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Believing Negatives or Ignoring Positives:
Effects of the Credibility of Two-Way Review

Mechanisms on Risk Perception and Reuse Intention

ABSTRACT

The booming development of information technology has affected consumer
behavior in recent years. The emergence of peer-to-peer platforms, also known as the
“Sharing Economy,” has enabled individuals to share their idle resources with others.
The Sharing Economy is an emerging economic and technological phenomenon
fueled by the development of information and communication technologies (ICTs),
heightened consumer awareness, the wide diffusion of the online community, and
expanding opportunities for social sharing (Botsman & Rogers, 2010; Kaplan &
Haenlein, 2010; Wang & Zhang, 2012). The main purpose of this research is to
explore the credibility, risk perception, and reuse intention of Airbnb's two-way
review system in this fast-growing corner of the sharing economy. In order to
investigate credibility, risk perception and reuse intention, a questionnaire survey was
used to collect the data. The principle subjects of this research are customers who
have made at least one prior reservation on Airbnb. A total of 323 questionnaires were
distributed. The numbers of usable questionnaire were found to be 290 and achieved a
response rate of 89.78%. The research result showed that (1) the degree of credibility
of two-way review mechanisms is significantly negatively correlated with risk
perception; (2) the degree of risk perception is significantly negatively correlated with
reuse intention; (3) The degree of credibility of two-way review mechanisms is
significantly positively correlated with reuse intention; (4) The degree of risk
perception has a significantly partial mediating effect between credibility of two-way
review mechanisms and reuse intention. This research is designed to provide Sharing
Economy platform practitioners and entrepreneurs with innovative strategies to
reduce the perception of risk and encourage reuse based upon the credibility of the

two-way review mechanism.

Keywords: Credibility, Risk Perception, Reuse Intention, Airbnb
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FELE R 2HAT Chris Lehane 45 & > Tax £ & i3 | £UIRDMEETFF - 5
e & 7 Hardin(2002)~ #& 417 2 = o L EA" 41 F g (encapsulated interest)

hod Aqp G iR AILATE ARG IR g F g AfeA I F 0 AR § o
FARR I B Ra o P A 2 3 ;}gﬂm - B P - R  B
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vl R H q"iﬁﬁr’ 22w REFLATFER R 2AFAEADEL R
(Dellarocas, 2003; Park, Lee, and Han , 2007; Litvin, Goldsmith, and Pan, 2008; Ayeh,
Au and Law, 2013). Koufaris = Hampom Sosa(2004):% & fezbwx 3l i@ * £ {8 - F &
FEZARY F2Z FOREORRY FAETHAS A IR T A SRR R
AH W RErE e FI3EYEA Fm A R R PRA 2 SRR G VR B
s> e { £ £ & ¥ (Loda, Teichmann and Zins, 2009) -

FRRZELV A LA A B LT FRRRT S A (source credibility)
g T 4+ & R | (media credibility)(Kiousis, 2001) FUHE B G o2 BELEE T
B % % Johnson {r Kaye(1998) L Rl ZVGERVAGVIGAR
(bellevablllty) o FE ¥ (accuray) ~ o & (unblas) Co ) fi(depth)m Bomwe 235
AT L2 R WAL AT ARRLTERLALFE R ke

% I & R ' =¥ (Risk Perception)

5% ¥ Bauer(1960)# v mF 2 £ R KF o i ¢ Jﬁ%’%%f?ﬁv %a’i i 3R
A% %™ g A2 - FK Flynn { Goldsmith(1993)45 ) » PLF ATIRFSE §
)iﬁ?&‘ﬁfr‘%‘jo%ﬂﬁiﬁ»ﬁvﬁéd&ﬁm/ LHE T A RBUY R ET RS LR

W F F o COX(1967) 4w » § i) F H TR o Aok @ PR e B E B
Bt ERER PR A H AR R ?ﬁﬁi% g b LT EFRY s b
b G RERB RS F H ¥ FUFEE 2 G RS I & by
:+ (Dowling and Staelin,1994; Jarvenpaa, Tractinsky and Saarinen, 1999) > Lee(2009)
TET R YGAE D AR o Bt s e L_,}J F' e o bR A
;%Jﬂz B PR - T PR R T 2o w2 47 & (Biswas, Biswas, and Das, 2006 ) -
higarfs AR —g B rr e andp 4 fg 8 (Forsythe and Shi, 2003;
Lee and Rao, 2007 ) -

