(e.g., Guttentag, 2015; Xie & Kwok, 2017) due to the fact that Airbnb guests are to some extent 
driven by financial motives (refer to, Oskam and Boswijk, 2016). 

Some authors have established a connection with a decrease in revenue for Hotels especially 
those that are targeted to non-business purposes, or in other words, hotels that do not have a 
meeting space (e.g., Neeser, 2015). And some others have also claimed that Airbnb has become 
a serious threat with important consequences for tourism and tourist destinations (see, Oskam 
and Boswijk, 2016). 

On the other hand, it has also been found that some actors within the Hotel Industry find the 
utilization of Airbnb platform as another channel of distribution, therefore, they consider the 
platform some sort of collaborator (Koh and King, 2017).  

Even though the opinion towards the effects on the hotel industry is diverse, there are some 
commonalities among different cities in the world when trying to address the environment 
created between Airbnb and the hotel industry or society. Cities like Paris have performed raids 
in order to find illegal Airbnb listings that could be harming the housing stock in the city 
(Neeser, 2015). Some cities like Amsterdam have imposed restrictions over the time a room 
can be rented throughout a year (refer to, Koh and King, 2017) or Berlin has also banned to rent 
more than half of an apartment (refer to, Koh and King, 2017; Thoem, 2015). Another concern 
that has aroused with the Airbnb is the one related to tax collection. Portland, San Francisco, 
Paris and Amsterdam have signed agreements for the collection of taxes while not a lot has 
been done in Stockholm (Thoem, 2015). A study conducted in the city of Stockholm and 
directed to hosts of Airbnb rooms showed that they have a tendency to avoid tax regulations in 
relation to short-term rentals (Thoem, 2015). 

Many researchers mentioned that there are several actions that the hotel industry must do in 
order to counteract possible effects of new entrants into the lodging market (e.g., Chahine and 
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Danin, 2018; Oskam and Boswijk, 2016; Zervas et. al., 2016). An exploration inside this section 
of the phenomenon will be done inside this project as well. 

1.2.4. Sustainability of Sharing Economy 

There are two different perspectives on whether or not the sharing economy offers sustainable 
growth for the future. One of them advocates that private companies that operates in SE has 
many legal issues surrounding them (especially Airbnb) and therefore sharing economy is just 
a periodical hype which will die out eventually (Guttentag, 2015), where the other perspective 
treats it as a social innovation which solves injustice problems (inequalities in income etc.) and 
also has power to change people’s consumption behaviors to be much more environmental 
conscious and hence, in fact it is the solution for a sustainable future (Heinrichs, 2013). 

One interesting point is that both perspectives overlaps and agrees with each other in one 
common point. That point is development of sharing economy depends on the policy makers’ 
regulations and acts towards it, so in a way the future of SE will be shaped by the policy makers, 
governments etc. (refer to, Guttentag, 2015; Heinrichs, 2013). Therefore, the few following few 
years play a very critical role. The regulations that will be placed on the following years can 
either make sharing economy a new sustainable way, or on the other hand kill it completely. 
Then, one of the most important objectives of this research becomes understanding the 
regulations and policies towards the companies that operates in SE (and more specifically 
Airbnb for our case) and analyze what is the role of these regulations when trying to achieve a 
sustainable development of the SE. 

1.2.5. Regulations 

Many researchers have mentioned regulation among short-term rental platforms like Airbnb as 
something necessary for healthy competition among the tourism industry (e.g., Koh and King, 
2017; Martin et. al, 2018; Thoem, 2015) and also something that implies a challenge for policy 
makers due to the complications it entails (e.g., Bakker, et al 2018; Goodwin, 2017). 

Leveling the playing field is also mentioned inside the propositions of some authors. This is 
because they consider that Airbnb is not always considering the minimum safety risks and 
protection that a guest should have while staying in one of their rooms. It is mentioned that 
most of the hotels must comply with these requirements which represent higher costs for the 
Hotel Industry (Edelman and Geradin, 2015). 

Different cities have different needs and characteristics, and therefore regulations must be in 
different ways, even though there are a lot of similarities this must be considered. Four different 
scenarios have been defined in relation to the types of destinations. 

“Status quo” represent those destinations where business tourism is the most important. 
“Experimentation” are those destinations not traditionally considered touristic. “Exclusivity” 
destinations with a high number of visitors, looking to decrease them. “Commercialization” 
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city destinations which support the booming of tourism, opening opportunities for new entrants 
of the Hotel Industry. (Oskam and Boswijk, 2016). 

Literature in the field shows two examples of travelers and compares America and Sweden. 
America is represented to have more leisure travelers while Sweden, on the other hand, has 
been traditionally more business travelers in the last decades (Chahine and Danin, 2018). 
Considering the comparison of destinations done by Oskam and Boswijk (2016) we can 
mention that Stockholm will probably fall into the first division, a destination with more 
business travelers than leisure ones. 

As mentioned before there have been studies analyzing the role of Airbnb hosts in the city of 
Stockholm (Thoem, 2015). From Skatteverket (2016) and from Einefors (2018) we can also 
learn the general regulations regarding the taxing and tenancy legislation applied to the short-
term rental field in Sweden, found in section called “Results and Analysis of Current 
Regulations” (5.4). 
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2. RESEARCH DESIGN 

In this chapter, previous research in the area of this study and the research gap identified from 
these literatures is given. Furthermore, the general structure and a summary of the process of 
methodology is also added to enable readers to follow the remainder of the study by 
understanding the construction of this research. 

2.1. Research Gap Identified in Literature 

Research on SE haven’t reached to its full potential. But also, among SE the sustainable 
development area receives even less attention (Cheng, 2016). This point offers a research gap. 

In addition to that, in his article Heinrichs (2013) presented a seven-point research agenda for 
future researchers in the area of SE and described each point as a research gap in the current 
literature. One research gap that he mentioned is “Theoretical and empirical elaboration of the 
relationship between the sharing economy and mainstream (ownership) economy and its 
implications for its future growth (…)”. Since in this study we will examine the economical 
sustainability of SE firms under the ownership economy, our research will fill this research gap. 

In connection to the previous comments, we also found appealing to concentrate the research 
on a specific sector of the hotel industry in Sweden. As mentioned before, SE and its 
developments and effects are starting to be more analyzed recently, but still with a lot of field 
of research (Cheng, 2016). Our literature review also reflected this when we wanted to analyze 
what is the current relationship between Airbnb and the incumbents of the hotel industry around 
the world. Studies undertaken in different parts of the world showed different results. One of 
the most cited articles was the one written by Zervas et. al. (2016) and it provided findings of 
revenue affectations to the incumbents of the hotel industry in the city of Austin. Zervas et. al. 
(2016) also pointed out that the low and mid-tier were the ones most affected by the Airbnb 
platform.  

Koh and King (2017) performed a study in which they specifically analyzed budget hotels in 
the city of Singapore. Their findings showed that even though the budget sector of the hotel 
industry does not consider Airbnb as a threat but more like an ally in different aspects, they are 
still open for regulations for the operations of Airbnb in order to have fairer conditions for all 
competitors in the hospitality sector. 

A study performed in Toronto by Xie & Kwok (2017) showed an insignificant impact on luxury 
hotels but on the other hand, it showed also that the effects over the budget sector were also 
insignificant, the latter contrasting with the previous findings of Zervas et. al (2016) in the city 
of Austin. Xie & Kwok (2017) did find a significant impact on mid-tier hotels in Toronto.  

In Sweden, we can find just a few studies directed to understand the current situation of Airbnb 
and the hotel industry or Airbnb hosts. Thoem (2015) conducted a qualitative study using 
interviews with Airbnb hosts. The findings showed regulations as an important part of the 
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coexistence between Airbnb and the city of Stockholm.  On the other hand, Chahine and Danin 
(2018) explored Airbnb and its relationship with a big hotel chains in Sweden, finding that even 
though the immersion of Airbnb is not significant in this sector nowadays, it is probable that 
hotels need to take some counter actions soon in order not to be completely disrupted by the 
platform. Chahine and Danin (2018) also invite new researchers to investigate the situation of 
Airbnb but now in the low and mid-tier sector since they consider this is a knowledge gap with 
opportunities for research. 

All of this environment leads us to explore the current situation and the affectations that Airbnb 
is having over the low and mid-tier hotels and hostels in Stockholm and Uppsala. Designing 
our semi-structured interviews in a way to better understand how the budget hotel sector feels 
about the operations of Airbnb and if they consider that they are a competitor or a collaborator. 
Also understand if the regulations applied within the region favor an equal competition among 
the participants or if they consider that there are some regulations that are needed in order to 
improve the general environment. Shining a light for the prospective future actions of the TH 
sector will also be an objective. 

2.2. Research Questions 

From the literature review and defined research gaps in it, this project’s aim is to answer the 
following research questions: 

1) What are the different corporate/marketing strategies that are being used by both Airbnb and 
Small/Mid-Tier Hotels operating in the Stockholm and Uppsala region? 

2) How can the relationship between Hotel to Hotel and/or Hotel to Airbnb can be defined 
(Network-type or Rival Strategies)? 

3) Is the current relationship between Airbnb and Small/Mid-Tier Hotels offering sustainable 
growth (in terms of economic and social sustainability) and coexistence for both parties for the 
foreseeable future? 
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2.3. General Structure of the Thesis 

Figure 3 shows the general structure and the thought process of the thesis. 

 

As can be seen from the figure, the process is cyclical and at the end of each cycle the problems 
and questions surrounding the study have become more elaborate since in each cycle we 
gathered more information about the study both from the interviews and from the literature. 
Since in each cycle the questions have become more intricate, the study for gathering that 
specific data have become more involved and required specific interviews and literature. So, if 
we had tried to graph the above figure at a three-dimensional plane, it might be represented by 
a hurricane shape, where each rotation goes in more depth than one before. 

2.4. Summary of the Methods Used 

The thesis methodology for the first part of the study will consist of an exploratory study where 
we will be able to understand what are the impacts and actions being undertaken by TH sector, 
but especially by the budget hotels towards the effects of one of the principal actors inside the 
lodging SE such as Airbnb. One of the objectives of this methodology is to get first-hand 
information on the topic from the main participants of this phenomenon in order to see the 
totality of the initial situation. 

Figure 3 The Structure of the Thesis 
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In order to collect our primary data, conducting semi-structured interviews with representatives 
of low tier hotels and hostels and Airbnb hosts in the Stockholm and Uppsala region will be our 
priority, in addition, hosts from Uppsala will be interviewed and data from hosts in Stockholm 
will be analyzed in order to understand the hosts side of this phenomenon. Finally, we will also 
conduct an interview with industry representatives of the TH industry in Sweden in order to get 
an insight of the development of the Swedish hospitality market in recent years. The selected 
methodology was semi-structured interviews because this will allow us to understand from a 
deeper perspective and grasp the point of view of our interviewees without influencing them 
(Bryman and Bell, 2007).  

The second part of our research establishes the theoretical front of it and includes an in-depth 
literature review on creating sustainable growth for the future of SE. As mentioned before, two 
perspectives exist at this point and this part of the study will look closely to the theories of the 
both sides and will compare and combine both standpoints. On the one hand one perspective 
sees SE as a disruptive innovation creating a non-sustainable relationship between the 
incumbents of an industry and potential disruptors (see, Cohen and Kietzman, 2014), the other 
perspective sees the relationship between both actors as one that improves the general market 
and which solves inequalities in the market (see, Heinrichs, 2013).  Written material by 
Skatteverket (2016) and Einefors (2018) will be used to get insight into specific regulations 
affecting the SE in Sweden. Therefore, a theoretical expansion will be achieved on possible 
ways to create sustainable SE.  

The primary data will be gathered around the Stockholm and Uppsala region and will be useful 
for the second phase of our research in which we are going to compare our results to secondary 
data which we got from our literature review. The reason to select the Stockholm and Uppsala 
region as our location is based on the reason that it includes two of the biggest cities in Sweden 
and an important economic area for the country, we think that the results we could obtain after 
the research might be replicable in some aspects to other big cities or with similar characteristics 
in Europe or around the world. 

As final stage the empirical and the theoretical fronts of the study will be combined and 
conclude with remarks about possible extra regulations needed on the Swedish market or 
lessons about a possible sustainable market where both hotels and Airbnb can coexist in other 
touristic destinations around the world. 

Note: For more information about the methods used please refer to the Methodology Part of 
this study.  
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3. METHODOLOGY 

In this chapter, general process of each method that have been used in this study is presented. 
Additionally, reflections from the interviews are also presented to help the future researchers 
who conducts a study in a similar area. 

3.1. Research Process and Design 

This thesis adopts a comparative design approach where it uses identical methods to study two 
or more contrasting/identical case studies. Sometimes, when comparative design takes this 
shape, it can be also called as multiple-case study (Bryman & Bell, 2011).  

