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Executive Summary
This report is a digital marketing plan for Airbnb Experiences that is specifically geared towards reaching a new market of solo millennial tourists travelling to Portugal who are looking for real, social and cultural activities while travelling.
To implement this strategy, a Market Development Strategy will be used to reposition an established offering to a newly identified profile of potential customers, through digital repositioning, repositioning of brand narrative, and targeted marketing communications. The communications programme will contain components that will communicate real local connections, social connections, assurance of safety, ease of booking and emotional value through the sharing of experiences, through the digital channels of social storytelling, search and platform optimisation, mobile engagement through the App, content marketing and customer retention pathways based on the principles of customer relationship marketing (CRM).
Campaign success will be evaluated using the following metrics: number of participants engaged; number of participants booking experiences through Airbnb; number of participants with repeat experiences; number of participants engaging with host; and number of participants with long-term value, through consistent engagement and participation. In line with current marketing theory, digital engagement is considered to be a vehicle for creating ongoing lifetime value for customers, rather than isolated transaction-fulfilment events (Kotler and Keller, 2020).Based on the high levels of mobility, engagement with the internet, and desire for culture through community participate, Solo millennial travellers represent a very strategic group within Tourism in Portugal. As there is significant demand for safe and meaningful destinations, many solo or independent travellers find it difficult to decide where to go or what to do; therefore, Airports can capitalise on the opportunities available by establishing itself as the primary point of entry for these travellers into the curated experience of emergent localisation and diversity of culture.
The logic behind the campaign is to develop the market by taking the current offer and targeting a new segment of demand (Solo millennial travellers), and growing it through relating and positioning, rather than having to completely redesign the existing product (Guilherme & Mendes, 2023). A key reason why solo travellers behave differently than families and/or groups is because they spend a considerable amount of time researching various travel options for their trip, reading reviews and ratings from their peers, and making travel-related decisions based upon these resources; and therefore, the digital space provides an effective foundation for influencing preference development throughout the entire customer journey (Chaffey, 2023).
Airbnb operates in a competitive environment consisting of several local tour operators, independent activities, and informal social meet-up groups. By using principles of traditional marketing theory (positioning) as well as integration of all marketing communications, the campaign will convert Airbnb Experiences from merely a functional listing platform to a trusted and sustainable way of experiencing a lifestyle, ultimately establishing Long-Term Customer Value by providing a means for differentiating Airbnb's experience from those provided by other Airbnb/Competitors.


Market Segmentation and Analysis
Segments were determined using Demographic Segmentation, Geographic Segmentation, Psychographic Segmentation, and Behavioural Segmentation to determine what type of experience those Solo Millennial Travelers will seek. The demographic characteristics include solo millennial travellers from 25-40 years of age traveling to Portugal for leisure, working holiday, or short-term remote work. Geographic areas where the most high-quality experiences can be found are Lisbon, Porto (and surrounding Portuguese Coastal Locations) and Regions of Cultural Heritage. Travelers in this category tend to value self-expression, discovery, social interaction, and authenticity as opposed to mass tourism. These Soul-searchers are generally digital natives who use mobile searches, reviews on platforms, social media for inspiration, and storytelling to help make their decisions (Smith and Zook, 2016).
Using differentiated targeting, marketers can focus their marketing resources specifically on solo travellers, rather than the entire tourist market. The Segmentation, Targeting, and Positioning (STP) theory offers evidence for how targeted value delivery aligns to specific needs of the segment: connection, safety, cultural authenticity, and guided exploration, and the embedded service benefits provided by the service (Kotler and Keller, 2020). This segment is highly compatible with the features of the offering; small group format, verified hosts, user reviews, platform protection, and mobile convenience.
The outcome of the segmentation process supports the development of an articulated positioning platform that differentiates Airbnb Experiences from informal/unstructured experiences and from traditional guided experiences while highlighting the travel value of personal significance and social engagement.
Value Proposition and Positioning Strategy
The proposed positioning statement is:
"For solo millennial travellers in Portugal seeking an authentic cultural experience with a meaningful social connection, Airbnb Experiences provides curated small group activities with local hosts who have been verified, thus offering discovery, protection, reassurance of safety and a one-stop solution for booking through mobile devices, thus enabling memorable travel experiences that are authentic, meaningful, and socially engaging."
By emphasising authenticity, social value, trust, and convenience, this positioning will align with the motivational (psychographic) drivers of the target segment. The value proposition is presented along four benefit categories consistent with marketing-theory based models: Functional Value (the value of guided format, verified hosts and simplicity of booking via digital means). Economic value can be measured through how clearly someone can see what they are getting for their money as well as how people perceive their experience of completing a specific activity. Emotional value derives from feelings of trust, belonging, and fun created from having participated in something together. Experiential value comes from immersiveness into other cultures, creating relationships with other people, and creating strong memories through a narrative or story (Kotler et al., 2013).
Brand positioning theories indicate that to become successful in your industry, businesses should differentiate themselves from competitive substitutes based on perceptions. Ries and Trout's Theory of Brand Positioning states that in order to communicate brand differentiation to consumers, companies must clearly state how their products or services are differentiated and this should happen through multiple, readily identifiable, communication methods from the company. The brand positioning image must be reinforced through all forms of media and advertising to create a strong, consistent branding message (Ries and Trout, 2001).