PRI OUIRET PR FERL IR BT AABORE LT AL
Pod R RAEEZFIE FRAETEH ORI P T F LR GE R
I E e A S e e o Jacoby & Kaplan(1972)F § #-h & 4o
NI BHR

-~ Mark ‘& (Financial risk): & & PR32 1 BE 3 DIFpH 2§ g = pAar b 4F
AR FAFHERAE A Db %R
= ~ 5 2xh ‘& (Performancerick) : & -2 PRAF A E IR H AT & Db &
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W

~ g8 b % (Physical risk) @ & &8 PRAF2 g4 g S PG T 2 bk

> ~ 2 ¢ (Psychological rlsk) AR JRIFE D DFEH s b g oI F 2 4 E
b %

~ A € b "% (Social Risk) = & * % & &2V JRAFE G F I A LR 2 b '

%)

HETHEFIBRGHER T k@ ofh a2 8% §% Stone and
Gronhaug(1993)F= 7 2 B 7 P b & (F1 & &2 FRjz-erigz\\B??FME% B
PLIRESREELAR)NT EFF 4o r 547 BiEe * IR ,sgfr%j&“
;?mﬁgﬂm LR S ﬁ*ﬁ;—‘i\;\.o* Ld\;ﬁﬂwu—;g#ﬂﬁ__ f,}i £ 3

AT G B TR A 2 R e e

B
8 FHAG

Bettman(1972)4% ) -4 b & 2 H = 53 % 4 %] 1 7 Fx 4+ (uncertainty) £2 {5

% B {2 (severity of consequence) » # Fx T H* U K kA v @ B T i dp b

5 ~(size) ~ 53 /& (intensity) ~ 4 w&(scope) ~ # [l (extension) s H & ¥ | & >
POV B AmBEF Mo bl A6 AR UE R (Aven and Renn, 2009) -

By #RE TR 'R E g FIRIRIBE DL R A 22 ¥ (Mitchell and

Greatorex, 1993; Ding, Zeng and Pan, 2010)o RSP B?—'?yﬂ 7 ﬂ* R Tk '

m- 2y EZEI 2 FRAARS R FIEHE R Dk ’ﬁ#é"”“i(Cox,lQG?)o

- A T RRBHEIDLG G R AREOBEHASETRE  H
TR AL 2 B4 1 ) 7 2 Fz 2 (Park and Nicolau, 2015) - ]2+ » Airbnb
TR LR RERRAT DA RRERAT S LR koB L e TR
Mt > e d Airbnb 32y » B E TR FOA GRS RILE T
P TR IR E AT A R R e TR 4t £ Airbnb A R B P o
SR DI E SR oG L e

BOEHIFSERFRGGLR AR X S F RO B RRS AR
PRAFZ2.FAMKRFEY o2 B0 @ T b 'k TR gp ey i (Dowling and Staelin,
1994) - Kim, Ferrin - Rao(2008) &% + F 73 pbtr ¥ P 3 7 5 R frk % o L do i
PRI AR L FRES BRI AR AL EFRF A2
&*ﬁﬁrr%im— BRFIEG Il 2 AR A TR HA R 2 FIM A Sk
fr2_F @ A 24 b % (Doney and Cannon, 1997)’ F o RO R RF AT
b ’ﬁ fr%f » ¥ 3 & 4 - £ £ )% (Mayer, Davis and Schoorman, 1995) o
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FH Cox(1967)# 5| » + S #if § F GMP Y g LTI "G o WA §
FOFE A PRZEr I FFABI S Py 2 R E ISP Rk
TP E RIS R F T K @Nﬁra JbREg PR o d AR L 5 IR
WAESOWE - FF ERBEP B [k "GAR SRR o AR @ o BEF L Aeh

p
R X I eh
?a’ﬁﬁﬁﬁﬁ&%m R AR € A0 g

=
A~

TR R Er TR RNV AEL G N R g R LR Y &
FEZAPBE 2 PR o B M ol B R 12 2

Bkl e LT G RERHE G LS L e B

oo

BR2 AT AREELR* AL L BE
%= & Z#* & (Reuse Intention)