In our thesis, each interviewee is treated as a separate case, where may or may not have any 
similarities with others, and from each individual case (hotel or host), independent observations 
and results have been tried to obtain.  

In all of our interviews (hotel, host and industry representatives) we used the method of semi-
structured interviewing (for more information please refer to Methodology, Data Gathering 
section). As it's the nature of semi-structured interviewing, after interviewing with each 
individual some questions have been changed according to the changing RQs based on the 
obtained results, but that didn't change the fact that each separate individual have been treated 
as distinct small-cases (where we didn't affect any of the answers obtained). 

Each individual case served as an exploratory tool for our thesis, where from each one we seek 
to find out the effects sharing economy onto small to medium sized hotels/hostels. Hence, the 
general purpose of the study is also exploratory, where at first, we searched for an answer on 
two questions (not directly research questions but can be considered as parts of them):  

1) What is currently happening in sharing economy in tourism and hospitality (TH) industry? 

2) What is currently happening in small to medium sized hotels/hostels that are operating in the 
Stockholm and Uppsala region? 

The reason that we used an exploratory study and the meaning behind the question of what is 
happening currently covers all the aspects of “underlying themes and patterns behind the 
occurring transformation” on both sides and how each party perceives the transformation of the 
other (Chahine & Danin, 2018; Yin, 1981).  

We tried to answer the first question mostly by either doing a literature or online sources 
research from non-biased experts and researchers working on the topic. For this, Airbnb’s own 
website especially helped, since it included many information about their current business and 
marketing strategies. We used literature for mostly to understand the general direction and 
transformation of the sharing economy in TH industry. For the second question we conducted 
semi-structured interviews with the owners and managers of the several small to medium sized 
hotels/hostels in the Stockholm and Uppsala region. From an economic perspective, we also 
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wanted to analyze how the environment for hotels and hostels in the area is developing in recent 
years, for this reason we conducted an interview with economic and tourism industry 
representatives at Visita organization. 

“The key to the comparative design is its ability to allow the distinguishing characteristics of 
two or more cases to act as a springboard for theoretical reflections about contrasting findings” 
(Bryman & Bell, 2011). Therefore, all results from the different interviews and also the findings 
from the research of sharing economy merged by using theory. Hence, the theory part of our 
thesis acted as junction point for different results (either for connecting first question with the 
second or for each individual interview with each other). 

The case’s focus on Stockholm and Uppsala region may limit the generalizability of this study, 
especially when the reader tries to draw conclusions for the hotels operating in different 
geographical locations. However, the sharing economy is a global concept and although some 
features or characteristics might change slightly in different geographical locations, it affects 
the TH industry similar ways all over the world (Chahine & Danin, 2018). Though, one point 
that the reader should be careful about while drawing general results from this study is the way 
how small to medium sized hotels either interacts with each other or with the other 
establishments around them can change drastically in varying geographical locations (this will 
be discussed more on the Analysis part of this study). Hence, especially in cultural and 
economic settings that are drastically different from Sweden, the obtained results from this 
study should be used with caution.  

The design of the problematization and research questions, represents an inductive approach in 
this study. Figure 4 shows the general ideation process of the problematization. To be 
completely sure about the formulated problem (purpose of the study) that this study highlights 
and fills an important gap, we did a detailed literature review. From that literature review, we 
identified our research questions (a detailed information about this step can be looked upon 
Problematization Section). In the process of this study, the number and the context of the 
research questions have been changed, although they aim to serve for the same purpose of the 
study (which remained more or less the same throughout the process). Over time, the research 
questions have become more elaborate and clearer, where each one highlights an important part 
in the purpose. The design of the problematization is highlighted in the below figure. 

 

           Figure 4. Design of the Problematization and RQs 

Purpose of the Study

RQ3

RQ2
RQ1
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3.2. Data Gathering 

The data have been gathered by using both the written and oral materials. The written materials 
include research articles, journals, books, business articles, information from company and 
governmental websites, where the oral materials include the outcomes from the interviews with 
the experts from hotel industry, hosts of Airbnb platform and tourism industry representatives. 

3.2.1. Written Material 

3.2.1.1. Setting Up the Basis of the Study 

At the initial part of the study, we used research articles, journals and books that are written 
about the sharing economy in tourism and hospitality (TH) sector. From them we aimed to 
understand what the sharing economy in TH sector is, how it operates, how does it differ from 
the conventional tourism establishments, its effects on conventional establishments, and also 
the different perspectives on the potential lifetime of both the sharing economy and more 
traditionally managed hotels/hostels. Furthermore, by investigating these sources we managed 
to determine the research gap and therefore, these materials can be considered as the initiation 
of the problematization phase of our study and hence, the foundation of the research questions. 

3.2.1.2. Setting the Theoretical Foundation of the Study 

We used articles and academic journals to understand two different sets of theories in this study. 

One set is more about the corporate strategy and marketing theories, the theories that we found 
useful for connecting the articles about sharing economy (from 2.1.1.) to the outcomes of the 
interviews with hotel experts, hosts and tourism industry representatives. These theories 
included Networks and Business Relationships, Creating Value for the Customer and Porter’s 
Five Forces. In other words, these theories served as a bridge between the written and the oral 
material. 

Second set of articles are about Neoliberalism, Commodification of the Urban Space and 
Gentrification. We investigated these theories in order to understand the social sustainability 
effects of the growing P2P services like Airbnb and also to shed some light onto the ethics side 
of the subject. In the end, this research helped us to comment on the social sustainability of 
Airbnb on the long run. 

3.2.2. Oral Material 

3.2.2.1. Semi-Structured Interview 

We conducted 6 interviews with hotels and hostel representatives in the Stockholm and Uppsala 
region, two interviews with hosts and one interview with tourism industry representatives at 
Visita organization in order to get real data and also to complement the written materials and 
theories. Semi-structured interviewing technique was our preferred method. 
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In semi-structured interview, as the researchers, we had “a list of question on more or less 
specific topics” that we wanted to discover about (these interview guides can be found in 
Appendix A & Appendix B), but we gave enough space to interviewees to answer these 
questions (Bryman & Bell, 2011). We often changed both the structure of the questions and the 
order of them according to the flow of the interviews (Bryman & Bell, 2011). Sometimes, we 
even added additional questions on the fly in order to get additional insights about some topics. 
Therefore, interviews had a structure resembled more to a controlled conversation than a strict 
questioning. This environment that resembled more to a friendly conversation helped us to 
realize what really is important for the interviewee, since each interviewee framed and 
understood similar questions in different ways and each one underscored different point 
according to what they prioritized (Bryman & Bell, 2011). 

Over the course of the study, after each interview, new questions have been added into the 
interview guides, research questions have been changed and a new research question have been 
added. The theories that were used to connect the literature with the outcomes of the interviews 
have been changed and refined. The main reason of these changes is, after each interview the 
position of sharing economy inside the tourism and hospitality sector have been understood 
better by us and this enabled us to canalize our research on more specific points of interests. 

3.2.2.2. Interviews with the Owners/Managers of the Hotels/Hostels 

Table 1 shows the interviewed representatives hostels/hotels that located in Stockholm and 
Uppsala region: 

 

Table 1. List of Interviewees 

The length of each interview with the hotel and hostels representatives was 30 minutes on 
average (4 out of 6 interviews lasted about 30 minutes), where two outliers existed. One of the 
interviews (with Uppsala City Hostel), lasted about 15 – 20 minutes because of the language 
barrier between the interviewee and us. One other interview (with Selma’s Hytt & Salong) 
lasted about 45 – 50 minutes, and we even got a chance to see the rooms with the interviewee, 
while continuing our conversation. 30 minutes on average were enough to get through answers 
to all of our questions, where in the short interview (with Uppsala City Hostel) we could just 
get the general/basic answers that sometimes lacked in depth and in the long one (with Selma’s 
Hytt & Salong) we occasionally drifted away from the topic.  



   

 
15 

3.2.2.3. Interviews with the Hosts in Uppsala 

The interviews with hosts were conducted at their own places, since both of them were people 
that we knew from before we agreed on having both of the interviews at their own places. Both 
interviews started with a friendly talk as a warm-up and within this talk we showed what was 
our plan and objectives with our thesis, this helped to gain more confidence from their side. In 
average both of the interviews together with the previous “warm-up” talk lasted for about two 
and a half hours, from which approximately 35-50 minutes were dedicated for the purpose of 
this thesis. No recordings were done in these interviews since the hosts refused to it and think 
that it might not be the best idea.  

3.2.2.4. Interview with Industry Representative 

The interview with the Swedish representatives at Visita organization was held at their own 
offices located in central Stockholm. The interview began with a quick introduction and 
description about our study and objectives together with an explanation of the tasks that are 
usually performed within their organization, after setting up a base we started to discuss about 
different economic aspects and progress within the Swedish tourism and hospitality market. 
The interview lasted for about 1.5 hours and we decided not to take any recordings so as not to 
interfere with any valuable opinion or point of view that might have been hindered if there were 
a recording involved. Only notes were taken and immediately after the meeting we, as 
researchers, sat down for space of 1-1.5 hours in order to polish every detail and information 
that we just got from the interview and also not to forget them. The written results from the 
interview were sent to the Visita representatives for a final approve. 

3.2.2.5. Reflections from the Interviews 

In this section, we aim to reflect on some points that we encountered before/during/after our 
interviews that we think might help to the future researchers on a similar subject. 

• Reaching the personal e-mail addresses either the owners or the managers of the small 
to medium sized hotels/hostels is generally very hard. Only mail addresses that are 
reachable are generally the common info addresses of the hotels/hostels where the front 
desk employees check daily. This situation increases the difficulty of arranging 
interviews by sending e-mails. We arranged all our interviews by directly visiting each 
hotel/hostel and enquire for an interview face-to-face. This method is also proposed by 
Bryman & Bell (2011) and we increased our success rate of arrangements drastically 
by this method. 

• Especially in semi-structured interviewing method that is carried out in non-English 
speaking countries, the lack of language skills might create some problems (Bryman & 
Bell, 2011). We did our study in Sweden, where the rate of people who can speak 
English as a second language is very high. In a different country these problems might 
even be multiplied. We experienced these problems in two forms: 
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1) The most common problem, especially with interviews at hotel and hostels, that we 
encountered is the interviewees refrain from answering questions in English, especially in 
a formal environment where we record the results (either by writing or voice-recording). 
We found two solutions to this problem. When asked about an interview, interviewees 
generally understand a very formal/strict questioning and by convincing them it will 
resemble a general/daily conversation, they approached it easier. The second solution is 
that we persuaded them we won’t be taking any recording of any form unless they consent 
it. Then at the end of the interview we directly sat down and write down the point of 
interests not to forget them.  

2) The second problem that we encountered is sometimes the answers from the 
interviewees were lost in translation. We sorted out this problem by taking the personal e-
mail addresses of each interviewee at the end of each interview and by asking them what 
they really meant if a point becomes vague at the second look. 

• We experienced that if a voice recording of the interview has been taken, it is important 
not to turn off the recorder until stepping out of the hotel/hostel. In our interview with 
Selma’s Hytt & Salong, we turned off our recorder since after the official interview, but 
then the owner proposed to show us some rooms of the hostel and during this time talked 
about many important insights about their customer value creation process (much 
detailed than the interview itself). 

• It is important to give a general guideline to the interviewee before beginning with the 
interview process that covers all the main topics that the researchers want to cover. In 
our first interview with a hostel representative we didn’t do that and just simply said we 
want to make an interview about the tourism and hospitality sector in general. Then, 
when we started to ask questions about Airbnb, the interviewee thought that we were 
employed by Airbnb and started to give more closed answers. In order to continue, we 
needed to convince the interviewee that we are actually just researchers. 

• The owners of the hotels/hostels tend to give much more information about the TH 
sector in general on top of answering the questions, where the managers occasionally 
just answer the questions. Therefore, if an option arises to talk to either with the manager 
or with the owner of the establishments, it can be reasonable to select the owner. 

• Having acquaintances using the Airbnb platform as hosts helped during the data 
collection from this side of the phenomenon. Respondents were confident about how 
their information was going to be handled from the beginning and this helped us to have 
deeper questions and to understand their motives for hosting.  

• Getting information from by doing an interview with a neutral party like Visita was way 
easier comparing to our interviews with the hotel/hostel owners, since some hotel/hostel 
owner did not want to discuss their business strategies to its full stretch. 

• The process of arranging an interview with industry representatives was much more 
professional and streamlined, comparing it with arranging it with hotel/hostel owners or 
Airbnb hosts. 
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4. THEORY 

In this chapter, related theory about analyzing the different business and marketing strategies 
of both small/medium size hotels/hostels and Airbnb is discussed. In addition to that, some 
social, economic and ethics theories will also be introduced in order to help us to discuss the 
social sustainability issues surrounding Airbnb in latter sections. 

