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[bookmark: _Toc92459718]Introduction 
During this report there will in detail critique which is going to be about Airbnb. During this report there will be many subtitles and sub pieces of academic relevant writing all about the critical examination of the business Airbnb. Also, during this report the writer will be looking at two specific papers. The first paper which the writer will be looking at and evaluating Airbnb against is, Impact of Airbnb on customers' behaviour in the UK hotel industry - LI, Luqi and TABARI, Saloomeh. The second paper which the writer will be evaluating and referring to Airbnb is ‘Airbnb - STEVE WU FRANK LEE JEREMY REYNARD’ 
Airbnb was founded by, Brain Chesky, Joe Gebbia and Nathan Blecharczyk, this was founded in San Francisco, California. Airbnb was one of the first businesses around to specialise in housing accommodation. The reason why, Brain Chesky, Joe Gebbia decided to launch Airbnb is because they were unable to pay for certain parts of their livelihoods. So, to be able to achieve their goals in life and fund it they then decided that it would be a good idea for them to rent out the spare rooms in their apartments, and then Airbnb was born.  This is when they realised the potential which this has got in the market and this is where they decided to join forces with programmer Nathan Blecharczyk to then launch and start Airbnb as a business, and to also to change the way which the world and people think about the travel industry. (Steve Wu F. L.) 
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Description automatically generated with medium confidence]Key Partners
Although Airbnb was founded by Brain Chesky, Joe Gebbia and Nathan Blecharczyk in 2008. The key partners of Airbnb are no longer them; it would come down to the hosts, which is including the super hosts being the key partners These key partners are on the supply chain side of the key partners, but then the guests are the key partners on the demand side of the key partners’ table. (Uenlue, Business Model Canvas, 2020)
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Description automatically generated]The key activities for Airbnb would be to be able to achieve and retain their consistency. So, your normal hotel stay would be consistent each time you were to visit there it would be pretty much the same each time. But this is something which Airbnb may struggle with which is why it’s so important that they are consistent with it, one way which Airbnb is great for the hosts is because they can do what they like to the place. But to be able to help keep some consistency Airbnb have crafted webpages with articles and videos for hosts to be able to deliver a great customer experience and to deliver the level of consistency you would get at a hotel. (Murat, 2021) 
Key Resources
One of the most important resources which are for the business Airbnb is the Network Effects between the hosts, super hosts, and their guests these are essential for network efforts. For network efforts to occur a sufficiently large number of them would need to have successful transactions. 
An example of these successful transactions with Airbnb are the following:
· 7 million listings worldwide, this is across 100K+ cities and over 220+ countries
· There are 400,000 super hosts
· 2 million stays per night.
· (Uenlue, Airbnb Business Model - Key Resources, 2020)
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For an Airbnb host and super-host, it is important for them to remember the value propositions – so for one instance, income generation – There are many different cases and forms of this, some hosts, and super-hosts, will only rent out their rooms on a short-term basis not a long-term basis. For them this is an extra income inconvenience. The side of Airbnb which lets you generate an income from doing this style of renting is a high motivator to list one’s property. There are many other aspects of the value proposition side of Airbnb the next one being risk minimisation, this is a big one for hosts and super-hosts is the potential risks which comes with this. Whether this be for themselves, their property interior or for the property’s interior. Although everything isn’t covered therefore Airbnb’s must have insurances and ensure there is house rules. The plus side of joining Airbnb is that there are such easy ways to join the platform this being listing details, photos, price settings and availability calendar. (Uenlue, Airbnb Business Model Canvas - Value Proposition, 2020) 


[image: ]Customer Relationships
For Airbnb there is a lot more to it than just renting rooms, and apartments. They want to make sure that their customer relationships are of such a high standard and to make sure that these don’t slip, whether this be through the Airbnb hosts and super-hosts or whether this being with Airbnb and the guests directly. The important side of this for the guests and hosts to feel the following.
· Safety, Security of both parties.
· Holding their value proposition on hosting and consistency in doing so.
· Supporting the authenticity of the stay.
· Respect for the host’s property and adherence to house rules
(Uenlue, Airbnb Business Model Canvas - Customer Relationships, 2020)[image: ]
Customer Segments
[image: ]With Airbnb being a multimillionaire business over many platforms it is important that Airbnb segments both sides, this being the guests are well as the hosts and super-hosts. It does depend on the purpose of this, but Airbnb will more than likely decide to use the classic market segmentation as well as the micro segmentation, it is important that identified segments can be used for a variety of purposes for other hosts, other guests and for the use of Airbnb also, this can include marketing, developing new products or ways to keep Airbnb fresh, and the business growth. (Uenlue, Airbnb business model canvas - Customer Segments , 2020)
Channels	
There are many channels which Airbnb can use, below will be a couple which they use to help promote the business:
· Word of mouth
· Media coverage
· Social media 
· Digital Ads
· Sponsorships 
· Referrals 
(Uenlue, Airbnb Business Model Canvas, 2020) 
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Description automatically generated with medium confidence]Cost Structure
Airbnb cost structure is very straight forward;
· Cost of revenue 
· Sales and marketing 
· Research and development 
· General and admin
· Depreciation and Amortization 
(Uenlue, Airbnb Business Model Canvas - Cost Structure, 2020)