PR AREEAEE AR OV Ay Mo Es EEF R B FE
(Dodds, Monroe and Grewal, 1991; Schiffman and Kanuk, 2000; Spears and Singh,
2004) - Engel and Blackwell(1982)#-1 & * R BE 2% 2 B A F ¥ N FEHF 27
BT o G RY FARRAFEEAG FOS RO RRY H LFRE D
4 4% o4 X R (Bhattacherjee, 2001) - £ ¢ * L g» S & F F it * A
TIRIABE R B A S R B B ch A B2 % Bhattacherjee(2001)#!i a1
RRIRIFDAFFRE e B E w2 LR GAF A IR DL @
PRE R R AR AR RN IR AN RIENT A KA R
SRR SN EERAL E?-,&Jﬁﬁ’ffﬁ R*FRAFZAREERGE AP R 2 ok
(Choi and Sun, 2016) - Davis, Bagozzi - Warshaw(1989); Karhanna, Straub {r
Chervany(1999)45 ! » £ & * LA AT 5 AIFF LR OE L35 o b et 1
PPV EREIREY DL R ARG RAM GV - 2 e A2 wagEy e
CEBRFERE- BARY eR2 A LG A F M % (Riquelme and Rios,
2010; Laforet and Li, 2005) - @ % #2/& i3 i ic 7 #& = B} & ¢ (Jarvenpaa &
Tractinsky, 1999; Gefen, 2000) 12 § @385 i % ﬁ (Reichheld & Schefter, 2000) -

1245 #?L;Jc BEK 324
BRK 3 He B T CARARERY LHT L 2B

B AR G bR AT SRR Y LRL G Y MRk
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=% =332
5o & P RN ER
AFTY B AR REAIDND Fe AT LR R REE R Y LR

AR AR S0 0 SR ACLUESORE LR IR i Ay
FT R BRR e

o+

B 1 e L T R RRF HL G KR HER

[
BR2 A% RS MKERFEIRT DL HFRY

o+

B 3 BRI T ERARIHE R AFRAZ T LB

A 7 97
TR

AR TR

B 3-1 7% %
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*pf§7ﬁ#gﬁﬁﬁﬁi¥?ﬁw—NWmﬁé&%?é$$1%@
e i *i ﬁﬁﬁ%&7ﬁw%wﬁﬂ%wﬂ’
ﬂ»%*i“ TIIN O MR EARABRET RS c AL HE LY LB
Nmmﬁéafﬁéﬁﬁﬁﬁaﬁiﬁ?’é&N$PZEWw%?zgﬁﬁ1
ﬁgﬁ%Mﬁ AT A AEYF L2017 &40 5p 3201725 5p o B K
HRALARANLRFRRR ST GERP LR GRS LT
FEWRR S Wiy > wjo i S pERAR AR AT 5 R R Rl B .

AFERY2ZEFEELY %%éi‘lf?&ﬁéi&%%i@i}ﬁﬁéi% » A
Bl R HEEFIERELSPRE T RE R U FEF
W LA 2 W i}’}b’?ik))}’}o FE LK P £ H 2533 i 7;]“—;'“%}9 67‘?‘_ A
wfeF xR E 30 > FNRE R F 32305 0wt 2k E 290 i 0 5 xR R
w4 F 5 89.8% o 1245 Hair, Anderson, Tatham, and Black (1998 ) mti‘;i v BT
ATtk AR e 150-400 8 o E P N P HN AT R EY G T A2 A
Aol M s lE A EFRIZP