4.1. Corporate Strategy and Marketing Theories 

4.1.1. Porter’s Positioning Strategy and Porter´s Five Forces 

The dominant approach towards the strategy during the 1980s was Porter’s positioning strategy. 
Porter argued that before his approach towards strategy, the companies were attending only on 
operational effectiveness to outperform other companies, meaning they were trying to perform 
common activities better than their rivals and for a while the methods of doing this like TQM, 
lean production etc. were giving them competitive advantage. Porter discussed the 
sustainability of this approach because for him these efficiency techniques could be easily 
imitated (Porter, 1996). He suggested that companies should do strategic positioning instead; 
meaning, they should perform different activities from their rivals, similar activities in unique 
ways, or combining activities that fits together and as a result create a competitive advantage 
towards their rivals (Baraldi et al 2007; Porter, 1996). This suggested strategy can be viewed 
as an extension of 5 competitive forces model that suggested by Porter; so, companies’ 
environment always take shape according to these five forces and companies have to constantly 
position themselves in a more advantageous place by continuous attention to the changing 
forces of the market (Baraldi et al., 2007; Porter, 2008; Teece et al., 1997). This advantageous 
place can be gained by an optimum combination and fit of the different activities. 

According to Porter (2008), new entrants generate a threat of entry by putting pressure into 
incumbents while trying to get a piece of the market share for them. As a consequence of this, 
actions such as price, cost or investment strategies may be implemented by incumbents in order 
to counteract these effects. Porter (2008) also mentions that the threat of entry can be hindered 
by different entry barriers and their intensity or as he called them “the height of entry barriers”. 

Power of buyers is another force that will be useful for this investigation. Porter (2008) 
mentions that the demand generated by customers could also affect the actions of incumbents. 
Customers can force down prices and demand better quality when more actors appear in the 
industry.  

The threat of substitutes refers to products or services that perform the same or a similar 
function when compared to existing ones in the market. This means that a new entrant with a 
similar offer can get market share by being appealing to incumbents’ users (Porter, 2008).  

Marginal costs that technology platforms have while using the internet and its technological 
advances is also an important ingredient when we think about a substitute threat. New entrants 
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to a market using the advent of technology could become a serious threat for already established 
incumbents (Porter, 2008). 

Porter (2008) mentions that strategy managers should be aware of the actions being performed 
by other industry actors. These actions can make competitors’ offerings more attractive to 
customers and therefore become a substitute for incumbents’ services (Porter, 2008). 

It is important that incumbents keep a distance from new entrants and their threat of substitution. 
This can be made by improving their product performance or marketing strategies, otherwise, 
the profitability and growth potential of their businesses might result affected (Porter, 2008). 

Rivalry among existing competitors inside Porter’s theory touches the effects of having a price 
competition, product or service introductions, marketing campaigns or simply a product or 
service improvements. The intensity of rivalry can get more intense in case there are more 
actors inside of an industry, especially if these actors are in equal size with approximately the 
same influence power. (Porter, 2008; Xie & Kwok, 2017). 

4.1.2. The Customer Value Proposition 

The customer value-based theory has evolved from the basics of why customers should 
purchase a firm´s product or service passing through the concept of an entire set of experiences 
and ending in innovation, sustainability or how actors work together inside of a business 
network (Payne et al., 2017). 

Markets continuously evolve due to socioeconomic or demographic factors. Evolution of 
markets entails also changes within its customers. This can be understood as the segmentation 
of the markets and means that every segment of the market has its own value equation. The 
value equation tries to satisfy each segment of customers, which generally demand better 
quality at lower costs (Slater, 1997). 

The mission for every firm should be to satisfy their target customer segment employing their 
value proposition. The value proposition should communicate the firm’s added value to the 
target customers and at the same time, be able to provide it (Payne et al., 2017; Slater, 1997). 

Payne et al. (2017) proposes three perspectives of customer value propositions (CVP), the 
supplier-determined CVP perspective, which focuses on how the firm plans to deliver its value 
proposition and identifies it. The second one is the transitional CVP perspective, which focuses 
on customers´ perspectives and their experience while using the firm´s product or service. The 
last type is defined as a mutually determined CVP; this one is focused on how the value towards 
customers is co-created in a bi-directional sense between supplier and customer. Co-creation 
can also be reflected in the relationship of different business actors inside of a business network 
(Payne et al., 2017). 

Managers or strategy planners inside the firm should decide which one of the three perspectives 
they will use. This means that they should be able to identify which one of them is more relevant 
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for their specific context and how the specific decision will influence into their performance 
and customer relationship (Payne et al., 2017). 

Within the framework for understanding CVP, Payne et al. (2017) introduced market 
knowledge as an essential base for the competitive advantage of the firm. Both customer 
knowledge and competitor knowledge are included here (Payne et al., 2017). Customer 
feedback is a way in which firms can understand more about their customer desires. With this 
feedback, firms should be able to modify their strategies in order to satisfy their customer´s 
desires and comply with their selected customer value proposition (Slater, 1997). Both Payne 
et al. (2017) and Slater (1997) emphasize that customer feedback is essential for understanding 
customers and therefore, increase the chances of providing them with a better offer. In the same 
way, Payne et al. (2017) also includes competitor knowledge as an ingredient to offer superior 
solutions to customers. 

Better performance can be achieved by a firm when they are aware of their value proposition 
and can operate within a customer-value culture. Apart from this, the fact of being in close 
contact with customers is also an essential part of the process (Slater, 1997). 

According to Slater (1997) a customer value proposition can be developed in four phases. Those 
phases are the establishment of market objectives, selection of market segment, selection of 
value proposition and the development of capabilities needed to deliver the selected value 
proposition to customers. With this in mind, it is possible for firm strategists to create their 
value strategy for their specific segments (Slater, 1997). 

4.1.3. Networks and Business Relationships 

Over the years the environment and the external context for the organizations have become 
more complex and organizations realized that they were actually part of a bigger network 
composed of other organizations and entities than they assumed for. The biggest reason of that 
situation is markets have become much more globalized over the time and with the availability 
of the information about this globalized market and with the technological enhancements, 
companies started to get involved with the other ones that they couldn’t even think of before or 
that they didn’t even know existed before. As the natural outcome of this improved 
understanding of business networks, the relationships between the different entities also 
changed drastically. The importance of forming partnerships and trustworthy business 
relationships have become much more important unlike the arm’s length relationships of before 
where two or more parties formed without any sense of commonality or shared perspective 
(Baraldi, 2007). 

The study of business networks among different kind of firms was barely studied before. Both 
Håkansson & Snehota (2006) and Baraldi (2008) agree that a shift in the way of thinking about 
firms has recently emerged and that this went from thinking about firms merely as a unit to 
considering them part of a more complex system of relationships and actors. 
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Håkansson & Snehota (2006) mention that the organizational theory of the firm has been 
changed from an internal perspective to what he calls an organization environment interface. 
The difference here relies on the fact that with traditional theory, the firm is considered to be 
an embedded part of a system rather than considering it to have its own influence and, to some 
extent, control over the environment (Håkansson & Snehota, 2006). 

According to Baraldi (2008) traditionally, the high-tech industries were the ones initially 
considered as working with network strategies within their businesses. However, more 
traditional and low-tech sectors out there also present this kind of organization due to the fact 
that they represent an essential way of handling their resources and relations (Baraldi, 2008). 

As mentioned above, Håkansson & Snehota (2006) highlight how the traditional strategy 
management theory handles firms’ relationships with their environment. The basic assumptions 
are that the environment is something that has to be controlled after being analyzed. 
Management then should come up with solutions based on their analysis and propose their plan 
to overcome possible threats in their context. At the same time, the assumption that 
opportunities must be exploited rather than created is also present in this theory. These 
assumptions are challenged by the network model of the organization (Håkansson & Snehota, 
2006). 

A network model highlighted by Håkansson & Johanson (2001) includes three main parts in a 
network environment. Those parts are the actors, activities and resources (ARA Model). Actors 
appear as the ones who perform and control the activities, they decide how they will be done, 
and which resources are to be used. After that relationships arise, the exchange process between 
the different actors will develop the connections within the environment and the actors. Figure 
5 represents this ARA Model. 

Through the creation of the relationships inside of the network, actors control their own 
resources, and at the same time, they can gain access to other actor´s resources (Håkansson & 
Snehota, 2006). This becomes especially important when the firms being analyzed are dealing 
with limited resources and therefore need to supplement their offerings through the relationship 
and resources that they gained through a business network (Baraldi, 2008). Hence, in order to 

Actors

ResourcesActivities

Figure 5 Basic Structure of Network Model (Håkansson & Snehota, 2006) 
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generate value from these resources, companies need to work “in relation to others” but not 
“against them” (Baraldi et al., 2007). 

This situation actually creates a great mutuality and dependence between different actors, and 
this also extends to the two of the most important entities of the network which are “two 
enterprises expected to be in a rivalry”. From this perspective in order to get the best value out 
of the activities both sides need to form business relationships and partnerships because if both 
sides define themselves as just a rival (like in an arm’s length relationship) they might miss the 
opportunities to gain the whole advantage from this relationship (Baraldi, 2007). For example, 
they might come across on some occasions where they need to develop a product or a service 
together and this might open up a whole other opportunities (like a chance to enter a new market 
etc.) for both of the sides, but if they were just in an arm’s length relationship, it is almost a 
certain thing that they would miss it. 

Additionally, from the perspective of Hakansson’s “Networks as Organizations” networks are 
the core of the organizations and they are formed in a very natural way (Hakansson & 
Johansson, 1992). So, in a sense that the networks were there from the start, while the markets 
and organizational hierarchies are constructed by the humans in order to give a meaning to that 
networks (Baraldi, 2008). From this standpoint, maintaining arm’s length relationships and 
downgrading the context of a relationship to just a rival is a forced and an unnatural thing. The 
reason of that situation is that the companies are nestled into the networks beyond their will and 
the natural way of interaction for a firm is through trustworthy business relationships (Baraldi, 
2008). 

4.1.4. Differences Between “Porter’s Strategic Positioning” and “The Network View on 
Strategy” 

“Porter’s strategic positioning” gives great control to the firm over its activities, resources and 
capabilities. “Network-view” on strategy argues that power of control and discusses that the 
resources are in fact shared among the different entities of the business network and they can 
be partially “controlled” with the interactive relationships with the other entities (Baraldi et al., 
2007). In a sense, the resources that only under the control of just one company is not enough 
to create a competitive advantage and in order to achieve that, each entity of the business 
network need to gain access over the others’ resources (Hakansson & Snehota, 1989). 

The “Network-view” concept of strategy looks inter-company relationships as a dependence to 
one another and as a strengthening notion unlike Porter’s view of constant competition and 
rivalry between them. In “Network-view” a company’s position inside its network isn’t a fixed 
thing and it changes with different perspectives over this network, so in one perspective and 
context, two companies might be direct competitors and rivals while in another one they might 
be partners (Baraldi et al., 2007). For example, a restaurant might be seen as a competitor by a 
hotel, since they both offer dinner service to their customers, but having an agreement between 
two and offering reduced prices for a dinner in that restaurant might pull some new customers 
for that hotel, boosting their revenues from accommodation. The important part about this 
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situation is both partnership and rivalry can exist simultaneously, so it is impossible for an 
“optimized positioning” like Porter suggested. 

4.1.5. Explanation of Chosen Theory 

Porter’s positioning strategy and Porter five forces will be an essential concept within this thesis 
and will help to understand more about the current situation between Airbnb and the low and 
mid-tier hotel industry in the Stockholm and Uppsala region. This will also help us to 
understand the development of a market and its growth depending on different factors of its 
environment. The five forces that shape the industry are the threat of new entrants, bargaining 
power of buyers, bargaining power of suppliers, threat of substitute products or services and 
rivalry among existing competitors (Porter, 2008). 

The ideas that Porter (2008) includes inside his theory are of importance for the understanding 
of the current relationship among the small and medium-sized hotels in the Stockholm and 
Uppsala region and the emergence of the so-called P2P platforms around the city, specifically 
Airbnb. Inside of our thesis work, the theory will be helpful to analyze concepts such as the 
threat of entry of new actors into the existing markets and also the threat of substitution that 
these new actors can represent to the incumbent´s offerings.  

The threat of entry concept will be considered into our interviews, and the aim of including it 
is to evaluate what are the actual implications and how different actors inside the small and 
medium-sized hotel industry feel after the emergence of Airbnb in the Stockholm and Uppsala 
region. Results can be varied, and actors can feel that Airbnb is a threat to their operations or 
not. Other results including specific cooperation between Airbnb and the hotel industry can also 
be expected to obtain from this investigation.  

The fact that Airbnb offers a similar offer to the incumbents’ users of the hotel industry makes 
it suitable for exploring its potential substitute effects inside the small and medium-sized hotel 
industry sector in Stockholm and Uppsala and comparing them to Porter´s threat of substitutes. 