Digital Communication Strategy and Digital Strategy
The digital communication strategy for this campaign follows an integrated marketing communications (IMC) approach to create a unified message, tone, and visual representation, across all digital platforms. The IMC approach allows for synergy between the content that is created for each digital platform (Kitchen and Burgmann, 2015). The campaign tells the story of Airbnb Experiences by showing examples of how it has become the "trusted travel partner" for consumers looking for an authentic and independent form of travel. The campaign tells this story using numerous relatable travel-related scenarios, such as walking tours focused on food or historical sites, creative workshops, and outdoor adventure sports.
The overall digital strategy is based upon the concept of the digital customer decision journey. In the "awareness" stage of the journey, inspirational digital storytelling demonstrates that Airbnb Experiences is the best option for consumers who wish to experience a meaningful solo travel experience and this can be achieved using an array of platforms and tools, including platform listings, short-form video, and social media. During the "consideration" stage, the messaging focuses on trust icons, host credentials, customer review testimonials, safety reassurance, and the relevancy of activities to aid in building trust in and give support for evaluation of Airbnb Experiences.
This method of telling the story of Airbnb Experiences and communicating directly to the target customer via digital channels is the primary focus of this campaign's digital advertising strategy. The purchase experience focuses on simplified booking processes through mobile devices, the clear presentation of product availability, and recommendations for bundle experiences (Lemon & Verhoef, 2016).
Across all communication channels, the tone and manner of communication are reassuring, supportive, inclusive, experience-focused, and focused more toward benefits and outcomes rather than feature sets; this is consistent with best practices for marketing/communication (Ryan, 2020).
The Airbnb campaigns will be guided by the 7Ps of the Marketing Mix to enable strategic alignment between service design and digital communications.
The product component includes Airbnb's Experiences including cultural/historical tours, workshops, outdoor experiences, and food-based experiences. Airbnb Experiences will be designed with emphasis on quality curation, host expertise, and small group size. Pricing on all Airbnb Experiences will be transparent, communicated, and aligned with comparative values, not reliant on discounts. Place refers to Airbnb Experiences within the context of the digital platform ecosystems (mobile apps and website) and geo-targeted destinations within Portugal (Kotler & Keller, 2020).
Promotional strategies include the integration of IMC through social media storytelling, search visibility, content optimisation on Airbnb's platform, retention through email-based campaigns, and collaborating with travel-inspiration creators to reinforce positioning ideas and messages. People refer to the hosts and customer service platforms that serve as the main customer interfaces and communicate to customers through trust, friendliness, and professionalism. Process refers to reducing friction associated with booking, payment, communicating, and reviewing processes that are essential to how customers measure service quality.
Images, explanations, promotion presentations and visual identities; all examples of physical evidence which serve to enhance consumer confidence and clarify their expectations regarding your service (Kotler, et al., 2013).
The marketing mix framework extends beyond communications when repositioning brands to enhance the service experience and provide consistent reinforcement of brand meaning at each step of the consumer journey.
Measurement and Evaluation of Performance
Measurements will be based on digital marketing metrics, relationship marketing theory and CLV measures. Engagement of the consumer with content can be measured through the length of time spent viewing a listing as well as through additions and search to click ratios, which all indicate relevance of content to the consumer. Behavioural measurements include rate of booking conversion, number of experiences participated in, reduction in cancellations and responsiveness of hosts to communications from consumers; these all exhibit how successful the transition through the purchase journey was (Srivastava and Sharma, 2021).
Post-purchase evaluation will include the number of times a consumer returns to book an experience, the number of destinations from which they booked experiences, their rate of referral to others as well as their continued engagement with the CRM associated with that experience; all indicators of ongoing value generated through the relationship marketing process wherein value accumulates over time (Malthouse, et al., 2020). Financially relevant indicators will include each segment’s contribution to revenue; uplift due to repeat bookings; the impact on profit margins due to repeat bookings and the Customer Lifetime Value calculations. These indicators also demonstrate that measuring the relationship with a customer is a long-term evaluation and not limited to short-term campaign evaluations (Kumar and Shah, 2022).
Insights obtained through the evaluation process will provide direction on improving the accuracy of targeting; format of messaging; and overall strategy for the allocation of communication channels; thereby reinforcing the logic of improving performance through digital marketing practice.












Conclusion
This Digital Marketing Plan provides evidence of how an appropriate framework can utilise only marketing theory to effectively redefine Airbnb’s Experiences in order to appeal to the emerging millennial market in Portugal. By following the framework of STP to segment and position; create an IMC based upon the consumer decision journey as it pertains to Digital Marketing; utilising the 7PS of the Marketing Mix; and CLV evaluation, the proposed campaign service offerings will be reframed as an authentic, trustworthy and socially meaningful platform for independent travellers seeking to gain more of an experience than a service.
This strategy will place Airbnb in a better competitive position in the experience-based tourism market while remaining consistent with its brand image of accessibility, community involvement, and empowerment of travellers. It will also support sustainable growth as well as build brand loyalty and enable long-term value for customers through a combination of integrating digital communication and relationship marketing, along with performance-based refinements.
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