ﬂ\lﬂi"}’pﬂ%iAq\j:‘.\‘l“%'ifj:\’fi&ﬁ»ﬁ\?fg)’g\,’:frﬁ}kuﬁﬁ#;éyi}ﬁﬁ,ﬁxfé%
ié?i%%'k}‘% tr Q“A"')J."éq*i'f}r*’ AT BRI PR REER R R
TR AFIA P IRNTFE R LIS A AT IAIFRE PR ~FE
LEAFRRL - &V ERDES Y o A BAEF L% © @ Altbnb i ¥ g5 v
BRI E G R AL e @ H R AR oA AR 0 £oT Adrbnb &
eI Y G B E PR RRIC A R R ATA AR &
o iﬁ RFRRE S 2%5T s ek o
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AT 2T R G AIrbnb * S 3T PR aniE 2 g d e e 2 Ay
FT2FH o X v e R T2 P 2 & 57 Block & Keller(1995) ~ Smith &
Vogt(1995) ~ Flanagin and Metzger(2000)£: West (1994). » &3+ T4L » & B8
% 3-1e

2 3-1 7R RGEADP

o R R 42

A% Airbnb ¢ amT R A F 4p i3 0 Block and Keller
3 E Airbnb ¢ aEi £ 2 F e (1995); Smith and
Azni Airbnb ¢ oeme o Vogt (1995)

¥R A% Alrbnb ¢ oawmi £ i Lo
A3n% Airbnb F eamER R e 71 G T Flanagin and Metzger
Aims Airbnb + eER £ ¢ 5§ 6 3% (2000); West (1994)
Azni Airbnb }emER RS 16 & E 6 Th

-~ R E £

AEF 2 AOE R e h Aitbnb ¥ PR E pEEL ArE 2 i d A2 L E
T T o HETH b G ARR 0 P E R 9E 2 & 4% Jarvenpaa, Tractinsky, and
Vitale(1999) £ Stone and Gronhaug(1993) #7# #1 2. = Ho » kJp AF7 F 2 1 KL
FAEIE T RIE 0 B3 11400 ARIEFR 4 320

%32 b GGrEE R
- 4R BT
%iF Airbnb 37 % > AL EF LG b gD

i Airbnb 37 % » A TR KERF Db G

o

3o g

Jarvenpaa et

E . 2+ y s s g . 2 VI, g e al. (1999)
RPN FiBAIrbnbiv % AP A FHA N L X B H R
I T 5 ; C sy Stone and
Hi Airbnb 7% > AKX FP AT i g:: AP A
I Gronhaug
el
(1993)
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% 32 i b & TR P (H)

*#‘i fi?fé_ R 38

o
ol
<
I~
i

FiE Airbnb 37 5 b E 0 AHECELFE TR T
FFKFI\AF\;
#iE Airbnb 37 % > AEL TR EFFL SR LA

o3

FiE Airbnb 37 % > A EF PR

R
FiF Airbnb 7% > AMECFTERITHAFA B LD
#i Airbnb 37 % » Ao TR E N E
% iE Airbnb 37 % > AT G F 4of P ehdE
#iE Airbnb 37 % > AERTAIAE P Aol kAT i
2]

R AR

AT 2L R* LR Airbnb * 2 @ Rerpii g A Z 3T GRE AT
HEFARXRH 2L R F 2 LR TR G 2 £ & 47 Bhattacherjee
(2001)#tiz = 2 B % RAEE A 0 £ 530 & KAFLA 33

33 L@ " LERHTE

ﬁ{-‘i @j"g F\:B IE 9;(«%7 > ]Fg\;
ARGk R T Airbnb 3Ty
ARER e M % A % Airbnb
P> Bhattacherjee
R R e AL 38 & Airbnb

L (2001)
AREL R A * Airbnb 37 %

AFERE v Airbnb i s

o

FERSZYPHEAENEPRAZERAFEZ > ML &
B T ARR CBE B AT oo SRR - R Alrbnb 37 5 erb2 X
B Fp bR Airbnb 2 o F R P 237 s R OB YR
% iF Airbnb 37 % pF 4 £ chF) % & £F Soif Airbnb B = 484 -
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e & THRLOFSE

AFFZFATRREYNEARCNEFTHALE  RBFAL P O B
h 2R BRK 0 BB w e is gk * SPSS18.0 itk AHHAR N MG St a1
B g ¥ 2 42 R é:}‘é rf;;ﬁ;,z}*ﬁrJ N I’-»g,;/,,\ﬁo N r#"]f‘l' M ju—F‘J-;q\-ﬁ-J N