The intensity of rivalry in the selected hotel industry in Stockholm and Uppsala will be part of 
the aims of the study since the emergence of Airbnb could be generating several similar 
competitors inside a geographic area. As stated by Xie & Kwok (2017), the generation of 
several similar competitors might be affecting the performance of the industry, which might be 
influencing corporate business decisions among incumbents of the industry. 

Porter´s Power of Buyers concept is reviewed because the low and mid-sized hotel industry 
sector is a sector with customers that are price sensitive (refer to, Oskam and Boswijk, 2016), 
and the concept might be relevant after the emergence of Airbnb within the industry actors. 

Being aware of competitors’ actions is something that Porter includes inside his theory as an 
essential ingredient of a firm´s business strategy. It is also likely that hotels consider Airbnb 
neither as a threat nor as a collaborator. For this reason, we will also be verifying to what extent 
the industry actors are aware of their competitor’s actions.  
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The concept of high barriers towards new entrants will be analyzed. Even though this is not the 
main objective of the thesis, it will be useful to understand, from the point of view of the hotel 
industry, if there is any high or low pace of entrance from Airbnb and what could be the reasons 
of such pace. 

As Porter highlights, implications of the emergence of new actors can be displayed in different 
ways. New marketing strategies or investment in order to announce rooms or communicate 
their value offer to customers might be happening as a response to the competition generated 
from new entrants. A war of prices between hotels is also likely to happen as an action to retain 
their existing market share in some specific hotels. 

The customer value-based theory of the firm will be used to understand more about how the 
actors of the small and medium-sized hotel industry in the Stockholm and Uppsala region offer 
their value proposition. It will be useful to compare different value propositions among different 
hotels and then compare them to the value proposition of Airbnb. Own conclusions about 
unaware threats due to similar value propositions can be obtained from the comparison. 

Segmentation of customers is of our interest since it is, according to our selected theory, one of 
the steps that firms need in order to develop a real value proposition towards their customers. 
Apart from their target customers, we will be checking how hotels collect and use the 
information and feedback from their customers in order to improve and keep their customer 
value proposition. 

The selection of business network and relationships theory is made since results from interviews 
can give us different insights into possible network behavior between the actors of the selected 
hotel industry. One of the possible scenarios of a network and relationship behavior can be 
generated if the actors of the small and medium-sized hotel industry in the Stockholm and 
Uppsala region consider Airbnb as a collaborator. In case they consider them as a collaborator, 
then it will be useful to see in which way the relationship between them is managed and also 
how resources can be shared between them. 

Another scenario can be if different hotels share their resources and information in order to 
counteract the effects of other entrants like Airbnb. In this case, there would be no collaboration 
between Airbnb and the hotels, but an internal collaboration from the actors of the industry 
towards Airbnb. Both scenarios are interesting for this thesis since the possible relationships 
and sharing of resources among Airbnb and the hotel industry is of our interest. 

4.2. Social, Economic and Ethics Theories 

4.2.1. Neoliberalism and Its Relationship with Sharing Economy 

Neoliberalism can be summed as the policies of economic liberalization, namely, privatization 
deregulation, free trade, and reductions in government control over the economy, to enable an 
increased role of the private sector in economy and society (Springer et. al., 2016). And like so 
many other phenomena, the “sharing economy” is injected inside the neoliberal scene in one 
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way or another (Thoem, 2015). Since sharing economy rejects the conventional norms of the 
traditional markets and economy, some might debate that sharing economy is a new system that 
shakes the foundations of neoliberalism. From another perspective, sharing economy itself 
encourages decreased regulations and control over transportation, hospitality, usage of land 
etc., so it actually fits right under the pillars of neoliberalism (Thoem, 2015). 

Since the hospitality industry is more interested specific sharing economy topics that relates to 
the usage of land and the regulations and laws that affect the city itself, it is appropriate to 
concentrate our discussion of neoliberalism towards these specific areas. This specific area 
where the cities themselves directly affected by the neoliberal economy is named 
commodification and consumption of the city by other researchers (e.g., Harvey, 2008; 
Theodore et. al., 2013; Thoem, 2015) and we will discuss this subject on the remaining of this 
section in order to lay a background for discussing the social implications and of the social 
sustainability of the sharing economy. 

4.2.2. Commodification of the Urban Space 

Harvey (2008) defined the changes in the structure of the cities as “cities have become 
increasingly central to the reproduction, transmutation and continual reconstitution of 
neoliberalism during the last three decades. Connected to the changing structure of the cities’ 
urban life had also changed. Harvey (2008) described it as “urban life has become a commodity, 
as has the city itself, in a world where consumerism, tourism, cultural and knowledge-based 
industries have become major aspects of the urban political economy”. 

The new developed notion of the city is much closer to a tangible commodity where 
governments and corporations can search for ways to gain economic benefits, rather than a 
space where people can shape with their own free will according to their needs. By looking at 
this new notion of the city two implications can be made. The first one is, as Thoem (2015) and  
Harvey (2008) pointed out, the governments started to prioritize policies that benefits “the 
capital over citizens” in order to reap more benefits from the city. Hence, cities had become 
“laboratories for neoliberal policies” (Theodore et. al., 2013; Thoem, 2015). But the economic 
benefits are not just open to be collected by the governments, the corporates are another entity 
that rivals the governments on that front, where this issue constitutes the second implication of 
the new city notion (Thedore et. al., 2013). The governments and corporations are in a constant 
contest over creating new ways to produce more benefits from the city. These new ways are 
generally in the form of innovations for corporations (where Airbnb can be considered under 
this classification) and in the form of regulations/policies for governments (more about this 
point will be discussed later in this chapter). 

Thoem (2015) defined this new city structure as the Neoliberal City and referred “the city and 
city life, as a commodity to be produced and consumed”. He also underlined the 
commodification of the city as one of the reasons for creating a basis for gentrification and 
gentrification as one of the biggest ethical concerns relating to the cities and its residents 
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(Thoem, 2015). At this point, it can be discussed what gentrification is, how it creates ethical 
problems and how all these relates with P2P accommodation renting platforms such as Airbnb. 

Since the used terms can create confusion about their relationship with one another, the below 
pyramid in Figure 6 is created. Neoliberalism creates a basis for the commodification of the 
cities. And this commodification is one of the main pillars in the foundation of the 
gentrification, where gentrification creates ethical and sustainability concerns relating to the 
urban life. 

 

 

4.2.3. Gentrification 

Neoliberalism created a basis for the creation of the neoliberal cities by turning them into 
reapable commodities. And this process of the commodification’s most directly observable 
effect is “the rise and rapid spread of gentrification” (Thoem, 2015).  

The process of gentrification can be defined as “residents with higher disposable incomes and 
higher education levels invest in previously working-class neighborhoods, displacing prior 
residents, has had a lasting effect, transforming physical and social landscapes of the cities” 
(Thoem, 2015). 

UrbanDiscpacelementProject (2017) stated in their video that to better understand the 
gentrification, there are three aspects to consider. “The first one is the historic conditions, 
especially the policies and practices that made communities susceptible to gentrification. 
Secondly, the way that central city disinvestment and investment patterns are taking place today 
as a result of these conditions (in other words, the reasons for gentrification). And lastly, the 
ways gentrification effects communities (in other words, the results of gentrification)”. 
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In this study, in section (6.2.2.), we will investigate how Airbnb takes its place and becomes 
one of the reasons for gentrification. Therefore, we will be looking to the second aspect of the 
process of gentrification. 

In a latter section (6.3), we will be investigating the ethical results of the gentrification and 
hence, connected to that, examining the ethical concerns surrounding Airbnb. This will be a 
look through the third aspect of the gentrification. 

We won’t be exploring the first feature of the process of gentrification, since the historical 
conditions that created a foundation for the gentrification is a topic in which Airbnb does not 
have a direct effect on. Airbnb’s creation is relatively new and maybe if the platform continues 
to exist and contribute to the acceleration of the gentrification on the long run, it might become 
a historic condition that can be inspected and therefore might become a point for a future 
research prospectively. 

4.2.4. Utilitarianism 

The term utilitarianism will become important in the discussion of ethics of gentrification, since 
many politicians and policy makers established their ideas of ethics as taking utilitarianism as 
the basis. 

Without delving into too much depth, “utilitarianism developed as a modern theory of ethics 
by the 19th century philosophers Jeremy Bentham and John Stuart Mill, seeks the greatest 
balance of happiness over suffering in society as a whole. Utilitarianism seeks the greatest net 
benefit in any situation. In economics, it is often expressed in monetary terms” (Staub, 2018). 
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5. RESULTS AND ANALYSIS  

In this chapter, results of the interviews with hotels/hostels and analyses in the areas of hosts, 
industry representatives and regulations are presented. 

5.1. Results and Analysis of Hotels/Hostels 

5.1.1. Competitors 

One of the first topics addressed within the semi-structured interviews with hotel actors was 
related to their competitors and how they recognized them. Results were varied and with 
different opinions towards them. 

In Stockholm, Birka Hostel representative defined their competitors as other hostels in the 
surrounding and central areas of Stockholm that share the same segment of customers. To be 
more specific, they considered hostels that have customers with the aim of having a central and 
cheap place in Stockholm (Birka Hostel, personal communication, 2019). On the other hand, 
Hostel Generator which is considered a medium-sized hotel in Stockholm, had a more specific 
answer to this and pointed out competitors such as City Backpackers or Scandic Downtown 
Camper. Hostel Generator also mentioned that even though these are their closest competitors, 
they also consider them as friends or collaborators (personal communication, 2019). 

In Uppsala, Selma Hotel´s owner defined his hotel as a “hotel-hostel” and compared themselves 
to big chains such as Radisson, this based on rankings and reviews provided to their hotel and 
their own quality requirements (personal communication, 2019). As the owner of the hotel 
mentioned, hotel standards are a requirement for all of their rooms in the hotel, but the fact of 
having shared facilities like kitchen or bathrooms is what makes them a “hotel-hostel” (Selma 
Hotel, personal communication, 2019). A similar answer from Skanstull’s Hostel was given in 
this topic, and their representative mentioned that their competitors were bigger hotels rather 
than hostels, this because they were trying to offer more private rooms instead of shared rooms 
to their customers (personal communication, 2019). 

Even though Citystay representative said that it is sometimes difficult to find and define who 
their competitors are, she identified Akademihotellet or Clarion Hotel Gillet depending on the 
point of comparison, for instance, the number of rooms or their target customers (personal 
communication, 2019). Uppsala City Hostel´s owner also pointed out that it was difficult to 
identify their exact competitors, no names were given in this topic, it was just mentioned that 
small hostels around the central area of Uppsala were their competitors (personal 
communication, 2019). 

5.1.2. Awareness 

The efforts to keep updated with the environment and cope with competitors’ actions also have 
some sort of variation among the different interviewed actors. Birka Hostel representative 
commented that the most important thing that they were checking from other hostels is the 
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price, as mentioned by her “not to be completely out of range” and keep a competitive offer to 
their clients (personal communication, 2019). 

Selma Hotel and Uppsala City Hostel follow a similar policy against their competitors. Both of 
them mentioned that it was better to concentrate more on their value proposition towards their 
customers rather than keep a continuous effort on verifying what the others are doing. As 
mentioned by them it is simply just better to concentrate on their own business and try to be the 
best one by doing so (Uppsala City Hostel, personal communication 2019; Selma Hotel, 
personal communication, 2019).  

On the other side, Citystay representative shared that they do a benchmark to verify their 
competitors’ actions. Using specialized software, they can check other hotels’ availability, 
sales, or earnings of the month, among other data. The software, as indicated by Citystay 
representative doesn’t show any hotel names, but it is useful for them to have a comparison 
with other actors of the industry. On the same way, they also use booking.com platform since 
this one also allows them to have updated information about the current situation of the market. 
Both platforms are used by Citystay to be aware of the market, but as mentioned by their 
representative, no significant changes are done after this verification, maybe some price 
adjustments are made not to be entirely out of range when compared with other hotels and also 
considering the season of the year (CityStay, personal communication, 2019). 

5.1.3. Customer Segmentation 

After the interviews, the results from customer segmentation show a broad concept among most 
of the representatives of the interviewed hotels. 

Backpackers and students were mentioned to be one of the target customers for Birka hostel 
together with the tourist that wants to be near the city for an affordable price (Birka Hostel, 
personal communication, 2019).  

Uppsala City Hostel and Birka Hostel mentioned to have students and a big mix of different 
customers without having a specific target customer, this mix of customers also include 
business and working visitors (Birka Hostel, personal communication, 2019; Uppsala City 
Hostel, personal communication, 2019). 

Both Birka hostel and Uppsala City Hostel mentioned seasonal differences with the student 
segment that usually increases when an academic semester starts, and some students are looking 
for a permanent place to live (Birka Hostel, personal communication, 2019; Uppsala City 
Hostel, personal communication, 2019). Uppsala City Hostel shared that even though it is 
sometimes difficult to have a specific customer segment, for them, it is undesired to have a 
problematic type of customer such as the “party customer” preferring more the family customer 
segment (Uppsala City Hostel, personal communication, 2019). 

Selma Boat´s owner shared that before opening the hotel, they were expecting to have students 
and young people in their hotel. In the end, it didn’t end up being that way, and they generally 
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have people over 30 years old; also, students don’t usually come to their hotel. On the contrary, 
more non-leisure customers visiting the city for conferences or having a carrier in Uppsala are 
the ones that are commonly staying at their hotel (Selma Boat, personal communication, 2019). 

Skanstull´s hostel mentioned that their evolution as a hostel has led them to reduce the number 
of rooms and have more private spaces for their business clients, since this segment is one of 
the most important for them, but not necessary the only segment since leisure travelers also are 
common inside their customer base (Skanstull’s, personal communication, 2019). 

Medium Sized hotels like Generator Hostel or Citistay seem to have a more defined and 
identified customer segmentation. Citystay target customer is based on different events 
happening around the city (Citystay, personal communication, 2019). Events such as 
symposiums or conferences increase Citystay customers significantly and students or tourists 
do not enter into their target customer segment (Citystay, personal communication, 2019). 
Generator Hostel also defines themselves as a hotel that targets business customers, but at the 
same time, they expand their segmentation to more sectors of the market such as backpackers, 
students or families (Generator Hostel, personal communication, 2019). Different customer 
segmentations can, as stated by Generator Hostel representative, depend on the season of the 
year since different seasons can bring a different type of customers (Generator Hostel, personal 
communication, 2019). 

5.1.4. The Customer Value Proposition 

A Customer Value Proposition based on a basic offering was found both at Birka Hostel and 
Uppsala City Hostel. Both of them commented that the price was the most important part of 
their proposition, and this meant that no activities or efforts to connect their customers with the 
city were performed inside their CVP. Based on their comments, this meant that they only 
provided a bed in a good location for a good price (Birka Hostel, personal communication, 
2019; Uppsala City Hostel, personal communication, 2019). Birka Hostel mentioned that basics 
such as coffee or tea were provided for free because their competitors also offer this in their 
most basic CVP, in case they didn’t provide this they would be losing customers (personal 
communication, 2019). Uppsala City Hostel mentioned that inside their CVP, they also want to 
be considered as a very clean hostel and in good conditions (personal communication, 2019).  

A CVP based on a better experience for the customer during their stay was found at Hostel 
Generator, Skanstull´s Hostel and Selma Boat. Selma Boat mentioned that their hotel standards, 
together with the intention of providing a “home experience” to the customer were the basics 
of their proposition. According to Selma Boat´s owner, they want to personally share with the 
customer all of the information needed to have a pleasant stay and provide useful information 
about the city´s points of interest. Selma Boat´s owner mentioned that some other effort within 
their CVP was also to be pet-friendly (Selma Boat, personal communication, 2019). 

Hostel Generator has a similar offering to the one offered by Selma Boat but with more 
connections to the city and experiences provided to the customers. Free walking tours or hop-
on hop-off are some of the experiences provided by the hostel. Socialization in the common 
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area is something that they care about by giving ample space for customers. Hostel generator´s 
CVP is then more based on being a social experience and, as they say, having a fresh product 
to the customer (Hostel Generator, personal communication, 2019). 

On the other side, Skanstull´s hostel offering was more based in a mix between providing a 
private and quiet space together with a common are where its customers can socialize all of this 
together with a well maintained and unique decoration not found in any other hostel (Skanstull´s 
hostel, personal communication, 2019). Unlike Hostel Generator and similar to Selma Boat, 
they are not offering any connections or activities inside or outside the hotel, also because they 
want to respect their value proposition as a place where its customers can stay in a quiet rather 
than in a noisy space. (Skanstull´s hostel, personal communication, 2019). 

5.1.5. Opinion towards Airbnb and the Network Collaboration 

One of the aims of the study is to evaluate if whether or not the hotel actors of the small and 
medium-sized hotel industry in the Stockholm and Uppsala region consider Airbnb as a threat 
or more as an actor with a collaborator role. Within our interviews, we could find different 
points of view and collaborations with the platform. 

Some hotels like Birka Hostel and Uppsala City Hostel (Birka Hostel, personal communication, 
2019; Uppsala City Hostel, personal communication 2019) said that they don’t think they 
compare themselves to Airbnb´s offer. Birka Hostel said that they didn’t have enough 
knowledge of the platform and therefore are not using it as a distribution channel for their rooms 
(Birka Hostel, personal communication, 2019). On the same way, Uppsala City Hostel’s owner 
mentioned that he didn’t know anything about the platform or how it works (Uppsala City 
Hostel, personal communication, 2019). 

Hostel Generator, Citystay and Skanstull´s Hostel thought they didn’t have affectations from 
Airbnb platform and at the same time, all of them use their own platforms to announce rooms 
without any collaboration with Airbnb (Hostel Generator, personal communication, 2019; 
Citystay, personal communication 2019; Skanstull´s hostel, personal communication, 2019). 
Hostel Generator considered that the conditions for Airbnb to operate in the city of Stockholm 
are complicated and therefore, the affectations of their platform are not considerable (personal 
communication, 2019). On the other side, Citystay and Skanstull´s Hostel also considered that 
using the platform as a distribution channel for their rooms was discussed at the beginning but 
decided not to do it for different reasons. In the case of Citystay, it was because their customers 
would be confused about who they are and what their value proposition is (Citystay, personal 
communication, 2019). According to Citystay, customers of Airbnb are not compared to theirs, 
and actually, they think that the emergence of the platform in the city of Uppsala helped them 
to have less undesired customers in their rooms (Citystay, personal communication, 2019). 
Those customers can be compared with the ones mentioned above by Uppsala City Hostel and 
described as “party customers.” 

Selma Boat commented that their channels of distribution included their own and also different 
external platforms, Airbnb is included into these platforms. They use the Airbnb platform to 
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announce a couple of their rooms. Selma boat´s owner doesn’t consider any affectations from 
the Airbnb and, on the contrary, utilizes their service to advertise some but not all of their rooms 
available (Selma Boat, personal communication, 2019).  

According to Selma Boat´s owner, the only thing that he doesn’t like about the collaboration 
with the Airbnb platform are the prices. He explained that the prices announced by Airbnb are 
generally the lowest among different platforms, as a consequence, they receive less money from 
these rooms and their Value proposition is affected since they don’t want to be portrayed as a 
cheap hotel (Selma Boat, personal communication, 2019).  

An interesting comment from Selma Boat´s owner was that they are currently collaborating 
with different businesses around Uppsala. The creation of packages with golf courses or 
theaters such as Regina Theater is one of their new strategies to get more customers sleeping in 
their beds. The strategy includes some strategic collaborations whenever an important event is 
happening around the city, such as a convention or a big show (Selma Boat, personal 
communication, 2019).  

The intention of these collaborations, according to Selma Boat´s owner, is that they can be 
permanent and that they can get customers interested in those packages even when there is not 
a big event happening around the city. Selma Boat´s owner said they want those packages to be 
attractive to the customers due to their simplicity when booking a trip to Uppsala. The intention, 
as mentioned by Selma Boat´s owner is to create a bigger network of businesses collaborating 
with them in the future (Selma Boat, personal communication, 2019). 

5.2. Results and Analysis of Hosts 

5.2.1. Analysis of Host´s in the Stockholm and Uppsala region 

For having a better understanding of the whole situation and see how the Airbnb platform is 
perceived and working in the region, we are going to analyze how renting an Airbnb listing 
looks from the side of the hosts. The aim for analyzing this is to understand what the main 
reasons for hosts are to be hosts. At the same time, we would like to know if besides the reasons 
for hosting there are some other reasons that impede hosts from renting out their spaces. We 
also want to know what is the general opinion that hosts have towards the legal regulations for 
the Airbnb platform. 

In order to do this analysis, we will be checking the interview results gotten by Thoem (2015) 
which interviewed 8 hosts within the city of Stockholm. In addition, we will add 2 more 
interviews with Uppsala hosts so we can compare and analyze data from 10 hosts within the 
Stockholm and Uppsala region. Inside Thoem´s work, all participants preferred to remain 
anonymous, being only named by areas depending on their listing´s location inside the city. 
Participants in Uppsala also preferred not to be mentioned, therefore, they will be mentioned in 
the same way Thoem did. 
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5.2.2. Hosts´ Reasons for Renting Out a Space Through the Airbnb Platform 

To start with the analysis, we want to know more about the reasons that motivate hosts to offer 
their spaces through the platform. The main reason found within Stockholm hosts is having an 
extra income (Thoem, 2015). This varies from host to host but as a big commonality all of them 
mentioned that their biggest motive was receiving extra money for their expenses (Thoem, 
2015). Uppsala interviewees also showed similar motives when interviewing both participants, 
this was the extra income as the main reason to publish and rent out their dwelling (personal 
communication, 2019). 

Some hosts mentioned that renting out their space was only considered as a small and extra 
income used for small expenses without feeling guilty (Östermalm i, Stockholm, Thoem, 2015; 
Luthagen, Uppsala, personal communication, 2019) Some other hosts shared that they used to 
rent their homes with the objective of paying back their rent, but not trying to get a profit after 
this barrier has been surpassed (Centralen, Stockholm, Thoem, 2015; Ekonomikum, Uppsala 
personal communication, 2019). Using Airbnb as an important income was mentioned by one 
of the interviewed hosts in Stockholm but just before getting a full-time income (Högdalen ii, 
Stockholm,Thoem, 2015). 

The fact of avoiding paying double costs was an influential factor for some hosts as a reason 
for using Airbnb. Some of them mentioned that the platform is providing a good opportunity to 
receive an income while they are not using their apartment or are traveling outside the city 
(Kungsholmen, Stockholm, Thoem, 2015; Södermalm, Stockholm, Thoem, 2015). Another 
host mentioned that he uses it while trying to get a long-term tenant for his unused room, also 
with the aim of not paying double costs when the room is unused (Ekonomikum, Uppsala, 
personal communication, 2019). 

After the economic aspect, different hosts mentioned that the exposure to people coming to 
their places was also an important factor for choosing to publish their dwellings in the platform. 
Exposure to new cultures and people was mentioned to be an important reason for renting out 
among interviewees in Stockholm. This last reason (exposure to new people) was also 
mentioned by an interviewee from Uppsala as a pleasant result of having a person inside of his 
apartment whenever he feels like having some company (Luthagen, Uppsala, personal 
communication, 2019). In Stockholm, some hosts with family mentioned that exposing their 
children to the English language was an appreciated advantage as well (Thoem, 2015).  

5.2.3. Hosts´ Reasons for not to Rent Out a Space Through the Airbnb Platform 

According to the interviewed hosts, there are also some reasons for thinking twice before 
publishing their space in the platform, and therefore stopping its usage. Hosts in Stockholm 
didn’t consider regulations against sharing platforms as a main factor for not publishing their 
space in the Airbnb platform, contrary to that, they tend to think more in other factors like the 
effort that represents having a space with a constant good presentation for guests (Thoem, 
2015). In Uppsala, this same factor was mentioned by Ekonomikum when he mentioned that 
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having a lot of guests requires too much effort and receiving too many guests simply makes 
you feel like a real hotel, which is not necessarily nice (personal communication, 2019). 

Some hosts mentioned that the constant effort of having a place always ready and in perfect 
clean conditions was sometimes exhausting (Thoem, 2015). Also, being always in a good mood 
for their guests is also something difficult to comply with since this is important for their 
reviews and future reservations (Thoem, 2015). This is the reason why they sometimes reduce 
their availability within the platform by reducing the amount of days their dwelling was visible 
for Airbnb guests (Thoem, 2015). 

Having strange people inside their apartment was considered to be a disadvantage for several 
hosts both in Stockholm and Uppsala. In Stockholm, 6 out of 8 participants mentioned that they 
were never fully comfortable with this and that this was one of the most important 
disadvantages (Thoem, 2015). In Uppsala, Luthagen also mentioned that even though he only 
receives people with good reviews, it is sometimes difficult to leave people that he doesn’t 
know 100% inside his apartment (personal communication, 2019). 

Related to uncomfortable situations with guests, participants in Stockholm reported to be asked 
about “extra services” before the booking and some others said that the apartment was once left 
in a bad state after their guests´ stay (Thoem, 2015). In Uppsala, Luthagen reported that 
uncomfortable situations are not so common, but he has had some of them, like the day when 
he found a guest lying on his couch completely naked, this forced him to personally verify and 
approve every request from Airbnb before receiving a new guest (personal communication, 
2019). 