TiM AT~ TEABRE A 2 Tt o
- RS

TG 2 RER S22 TR TS - RPEET L4 487 1 Cronbach's a
Gk AT B R L - RIEE R 2 &R o &5 Cuieford (1965) - Cronbach's a
GEFF A0 127 R g3 A3 A 4% 5 Nunnally (1978) £57 » £ £
2_ Cronbach'sa & /& = ** 0.70 £ 77 p 30— KRB > 4B 5 L2 G A o

-~ % —*Ff;fé‘r:]i:'z B i

TR A SHEE R F AR SR SR AR TR A
AP REIRA TR EAEA 2 A HE p AV REAEI 2 R | AV T R
;ﬁk};f@;‘igﬁ%"*ﬁ?ﬁﬁ* °

ERP R X R R

AT AT EP AF LR AR E O AF R ART R R
Rl g% RS AR EEAITE TR R AL TR A fe s T ks
EELEFTA -

w o AR AR A

AFPTUAFEHAMAFHRHT R LGRS L R AR EF A
POUIEA R AR o AR Rl f 1 2o NEF R Sl < B
v AR TRBT A S R 2L APR L APM S HAPM s R 2 fAPM B FARM T N
Ao rlk xR RIERFM G2 By RE FAL2% rEA052 1.0 4
FEMAM rea0 3205/ BApM s riea 0.3 TEMAEMKE (Buda&
Jarynowski, 2010 )
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I~ EEREREA T

AFTHR Y SPSS HHEG & T R ALFIF A 4T 2 P bt BRI 4
MR AR FEFBALFE o REFFF A0 0 RARE KMO(Kaiser- Meyer
LOlKin) & » KMO Tl f % st B ik 0.7 2 b B A frif & 1= 7 & 7 5% A 45 »
LS E R BB B b & 7> L 294 Tabachnick 7 Fidell(2007)#
2 FE R R 0 TR P R S B IRRT 2 kA

Fo~ iR AT

ﬁﬁ’:ﬁg‘*%?qu* j{jﬁ;ﬁ%jﬁﬁfﬁ%;ﬁi :/L:-_i_‘_frjbgj‘w_m]ﬁjr&gfﬁ"j\p
mlzsﬂy}xwﬁﬁ#;ﬁﬁf )f;bks&xﬁfrgjé‘ha & iﬁéﬂﬂ;@?%ﬁ gzég,,1£&uﬁfr
TEATHFERZERY ARELF P A2HFRE

= NP Ak ERE

F3 s ¢ ink k54 % Baron and Kenny(1986)4% o 2 1% B * 1R
¢k EE s doB 32477 o
%ﬂﬁ%wﬁ*6f%w%?i@%wﬁ%,%@a®wﬁo
Bl p R R REL LA T B¢ QR o
iRl ? /\%Iﬁﬁ*“f;%ﬁm/?é%ﬁ%? sk o ho@l P Q)T o
Hep RIR L R PPN EFAATY 0 f RO R R E 2 M R
RABEFORTHL DY A F P R RGN R332
ERFE BT LA Ao

Ll

S AR

v

XL

©)

R4 8

B 3-2 ¢ 4 okkBEH T
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I & Fvu%‘?ﬁ‘%ﬂi

FEpease 2017 & 37 27T P2l 2 AP > A ReREF IO PN L
WA I8 R L wfed ek % 30 o T~ 1 SPSS18. 0 s34 47 Al
BEEVRAEELA TRERGEERY LA LS 2GRS MARER S - K
Mgz 42 2 4 ;295 Nunnally (1978) #51 » € % 2 Cronbach's o & &~ >+ 0. 70

TR -FEREEP 2 Cronbach’sa & 5 0.555 (% 3-4) -3+ 0.7
R AEE AR FRAPEAE C5 2 (60 4"k 4w {5 2 Cronbach’s a & it 0. 780
HAFE R FEME L2 Cronbach’sa 5 0.701 > £ 77 - 5 ° §7E 358 M