5.2.4. When and Under Which Conditions Do Hosts Decide to Host? 

The reasons previously mentioned summarized the reasons why hosts decide to rent or not to 
rent out their spaces. In this section we want to summarize when and in which conditions hosts 
usually put their space available for renting inside the Airbnb platform.  

The fact of paying double costs was previously mentioned in the reasons on why to rent and 
can be pointed out again to explain that two interviewees in Stockholm considered this as a 
good moment to announce their dwellings since they consider a big advantage to avoid paying 
while being away of the city (Kungsholmen, Stockholm, Thoem, 2015; Södermalm, Stockholm, 
Thoem, 2015). In the same way, Ekonomikum in Uppsala also said that whenever one of the 
extra rooms in his apartment is not occupied by a long-term tenant, he tries to get guests in 
order to avoid paying that room himself (personal communication, 2019). 

On the contrary, two other hosts expressed their willingness to go out of their apartment and 
look for a friend’s place or some hostel in case a reservation was requested in any day of the 
week (Östermalm I, Stockholm, Thoem, 2015; Östermalm ii, Stockholm, Thoem, 2015). 
Finally, other hosts reported that they occasionally published their apartments in the platform 
but following specific and personal rules for the time they publish. A Stockholm host shared 
that he was only publishing his space during weekends and never after getting more money than 
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the amount he pays for rent (Centralen, Stockholm, Thoem, 2015). On the same way, Luthagen 
in Uppsala said that that he only rents occasionally but never when he has his children at home 
since he is a single dad taking care of them every other week (personal communication, 2019). 

5.2.5. Opinion and Actions Towards Current Regulations 

When asked about the current processes and valid regulations towards renting out temporary 
spaces from the Swedish tenancy legislation and the taxing agency (for more information please 
refer to “Results and Analysis of Current Regulations” (5.4)), participants in Stockholm and 
Uppsala had different points of view but a general tendency to not inform their landlords or 
neighbors and ignore taxing regulations was found among them (Thoem, 2015) (personal 
communication, 2019). 

Two of the interviewees in Stockholm mentioned that the procedure for subletting was 
something they don’t usually comply with since they are afraid of getting a negative answer 
from their landlord, and therefore, not being able to sublet their apartment through the platform. 
Instead of this they simply skipped this process and proceed directly to offer the apartments 
without this approval (Thoem, 2015). In Uppsala, this same situation was discovered among 
the interviewees, both of them shared that they don’t report it since their apartments are not 
rented out that much during the year (personal communication, 2019). Luthagen in Uppsala 
also commented that he has never had any conversation with other neighbors, but if he had, he 
thinks he would probably say that his guests are some acquaintances in order to avoid problems 
(personal communication, 2019). 

All Airbnb hosts in Stockholm were aware, in their own extent, of the current taxing scheme 
and how to comply with it, but not all of them pay enough attention to it. Even though Airbnb 
hosts were aware of the general requirements, some of them usually didn’t comply with this 
taxing limits since they consider there was usually no repercussions if they ignore them (Thoem, 
2015). In Uppsala, both Luthagen and Ekonomikum shared that they checked the taxing 
regulations at the beginning when the published their rooms for the first time, but have never 
checked again since they consider they are below the required amount for reporting and pay 
taxes to Skatteverket (personal communication, 2019). 

According to the majority of the interviewed actors in Stockholm this limit is rarely surpassed 
and even though this limit is usually not broken, the fact of having a regulation in this sense 
didn’t represent a main reason to stop renting their flat to new guests. One host commented that 
he probably has been over the limit for Skatteverket in recent years but has not reported it to 
the taxing agency and not much has happened (Thoem, 2015).  Luthagen in Uppsala said that 
he investigated about taxing regulations for short term the first time he published his apartment 
in the platform a couple of years ago, but by now he doesn’t remember every detail, especially 
for specific numbers. In the same way, he said that since he doesn’t earn lot with the platform 
then he is not really worried about taxation at Skatteverket (personal communication, 2019). 

Opinion towards regulations seemed to be somehow divided between Airbnb hosts. In 
Stockholm Södermalm mentioned that the apartments rented through the Airbnb platform 
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should be exempt from regulations since they are only sharing their own space with others, and 
therefore, regulations should be directed to more permanent business like those with bed and 
breakfast concepts (Thoem, 2015). Östermalm I in Stockholm also recognized regulations as a 
potential threat to the operations of Airbnb in the city (Thoem, 2015). 

Even though there is a clear tendency to defend the platform from what hosts consider risky 
regulations, hosts also identified that regulations are necessary for a proper functionality within 
the society. Östermalm I in Stockholm mentioned that even though he is not a fan of regulations 
for subletting an apartment, he understands why regulations should be implemented (Thoem, 
2015). In the same way, Ekonomikum in Uppsala shared that he supports taxing regulations for 
those that make a business out of this since the Swedish society and its functionality is based 
on taxes (personal communication, 2019). 

Hosts interviewed in the city of Stockholm expressed different opinions on how the regulations 
can applied in case those regulations are to be applied to their dwellings and reservations. 
Propositions started from a governmental website including the most important active 
regulations nowadays where any host could have access to a clear source of information 
(Thoem, 2015). Also, some measures assuring guests’ personal safety were mentioned as an 
important point within regulations. Finally, stricter regulations through tax were mentioned as 
something that is commonly used in Sweden and something that, unsurprisingly, can be applied 
as a regulator for this kind of platforms (Thoem, 2015).  Luthagen in Uppsala finds really useful 
the information regarding taxation that the Airbnb site is nowadays providing, but he thinks 
that it would be better for every host to have a quick access to this information inside their 
personal accounts (personal communication, 2019). 

5.3. Results and Analysis of Industry Representatives 

5.3.1. Interview with Tourism Industry Representatives at Visita 

As a complement, a conversation with two representatives of Visita organization was conducted 
at their offices in central Stockholm. The aim of this interview was to understand and get a 
general picture of the hotel market and the characteristics of its growth in Stockholm and 
Sweden so that we could back up some of the results obtained throughout our study.  

Visita organization was contacted via email requesting to have a conversation with a 
representative of the organization in order to understand more about the specific points of our 
study. From the beginning the organization showed total willingness to help and they put us in 
touch with two economic analysts within the organization. The actual conversation was done 
with Thomas Jakobsson (chief economist) together with Gustav Sörberg (industry analyst). 

Visita is an organization that takes care of working conditions and that advises the employers 
side. The organization, as mentioned in their website, works to create laws and regulations that 
foster better conditions for the operation of their members within the hospitality industry 
(Visita, 2019). As mentioned by Thomas Jakobsson, they are the counterpart of the unions and 
represent the employers towards their employees and also towards regulations coming from 
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official policies. Some of their main roles as an organization have to do with the negotiation 
with politicians regarding existing regulations for the hospitality and tourism industry (personal 
communication, 2019). Visita represents different actors within the industry like restaurants, 
camping, leisure park and hotel owners (Visita, 2019). 

In order to understand more about the market where Airbnb is operating within the Stockholm 
area, the analysis of its growth and development was discussed with the above-mentioned 
representatives of the organization. 

5.3.2. Analysis of the Stockholm Market: Occupied/Sold Rooms 

According to data obtained from Statistics Sweden or Statistiska centralbyrån (SCB) 
(Tillväxtverket /Statistics Sweden, 2019), we could analyze how the growth of the market has 
been performing in recent years. According to the Figure 7, the total number of occupied hotel 
rooms (Belagda hotell rum) has increased constantly in recent decades. Figure 7 shows a total 
average of approximately 1.5 million rooms occupied during the 1980´s. An increment in the 
average occupancy (Genomsnittlig %-förändring belagda rum) of 1.8% was reported during the 
1980´s decade (Tillväxtverket /Statistics Sweden, 2019).  

The increment of occupied rooms kept at a high pace during the 90´s, 2000´s and 2010’s, 
reaching an average of almost 5% growth during the 2010-2018 decade. This data reflects that 
a constant increase has been happening during the last 3 decades and the biggest increment has 
happened in the last 10 years. In figure 7, we can also see the total amount occupied rooms 
reaching a final total number of almost 6 million rooms in 2018. This reflects that after 3 
decades the total number of rooms sold increased almost 4 times, from 1.5 to 5.8 million by the 
end of year 2018 (Tillväxtverket /Statistics Sweden, 2019). 
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         Figure 7 Development of occupied hotel rooms in Stockholm, 1980-2018. (Source: Tillväxtverket/SCB, Processed by Visita) 

5.3.3. Analysis of the Stockholm Market: Supply, Demand and Profitability of Rooms 

After analyzing the market’s performance related to occupied/sold rooms, we had the chance 
to dig into data regarding the profitability of those occupied rooms in the city of Stockholm. 
The conversation with Mr Jakobsson and Mr Sörberg also showed that even though the market 
in Stockholm is showing a notorious recent increase in the number of rooms occupied per year, 
this increment is not reflecting a correlation when compared to the profitability of hotels and 
hostels in the city (personal communication, 2019). 

This observation is again backed up by data obtained from Statistiska centralbyrån (SCB). 
Figure 8 is showing a green line (Belagda rum) where the performance of occupied rooms is 
described, simultaneously the red line (Disponibel kapacitet rum) in the graph describes the 
total room capacity in the city.  The comparison of these two lines reflects a constant growth of 
both, which Is basically reflecting an increase in both the supply and the demand within the 
market city (Tillväxtverket /Statistics Sweden, 2019). 
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          Figure 8 Development of hotel parameters in Stockholm. (Source: Tillväxtverket/SCB, processed by Visita) 

The fact of having both the supply and the demand at an increasing pace in recent years means 
of course that more people are booking a room in Stockholm, but at the same time, the industry 
is providing more and more rooms in order to satisfy this demand. As an explanation for the 
specific case of Stockholm, Jakobsson commented that in this case, both the supply and the 
demand created a phenomenon that held back the price increases that would otherwise have 
happened if the capacity, also known as the supply side, would have stabilized its offer instead 
of increasing it. Less hotels means less available spaces for customers and a likely increment 
in prices due to scarcity (personal communication, 2019). 

Inside of figure 8 the darker green line shows the Average Room Rate (ARR). This line showed 
an increment between year 2016 and 2017, the same period when the occupancy rate 
(Beläggningsgrad) was really close to its full capacity or 100%. As Jakobsson commented, 
during this period the profitability expressed as ARR showed a favorable increase for the 
hospitality industry in Stockholm (personal communication, 2019). 

5.3.4. Analysis of the Stockholm market: Foreign Visitors in Stockholm 

Another factor mentioned inside the development of the hotel industry in Stockholm was the 
increment of visitors coming outside the European union that Sweden has had in recent years. 
According to data from Statistiska centralbyrån (SCB), from year 2015 to date, the data shows 
that the quantity of visitors outside Europe have increased at a higher rate compared to the other 
types of visitors shown in figure 9 (Tillväxtverket /Statistics Sweden, 2019). 



   

 
39 

 

         Figure 9 Development of hotel guest nights in Stockholm. (Source: Tillväxtverket/SCB, processed by Visita) 

This increase, as commented by Visita representatives, could be one reason why the demand in 
the city of Stockholm has kept a steady increase. As pointed out by Mr Jakobsson, the recent 
increment in the number of guests that the city is receiving, in his point of view, might be due 
the emergence of platforms such as booking.com hotels.com among others. In Jakobsson’s 
opinion, these platforms can facilitate both the exposure of hotels and also the ease of booking 
that travelers experience when planning a trip (personal communication, 2019). 

5.3.5. Analysis of the Stockholm Market: The Type of Customers by Segment in Stockholm 

Visita representatives also pointed out another characteristic of the market that has evolved 
notoriously in recent years. This one is related to the type of customers that the city is receiving 
and its evolution. As mentioned by the representatives of Visita and backed up by data from 
Statistiska centralbyrån (SCB), the general tendency of private visitors has increased 
considerably in recent years.  

As shown in figure 10, the business (Affärs) segment of visitors have experienced an increment 
but not as high as the leisure (Privat) segment. Starting in 2015 the leisure segment surpassed 
the private segment for the first time in almost a decade. The leisure segment not only surpassed 
the business segment but has been increasing at a notorious higher rate when compared to the 
business segment, which seems to have been stuck during the last lustrum or even decade 
(Tillväxtverket /Statistics Sweden, 2019). The leisure segments’ share of the total amount of 
sold hotel rooms is expected to surpass the business segments’ share in the next couple of years. 
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Figure 10 Development of occupancy rate of hotel rooms for the different customer segments in Stockholm municipality. 
(Source: Tillväxtverket/SCB, processed by Visita) 

An observation from Mr. Jakobsson is that a possible explanation of the previously mentioned 
decrement in the profitability of hotel sector could be directly related to these kinds of 
customers. He mentioned that this is due to the fact that the leisure segment is related to cheaper 
travel prices and room rates and more conscious spending throughout their visits (personal 
communication, 2019). Both Visita representatives wanted to point out that more rooms sold 
but less profitability can find an explanation on this increasing sector. 

5.3.6. Visita Opinion Towards Airbnb and Its Market Share 

Although Visita still doesn’t work with anything related to the Airbnb platform, both Visita 
representatives gave their opinion on this phenomenon and how they foresee the near future for 
the platform and the hospitality industry in the area. According to Mr. Sörberg, he thinks that 
all of the necessary process for obtaining a dwelling in the city of Stockholm and Sweden can 
be a reason that hinders professional hosts to develop in the area visits (personal 
communication, 2019). He shared that in other European cities you can actually find people 
that can own several properties and that create a big business out of it, a situation that can´t be 
easily emulated in the city of Stockholm visits (personal communication, 2019). In addition, 
Mr Jakobsson mentioned the fact of having plenty of regulations for correctly subletting an 
apartment through this kind of platforms might be hindering the development of Airbnb since 
people would be unmotivated to follow all of these rules before subletting their apartment visits 
(personal communication, 2019). 
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Airbnb´s market share was also mentioned as an important factor for the whole analysis of 
Airbnb in Stockholm. Backed up with data from Airbnb and from Eurostat database we can 
also see that the total market share in the year 2017 was relatively low. Eurostat database reports 
a total number of 6.7 million visitors to the city of Stockholm during the year 2017 (Figure 11) 
(Eurostat, 2019), on the other hand Airbnb reported a total of 180,000 visitors during that same 
year (Airbnb, 2018).  

 

                    Figure 11 Total number of tourist arrivals in Stockholm 2014-2018 (Source: Eurostat, 2019) 

Jakobsson considered that this relatively low market penetration (around 3.7%) has not attracted 
enough attention from different stakeholders within the city. This doesn’t mean that the 
government is not paying attention to its development or that Visita organization is not open to 
cooperate or coexist in the future, according to Jakobsson comments visits (personal 
communication, 2019). 

5.4. Results and Analysis of Current Regulations 

In relations to Swedish taxing regulations, the Swedish taxing agency “Skatteverket” details 
under which conditions a landlord must comply with reporting their income to the agency and 
pay the respective tax obligations.  

As stated inside “The VAT Brochure” Issued by Skatteverket the VAT or “Value added Tax” 
is a tax that every person pays when consuming almost any good or service in Sweden. When 
an entity is conducting business in Sweden, then this payment of VAT is done directly to the 
state (Skatteverket, 2016).  

According to Skatteverket website, a person is considered to run a business and needs to pay 
VAT directly to the state if they fulfill certain characteristics. Regarding temporary rental of 
furnished homes, like the case of Airbnb, those characteristics are as follows (Skatteverket, 
2019): 

 

• Rent a furnished space in your own name 
• Rent a space for a maximum of 4 months to each tenant 
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• Publish the place at a daily or weekly rate or offering services similar to those of a hotel 
• Accumulate more than 112 days (16 weeks) with the space rented throughout the year 

and collect a total rent of more than 50,000 Sek during the year of operations. 

In case a person fulfills with all of the above-mentioned characteristics then their economic 
activity will be considered as a business activity and a 12% must be reported and submitted as 
VAT to the taxing agency. As an example, if a person collects 100,000 Sek from renting out 
his apartment then 89,285.71 Sek will be considered as the income and 10,714.28 Sek the VAT 
that must be paid to the Taxing agency. 

Apart from VAT, in this example the person will also have to pay taxes regarding income tax 
(Inkomst av kapital). This income tax is required to be paid whenever there is a surplus when 
comparing the income and any deduction the person could make. As general deduction 
Skatteverket allows you to deduct 20% from the total amount collected during the year, in the 
example mentioned a deduction of 89285 x 0.20= 17857 Sek can be done over the amount. 
Finally, Skatteverket also allows a 40,000 tolerance when temporally renting out a furnished 
room, this means that the final taxable amount after deducting this will be as follows: 89,285-
17,857-40,000=31,428.  

From this final amount, a 30% must be paid as income tax to the taxing agency, this means that 
the income tax paid to Skatteverket will be a 9,428 Sek. This example is just a general one and 
should not be considered as an official guide, official and more detailed information can be 
found at Skatteverket website (Skatteverket, 2019).  

Regarding tenancy legislation, there are some rules that Airbnb hosts must also comply with 
before publishing their apartment in the platform. In the case of a hyresrätt (renting an apartment 
from a landlord) and according to the Land Code (SFS 1970:994), a tenant is not allowed to 
sublet an apartment without the permission from the Landlord or from the Rent tribunal. At the 
same time the landlord is not allowed to charge a higher rent in case the tenant is granted with 
permission to sublet the apartment, also in accordance to the Land Code (Ref).  In the case 
specific case of a bostadsrätt (owning an apartment), the owner must also get an approval from 
the board of directors from the association owning the building (Einefors, 2018). 

Both Hyresrätt and Bostadsrätt together represent 90% of the total dwellings within the city of 
Stockholm (Einefors, 2018). 

As an essential point of analysis for the objectives of this study, it is important to mention that 
according to a radio interview with a legal expert from Skatteverket, this VAT tax is currently 
paid only by 50 persons in whole Sweden, and that only in Stockholm there are currently more 
than 200 persons that should report these kin of activities. This information reflects that a high 
number of people who rent their dwelling is evading this responsibility either consciously or 
due to ignorance (SverigesRadio, 2019). 
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6. CONCLUDING REMARKS 

In this chapter, summary of the results is presented by giving answers to the research questions 
that is given in the second chapter of this study. The answers also included some future 
implications of this research. Furthermore, limitations while conducting the research is given 
and possible points of future research are also presented. In addition to these, ethical 
considerations surrounding Airbnb are examined and its implications on social sustainability 
of the platform is discussed. 

6.1. Summary of Findings from the Interviews with Hostel/Hotel Owners 

During this section, the results and findings from our sources will be explained as answers to 
our research questions. 

1) What are the different corporate/marketing strategies that are being used by both 
Airbnb and Small/Mid-Tier Hotels operating in the Stockholm and Uppsala region? 

The results from the methodology of the study show that small and medium-sized hotels are 
taking different marketing approaches towards their environment and customers.  

Among medium-sized hotels, results showed a clearer tendency to be more aware of their 
market conditions and competitors. Activities such as benchmarking for getting data from 
competitors were more commonly found in the medium hotels rather than in the small size 
hotels and hostels. These activities are giving more chances to the hotel actors to counteract 
any actions that other actors of the industry might be performing. 

On the other hand, small-sized hotels and hostels reflected a different approach within their 
corporate strategies related to the awareness of their environment. This sector showed a varying 
degree of awareness in comparison to the medium-sized hotels, and most of the times, smaller 
hostels stated that they were not paying attention to their environment. In general, small-sized 
hotels preferred to centralize more into their customer value proposition together with a price 
strategy. This price strategy was usually more focused on having an affordable price for their 
customer segment. 

Among the results from the semi-structured interviews, it could be observed that one of the 
most repeated strategies, especially in small hostels, was managing the prices according to the 
competitors and environment. The strategy mentioned in the theory chapter of this study can be 
reflected as pressure for some of the hotels interviewed. Benchmarking resulted to be a method 
used by some of the actors of the selected hotel industry for obtaining information of their 
closest competitors and could be considered as a first step before setting a new price strategy. 

The added value offered to the customer or the “Customer Value Proposition” is clearer for 
both sectors of the selected hotel industry. Most of the hotels of the small and medium-sized 
hotel industry in the Stockholm and Uppsala region have a clear value proposition. While some 
of the hotels mentioned to have a clear tendency to compete only with their price, some others 
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claimed to do big efforts in order to have a place with excellent conditions for their customers. 
In general, the customer value proposition was always clear among them. (See section (5.1) for 
further details). 

Most of the interviewed hotels were clear on what their value proposition is, and sometimes 
they also shared that they were not willing to announce their rooms in sharing platforms like 
Airbnb because their customers might be confused about their offer. Even though the value 
proposition from the interviewed hotels was in the majority of cases clear, there was not a clear 
process identified in all of the participants. As mentioned in the above paragraphs, 
benchmarking was identified as a tool for awareness and a path of action for the implementation 
of their value proposition.  

Networking and collaboration were something that arose during the interviews with the selected 
hotels. Their marketing strategies involved actions where they collaborated with different hotels 
and actors of other industries. As explained in the theory chapter of this study, hotels in the 
Stockholm and Uppsala region are also taking advantage of some other resources and activities 
in a networking format so both of them can achieve their corporate goals.  

2) How can the relationship between Hotel to Hotel and/or Hotel to Airbnb can be defined 
(Network-type or Rival Strategies)? 

One of the objectives of the study was to explore the relationship between the hotel actors of 
the small and medium-sized hotel industry in the Stockholm and Uppsala region and the Airbnb 
sharing platforms accommodation.  

In this study, none of the actors interviewed showed any concern towards the Airbnb sharing 
accommodation platform. The reasons for not showing any interest vary from hotel to hotel. 
While some hotels consider that the platform doesn’t have a proper field to operate, some others 
seem to be completely unaware of either the benefit or the threat that the platform could 
represent for their business operations.  

A common statement found among the thoughts of participants was that their business offer or 
their value proposition had no comparison with that one of Airbnb and therefore, they didn’t 
want to mix their operations with such a platform. Even though most of the interviewed actors 
didn’t use Airbnb services to promote their rooms, some of them used this service to promote 
them. 

Results from these interviews showed that hotels interviewed do not consider Airbnb as a threat 
at all.  Rather than considering Airbnb as a threat, some of them are creating a relationship with 
their services in order to cooperate and take advantage of what this platform can offer them. At 
the same time, answers from interviewees showed that some of them are also applying a 
network strategy with their competitors within the small and medium-sized hotel industry in 
the Stockholm and Uppsala region and even within external actors within, for example, the 
entertainment industry.  
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These last findings represent that the selected hotel industry is showing a tendency for 
cooperation rather than rivalry among their competitors, sharing accommodation platforms and 
their general environment. As seen in the theory chapter of this thesis, we can consider that the 
strategy among hotels is going towards the creation of a network of collaboration. This network 
is useful to achieve the general and common interests of the actors involved. 

3) Is the current relationship between Airbnb and Small/Mid-Tier Hotels offering 
sustainable growth (in terms of economic and social sustainability) and coexistence for 
both parties for the foreseeable future? 

According to the findings from oral sources, the relationship between Airbnb as an 
accommodation platform in the Stockholm and Uppsala market is not considered as a threat by 
its participants by any means. Therefore, the growth, coexistence or debacle of any of its 
participants can be viewed as a result of different factors but not precisely by the emergence or 
direct competition with the platform in the Stockholm and Uppsala region. 

Collaboration and creation of networks among participants of the hospitality industry is an 
ingredient that has been seen within the hotels and hostels interviewed during this study. 
Coexistence can be expected since no hotel is considering Airbnb platform as a latent threat 
and rather than this mixing forces between some of the actors is actually found around. 

As commented from our oral sources and from data obtained in our study, Airbnb´s Stockholm 
and Swedish market share doesn’t seem to be a big motive of concern for policy makers or 
hotel actors. It is also seen that existing rules have helped to keep a good balance of number of 
Airbnb listings within the city. However, this is something that might change in the future and 
will be more explained inside of the section “limitations and future research” (6.4).  

As seen inside the section called “Results and Analysis of Current Regulations” (5.4) current 
regulations for short term rentals seem to be, in some extent, being ignored or not completely 
complied by hosts in Sweden. This seems to be a national problem (SverigesRadio, 2019). 
According to our oral sources at Visita organization, this is an important point to pay attention 
to in the near future. As commented by our interviewees at Visita, these platforms need to have 
better and more specific regulations in case they have a significant growth in the near future so 
they can coexist with common hotels and hostels. 

Apart from this and as mentioned above, current data is reflecting enough customers for both 
hotels and P2P platforms. This based on the fact that the current base of tourists visiting the 
Stockholm and Uppsala region is increasing every year, which represents increasing prospects 
for both Airbnb and hotel actors, as commented in section “Results and Analysis of Industry 
Representatives” (5.3). 

Sustainability inside this study can be thought as the ability of hotels, hostels and Airbnb to 
keep going and maintain business operations on the long term. Therefore, and since no clear 
invasion from the emergence of Airbnb is felt or economically seen by the interviewed actors 
and by the current market, it can be said that a sustainable future is seen among them.   
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As a complement from RQ2, it can be mentioned that the network and collaborative way of 
working that is emerging within the hostels and hotels interviewed in the Stockholm and 
Uppsala region seems to be a good environment for its sustainable development. It is promising 
that not only hospitality actors, but also firms within the entertainment industry for instance, 
are included into the development of new business networks. 