/‘sf
6

iR L - R B R A2 RPET AR RIRE
2 34 FREELAGAEASTA
€ 4878 e % o Cronbach’s a
Cronbach’s a
2R (C) 0.555
Cl #3x% Airbnb F en®if £+ 4p 13 o9 0.399
C2 2\ 3u 5 Airbnb 1+ e=i§ £ E 7 h 0.383
C3 3z 5 Airbnb ez i Freh 0.400
C4 2335 Airbnb b am®i§ £2 5 AL 0.467
=2 AL IE ey B Cronbach’s o
Cronbach’s a
C5 233 % Airbnb * e® £ ¢ 2 1 & %% 0.687
C6 #3ini Airbnb ¥ an= 2 ¢ 7§ 6 &% 0.595
CT #3u5 Airbnb + =R e e 21 5 &2 f
" 0.554
v & (C) % - PR i 0.687
Cl #3n % Airbnb } a%=if &7 4n 13 eh 0.567
(2 #3n% Airbnb & cp=iy 2.8 9 o 0.552
C3 2\ x5 Airbnb b ern™ i 8 ¥ freh 0.567
C4 2335 Airbnb b am®i§ £2 5 A 0.661
C6 svzni Airbnb » &% £ ¢ 5§ & %% 0.780
C7T v 3n % Airbnb = e pre 20 6 &7 f &
0.671
P
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vER (C) %= &4

17 357 5

0.780

Cl 2325 Airbnb +
C2 #3n % Airbnb
C3 stz % Airbnb

SRR AF ARG

1R L

i L F e

C4 333 % Airbnb F e® i 825 i L
£ = SET R v s 4 < )

C7 /‘Flu%‘ Airbnb F g

2T

e

0.692
0.682
0.700
0.811

0.791

b EE R

% 4 3-6) 0 %<

»0.80 ARG ERL YR

% B 2. Cronbach’s o 7% #ic s %

% 0.866 2 0.904 (%\ 3-5

=
fiﬁﬂ@’ﬁmw'ﬂf i3 eAEIE 2 U & o URIFRE L AL T E % %P,L VU]
FEFINEEDES
% 35 wERGELTREAE
%EIEM‘,%%&L

g AR

Cronbach’s a

Cronbach’s a

=®h%®R S T, F,
R1 3% Airbnb 37 5 >
R2 %6 Airbnb 37 % >
R3 #iE Airbnb 37 % -
&
S4 %6 Airbnb 37 % >
S5 % Airbnb 37 % >
T6 :
5]
T7 %3 Airbnb 37 % >
F8 # i Airbnb 37 % »
F9 i%:% Airbnb 37
P10 i%i8 Airbnb 37 %
P11 i Airbnb 37 %

P)

ARLEELG R

AR RIS R
AP LFRAN DL BTG R

v

oA g s AR P AT

R EFIP =

AP TRITNLE B EYE
AP TR ITEAE 7 L] &

) 5\“:}7@3'\‘»‘ FTENELTE F hoip Hp add
) :\.4)&,\, ITEAE A Ao b ity

o O o O

. 805
. 868

. 806

. 897

. 839

. 864

. 864
. 843
. 845
. 804

. 852

0. 866
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% 36 F#* LHEEARRAITA

g AR R Cronbach’s a
Cronbach’s a
£ L () 0.904
Ul 23 a2k * Airbnb 37 % 0. 896
U2 A FF & % 24 A 3 Airbnb 0. 885
U3 B &+ 3 4 42 & Airbnb 0.874
U4 A BR R BB 4 i % Airbnb 37 5 0. 868
Uh AR & = * Airbnb i % 0.890
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Frd FHEAFEEG
AR ENREE2017TE 47 5p 3508 20 p i nd Lhhd op
LB SRR R BRI 323 5 0 PG TR 33 5 o w e el

£ 290 %> woxF 5 89.78% -

- e ERERA

B
F.

Zyp I P A A £ ¥ (2014)#% 2 > Cronbach™s o & % ()
Ry VHEL A Cronbach’sa B 0T IR EZ7 4L E35R 2 N4
PR EE -G Y L FRADTM MG B - R
RARE -
24-1 2 \FEGCRSIT4

WP M%g%gﬁ

Cronbach’s a

Cronbach’s a

1o 207

FRR . 780
AR5 Airbnb ¢ eamm A F 4p i b .692
A3 % Airbnb ¢ awTEl B R o .682
A3 Airbnb by E # pr b .700
Agn i Airbnb ¢ e £ G ik A 811

AE Airbnb F HRER RS F G B 6

791
G
b *&F . 869
%iF Airbnb 37 % » AL E A G b e .860
i Airbnb 37 5% > A F L KERB DR % .857
FiE Airbnb 37 % > A L FHA DA L 657
BT AR '
#iE Airbnb 375 > AR EP A7 i €305 A

.865
7 A e
HiE Airbnb 37 % > AFE L EF A AT PP

.858
A Fl\APE'
#iE Airbnb 7% P A TR IFEF I H G

.860
& i g
% Airbnb 37 % > A EAF T D .864




24123 EERAITE(HE)

% iF Airbnb 37 % > AP TR T F R B

.851
L iF
i Airbnb 37 % A S TR ITEF A N
. .853
_’El_;
EﬁAlI’bnb?"ﬁ; ’*\'%:u Tm” I ]_&r;?‘ﬁ};
.851
i
% iF Airbnb 37 % > AP ITAF A doe b
.855
Ardg it D
Fi&* LA . 923
AR AEARRZ* Airbnb 37 5 .914
AR e A% Airbnb . 892
AFER e Mg Airbnb . 892
AFFR LB ALA R Airbnb 37 % . 920
AR g =t * Airbnb 37> . 908

ZE AR A

PR RS A 0 R R R R XL 42 AR
Mowl s Ed s mTARR S BRE B AT oo s SRR~ @ % Airbnb 37 %
bz o~ BP R Airbnb 2 Fifics KR P 2375 ek s THAFREELTE
5337~ 538 Airbnb 37 5 Y & 0 FF & A F drig Airbnb e 2R 41 (5
fu:%\%fr LT RAAT Y 2 fRh B

— 0~ :t}‘ E"J

TR SRS AR AY 0TI &% F s 103 =0 § R
#3550 0 4 b R % A ds 187 & § Rk H64.5% o

-~ E#
FHRA SR AELHRA? R K M21-30 fk | #7d et bde® o
WA Th. 2% X Bk 218 s B =ik A AT 31- 40;&%%%? ﬂ’éééjiﬂxlo.?%’

i 31 s T20 T g i H o b AR A T.9% 0 X gl 23 i 5 T51-60
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2.8 A des 8 s TBl el e o ARA (.30 A des 1o
Z CRTAER

FRAITESRMA AFIEAY > KTRAN (A F (&), HRY F 55
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PeAgea3.1% A s 125 % TR HT iy o PR R AR 21% 0
B i 64 o
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TR SRR AT HRAY ‘%A\'{b‘u r?iJﬁvig%—%%g W B
5o bR AR50.3% 0 Adch 146 4 S R ixA R TIRGE R F o b
PAB245% 0 LBk TLA G THHE i f o LR B 6.9% 0 4 HcE
20 4 3T d E enie o PRI ARA8% ) A HcE 14 4 T E g, higd
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FHoT SR AFTRA > B A2 Ty~ 2 T10001-30000 =~
R B G AR AR33 8 A B A HR RS 710000 ~ 1 | e
R E o L AR AE32. 1% A S 93 4 » 730001-50000 =~ , =ig * Hood s
HAH25.0% 0 A BkE T4~ 5 T50001-70000 ~ =i * H oo A A5 0%
Ades 16 4 5 TT70001 ko i o F R AR 1 A8k 94 e
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PSS RET A HRA IR T A PR Y Fh S R
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= ~ i * Airbnb v % bz Sk

FAHAJT ST AF LAY 4 - & § 58 Airbnb 37 % 2 e -
SR E SN RN FUNUEEE SILVEIHE RN S
R b A AN25. 0% AE T5 A T2 e K R A
24.4% > A #cE Tl A o

A~ iEd - & AR R Airbnb 2 = i

FHAITERET AR 0 EE - RPN SERET S PR
5925 %0 AR RHCTT 6% 5 K BT 2 b (5B s b S A 433, 4% -
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