6.2. Ethical Considerations and Implications 

6.2.1. Ethical Concerns in the Process of Conducting Interviews 

During the process the study, we have considered the ethical aspects especially while 
performing the interviews with hotel actors and hosts of Airbnb. Participants have to be well 
informed about the objective of the study before conducting the interviews; this was clearer 
with our first hostel interview when the path of the interviewed was modified since the hotel 
representative thought we were representatives of Airbnb. After this, a clear explanation of the 
aim of the study and questions had to be informed in advance to participants. 

Another factor considered during the interviews was asking for permission to get a recording 
from the interviewees. Even though the results of the interviews could be less biased by only 
recording and not asking for permission, participants during our study, especially hotels and 
hosts, were always informed about this and gave an express consent for getting their voices 
recorded.  

During our interviews with hosts, we also considered to avoid harm to participants by respecting 
their willingness to remain anonymous. The interviewed participants to some extent were aware 
of the current regulations for short term rentals, therefore they knew that some of these 
regulations might be not being completely complied by them. In order to provide better results 
for the sake of this study, we decided to respect this decision and include this information into 
the results of the study. 

These factors were the most important during our ethical considerations and important while 
conducting the interviews. After considering this, we would have an express consent from every 
participant while also avoiding deception from them, since all of the objectives and intentions 
were clearly expressed with every participant from the beginning of our contact with them. 

6.2.2. Ethical Concerns Surrounding Airbnb 

6.2.2.1. Gentrification and Airbnb 

In this section, we will investigate how Airbnb takes its place as a reason for gentrification (or 
at least if not a sole reason, a catalyzer for the process). Hence in here, we’re actually taking a 
look at the second aspect of the gentrification mentioned in section (4.2.3) of this study. By this 
our aim is to understand why Airbnb might create ethical concerns. 
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Smith (1987) explains the gentrification by using the rent-gap theory. Rent-gap “refers to an 
economic gap between actual and potential land values in a given location”. He explains that if 
this gap enlarges, the potential for gentrification becomes greater (Smith, 1987). 

Airbnb might be included in the scene at this point, since it has been seen in the cities like 
Amsterdam, Barcelona, Berlin, Paris etc. (Henley, 2019), Airbnb has the potential to create a 
great rent-gap. Airbnb drives the potential land values to the top, since short-term rents are 
summed up much greater comparing them with long-term rents. The potential rental gains that 
can be obtained by using the Airbnb platform increases even much higher by the fact that people 
who rent their spaces by using Airbnb does not have the same tax and local responsibilities as 
renting through a traditional real estate agent (Henley, 2019). Therefore, by using Airbnb 
people can earn much more, while offering cheaper rents to the end user. 

All above points creates a big rent-gap and therefore accelerates the process of gentrification. 

6.2.2.2. Can Gentrification Ever Be Ethical? 

Before jumping on the results of gentrification let’s start the discussion with the question of 
“can gentrification ever be ethical”?  

Throughout the years politicians and policy makers often claimed that the process of 
gentrification is in fact ethical from the aspect of utilitarianism (for more info on utilitarianism 
please refer to section (4.2.4)). They claimed that “when neighborhoods gentrify, it often points 
to physical and economic improvements and better quality of life for residents in an area” 
(Staub, 2018). For example, in the mid 80s, when New York City was undergoing an intense 
urban renewal, “The Real Estate Board of New York” placed an ad on New York Times 
claiming that “gentrification is a contributor to diversity, the great mosaic of the city, the advert 
also suggested; neighborhoods and lives blossomed with the process of gentrification” (Smith, 
1996). Local governments still today claim that “through the lens of utilitarianism, the 
population living in the neighborhoods after gentrification experience greater happiness than 
before” (Staub, 2018). These entities claim gentrification to be an ethical process, because 
through gentrification they are creating cities or city parts that they can earn much more income 
than before. The diversion of the above “happier population” statement is that these happier 
populations are not the same population that lived in that part of the city before the process of 
gentrification (Staub, 2018). Hence, the statements claiming that the gentrification is an ethical 
process and required for sustainable societies are in fact fallacies. 

On the contrary of what the politicians and policy makers claim, the process of gentrification 
is in fact creates social sustainability concerns (Thoem, 2015). In the next section (6.3), we will 
discuss how Airbnb contributes to those concerns by accelerating the rate of gentrification in 
the Stockholm and Uppsala region. 
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6.3. Sustainability Issues Surrounding Airbnb 

In this section, we will examine the results of gentrification and with that investigate if these 
results create any sustainability issues for Airbnb’s business model in the foreseeable future. 
This section can be considered as the analysis of the third aspect of the gentrification mentioned 
in (4.2.3), namely the results of gentrification. 

Thoem’s (2015) discussions with Stockholm Airbnb hosts and our discussions with Uppsala 
Airbnb hosts show us that their rental policies determined by the idea of “rent plus a little”. 
This idea is in return increases the gap between potential and actual rent and “democratize the 
rent-gap theory” (Thoem, 2015). Therefore, we can confidently say that the rise of the usage of 
the P2P rental platforms like Airbnb had driven the process of gentrification. 

At this point, one problem that Airbnb might come up against are local governments, policy 
makers and politicians themselves. As we mentioned in section (4.2.2), local governments and 
policy makers generally control the commodification of the city and the process of 
gentrification themselves in order to reap the economic benefits from these processes. Airbnb 
disturbs their control over these processes since it is an impactful driver itself. Therefore, by 
the time local governments and politicians might start to realize Airbnb as a threat over their 
prospective rents, and thus, find ways to limit Airbnb’s operations. This situation can be a 
disturbance for Airbnb’s business model’s sustainability. For instance, if a local government 
creates a tourist attraction in a city by investing in it, in return it will want to reap the benefits 
itself. But in this case Airbnb can reap those benefits instead of them. Therefore, policy makers 
may eventually regulate Airbnb in such a way that might cut its sustainable growth. 

One way that Airbnb limits the economic payback of the investments that local governments 
have been doing in the cities is that, currently platforms like Airbnb operate rather freely, 
without too much tax regulations or local rules that other entities should follow (Henley, 2019). 
Especially the exemption from the tax laws limits the local governments’ returns. Ten European 
cities have already asked EU to regulate short stay letting platforms like Airbnb at the start of 
2019 (Henley, 2019). This also generates a risk for Airbnb’s sustainability over the long term. 

With all these risks surrounding Airbnb’s sustainability, there may be a need for Airbnb to 
change their business model from scratch before even becoming a threat for small to medium 
sized hostels/hotels in the Stockholm and Uppsala region. 

6.4. Limitations and Future Research 

The conducted study should be treated by considering the economic and political condition of 
Sweden on the year of this study. A change in economic or political stability might also alter 
the results of this study. For instance, during an economic recession it is expected that the 
current customers who prefer to stay in bigger hotel chains would also start to adopt sharing 
economy more or start to prefer more small/medium size hotels/hostels, growing the demand 
from them as a result (Chahine & Danin, 2018). 
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According to the development of the Stockholm market, the tourist private segment is 
increasing in recent years which might shift the general overview of the market. According to 
mentioned sources within our thesis, Sweden has historically been considered a more business 
market and not a private, but with such a move, different changes can come into the 
development of both hotels and P2P platforms. 

A change in the general composition with more private customers of tourists visiting the 
Stockholm and Uppsala region and Sweden might increase the market share of Airbnb. Those 
changes could represent a more serious threat for hotels and for P2P platforms as well. Hotels 
might have more serious competition from Airbnb. On the other hand, this could represent that 
more attention from tourism organizations and governmental entities would be given to P2P 
platforms and its regulations. 

It might be an interesting topic for a future research to look into how the growing customer 
base, the change of its composition and demand under recessions might affect both Airbnb and 
hotels. Additionally, since a change in political condition would also change all the regulations 
about consumers and accommodations, the future results might differ from the current study. 

The emergence of sharing economy was led by the changing technological availabilities. As 
this study investigates the results of these changes, in the future, other forms of booking and 
reserving technologies might be introduced to the market and these new technologies might 
revolutionize the current tourism and hospitality (TH) industry. In that case, new studies might 
be needed to see the effects of these new technological advancements. This characteristic of 
this study, which is its heavy dependency on the technological developments, also determines 
its shelf-life. Meaning, a big technological breakthrough effecting TH industry would probably 
invalidate many results of this study, determining the life of this study. 

This study is conducted just in Stockholm and Uppsala region. In other countries or in smaller 
cities of Sweden the results may alter, since the consumption behaviors of the customers 
expected to be different. Also, Sweden is one of the countries that has many regulations on 
short-term rentals (see, Einefors, 2018; Thoem, 2015). In other countries that have less 
regulations on short-term rentals, the area of effect of Airbnb can increase, hence change the 
results. As mentioned in this section, different locations have different types of travelers, 
therefore, future researchers should consider this changing type of travelers while applying the 
results of this study. 

Hotel industry grows or regresses with its environment, hence the scope of the research might 
be increased that it includes other types of establishments like surrounding cultural attractions, 
restaurants, bars etc. One limitation of this study is that it only considers the hotels/hostels, but 
not the effects of related surrounding attractions that the cities have. 
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APPENDIX A. THE INTERVIEW GUIDE FOR THE OWNERS OF 
HOSTELS/HOTELS 

Before Talking About Airbnb  

1) In your case, who do you think are your main competitors inside the whole hospitality 
industry? For you who are the main actors in the hotel industry right now?  

2) What actions do you take to become aware of the market that you are operating? Regular 
meetings, through internet search, sectoral mailings etc.  

3)What actions/innovations have you done to counteract the effects of your closest 
competitors? On the short term? On the long term? (Increasing/Decreasing prices, loyalty 
programs, additional services like concierge or connecting users to the city somehow etc.)  

4) What is your target customer segment(s)?  

5)What is your desired or most wished customer? 

6) For you, what value are you creating for your customers? What do you define as your 
niche?  

7) Do you take some actions in order to learn/get feedback from your customers? In case you 
do it, how do you usually use this data afterwards? 

After touching the Airbnb Topic  

1) What is your opinion about Airbnb platform? 

2) Do you consider them more like a collaborator or a competitor? 

If interviewee doesn’t define Airbnb as anything  

1) Why? 

2) So, in any way you didn’t feel any effects from Airbnb? 

If interviewee define Airbnb as a collaborator  

1) How are you using Airbnb as a collaborator?  

2) Are you planning to implement some of the website features of Airbnb and improve your 
own website according to that?  
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3) Do you think this collaboration is a temporary thing or can you sustain it for long term? 
Can both your businesses coexist at the same time in the future?  

If interviewee define Airbnb as a main competitor  

1) Did you change your customer segment after the emergence of Airbnb?  

2) In terms of governmental regulations like taxes etc. do you think there is fair competition 
between Airbnb and your hotel/hostel?  

3)What aspects do you think your business has been more affected with the emergence of 
Airbnb? (Prices, jobs etc.)  

4) Are you innovating/taking any actions to compete against Airbnb? (like improving your 
website, clicks for booking etc.)  

5) Can both your businesses coexist at the same time in the future? 
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APPENDIX B. THE INTERVIEW GUIDE FOR VISITA 

Who is Visita?  

-Is it also an intermediary for Airbnb since they are also inside of the hospitality industry? 

-We know Visita helps with regulations, only for hotels or also sharing economy actors? 

-Is there some help through taxation or any other guidance for hosts or someone related to 
Airbnb? 

-Does Visita have data about who comes traveling to Sweden? Younger people, business, 
leisure etc? 

What is the opinion Visita´s opinion towards Airbnb platform? 

-Are they against it?  

-Hotels complain about it? Can they coexist? 

-Do you think Airbnb helps to better distribute people? Does Stockholm need more 
spaces/rooms for tourists? Does Airbnb help to have more available spaces?  

-The tendency of growth of the industry in Stockholm (more hotels? In Stockholm, in  

Sweden?) 

-Where is the market currently going? Tendencies? 

- Is the market growing in Stockholm? In Sweden? 

-Does the market experience some kind of recession? In recent years? Nowadays? 

-What is the general feeling about the market? What is the general opinion of Members 
registered with Visita? 

Is the sector also increasing in profits? (per room for example) 

-Is the sector being affected by Airbnb like in some other locations of the world? Is there 
some data regarding this? 

-Regulations for hotels? 

-Also, regulations for sharing platforms. 
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Sustainability, this is can be a bit open, try to discover what Visita thinks about the 
concept. 

-What are the main current trends for sustainability within the hospitality industry? 

-Not using planes, travel local 

-Opinion about the sustainability of Airbnb (do you really think they are sustainable?) or they 
just promote more travels?  Is this in accordance with Visita vision? 

-Some papers say Airbnb do not attract local tourists, only foreign, then it is unsustainable? 

-Some papers mention tourism and sustainability are impossible together, what do you think? 