[image: A close-up of a person's face

Description automatically generated with low confidence]Revenue Streams 
Below are the financial revenue streams which are before covid and during Covid for Airbnb’s finance situations and the revenue streams which they went through in 2020. (Uenlue, Airbnb Business Model Canvas - Revenue Streams, 2020) 
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Critique – Airbnb landscape 
To date Airbnb as nearly $120 million in venture funding to date and most of the Airbnb’s growth can be attributed to its heavy investments in marketing and also in infrastructure. By devoting resources through the Good Display Network. (Steve Wu F. L., 2021) 
One of the ways which Airbnb have manged to attract so many hosts, super-hosts and guests is because of the attraction that there is to be travelling around the world, and not having the tie down to one hotel, it really is one of the attractive highlights of Airbnb is that you have the freedom and flexibility to move around. 
Airbnb managed to attract many people by, displaying digital adverts on Google Display Network. These adverts were made for Airbnb to introduce the new concept which is Airbnb. This is how Airbnb managed to attract such a large worldwide audience so quickly, because this investment from Airbnb and Google largely paid off because this meant that it drove a massive 120% interest increase in branded searches and this also increased the amount of number of nights booked from 800,000 to over 2 million. (Steve Wu F. L., 2021) 
The revenue of Airbnb has grown dramatically - it has grown from $850,000 in 2009 to nearly $45 million in 2012 this is translated into a compounded growth rate of 275%. So, with the revenue of the sales growing at such a dramatic pace it meant that this was going to continue into the sales numbers, these rose from 365 bookings in 2008 to 15.8 million in 2012. So, with all of these numbers going up, and up it meant that it was time for the Airbnb team numbers to grow too, so in 2009 the team of Airbnb jumped from the four people to employing over 500 in 2012. (Steve Wu F. L., 2021)
Where is Airbnb now in 2021/2022?
So, with this market of Airbnb ever growing it is important that the numbers for Airbnb keep going up and making sure that they can keep up with the demand of this.  As of August 2021, there was 500M+ searches made using the Airbnb flexible date tools. Over coming COVID-19 and adapting to this over four million hosts around the world and counting to meet guests’ needs. There was over %13.4 billion in gross booking value. This is up by 37% over 2019, and up 320% over 2020. There was $1.3 billion in revenue. This was up by 10% over 2019 and up 299% over 2020. In August 2021, 4 million plus guests staying on Airbnb in one night all over the world. (Airbnb, 2021) 
Target Groups 
The target market of Airbnb is the people who are looking for an affordable alternative option rather than an hotel. As previously stated in this report Airbnb would like to be able to provide to the target groups. In 2017, the majority of the Airbnb users in the United States Europe we’re between the ages 25 and 34. People in older ages groups generally made-up smaller share of Airbnb uses. Only five percent of Airbnb users were aged 65 or older. This is indicating that Airbnb more popular with the younger users. (Lock, 2019)
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Critique – Strategy formulation 
So, with such and amazing concepts as Airbnb comes with most common problems, some of these many problems are.
Failing to abide by local laws, this is something which the Airbnb hosts and employees need to make sure they are looking into. But because Airbnb have millions of hosts it is important that this problem is kept on top of because other wise Airbnb can be fined or possibly some hosts shut down. Another problem with Airbnb is the check in and check out times changes, this is another common problem, with hotels is that there are normally set times to be out by, so for instance it’s normally out by 11am. But with Airbnb it is so much more flexible with check out times so if a guest requests to have the Airbnb until say 3pm then they can possibly stay until then. Another problem behind Airbnb is the noise and partying complaints, one of the rules on the Airbnb is that there is no partying allowed but this will not stop everyone this can also mean that the complaints might mean that the hosts and super-hosts may be shut down. (iGMS, 2021) 
The strategy behind Airbnb is to be able connect travellers with hosts who provide accommodation through its online platform. Airbnb provide a variety of options to choose from, right from choosing just one person room to booking an entire place for up to however many people you need it for. Airbnb is really for everyone and anyone. 
Strategy Formulation Framework 
The strategy formulation framework can be used for instance to perform a SWOT or A PESTLE analysis. For a SWOT analysis to be conducted, this would mean that the person conducting the SWOT analysis and the PESTLE analysis for the businesses, so for this instance Airbnb. It is important for the business to have these analysis’ in place because otherwise there is no forward-thinking plan and there is no way forward for the business to move. It’s crucial to make sure the business Airbnb have a SWOT so this way the, Strengths, Weakness, Opportunities and Threats of the business can be highlighted so they can then be avoided if necessary. It is also crucial that the business Airbnb have PESTLE analysis because this way they can then they observe the following points of the business:
· Policatical 
· Economical
· Social 
· Technological
· Legal
· Environmental 
It’s important for these to be highlighted to the business so they then know what is good and what they need to improve on. 
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During this report there has critiques around the business Airbnb and how they have grown to been so successful since opening. They are now a global household name and most towns in all of the world have an Airbnb in it.  There are two recommendations which the reporter has picked up on during producing the report for Airbnb. The first one is about the rules of the Airbnb, the main rule which was read a lot during the research for the report is that there was that there is no partying allowed but there was no mention on what happens to guests if they do have any complaints made against them, or if they were to throw a party. But there was mention that if the host was to have something like this to happen in their Airbnb, then it would mean that they would potential be given bad scorings or potentially loose their rights to be an Airbnb. So, the recommendation is for the guest to have a fine or some form repercussion against them to show other hosts and super hosts what they are like as guests at an Airbnb. The second recommendation which is going to be given to Airbnb is to give the guests a option to make their stay more personal, so for them to ask for prosecco to be chilled on arrival, or for a minibar to be stocked or even for there be a bunch for red roses on the bed for the partner of the organiser for an anniversary gift. This is all options when you stay in a hotel so it would be very good if Airbnb could offer this too. 
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To conclude this report focusing mainly on the two papers the first being ‘Impact of Airbnb on customers' behaviour in the UK hotel industry - LI, Luqi and TABARI, Saloomeh. The second paper being ‘Airbnb - STEVE WU FRANK LEE JEREMY REYNARD’ the writer felt that they provided good information, as well as using other external sources. The report talks about the business model canvas of Airbnb and the critiques which come with this such the financial side the Airbnb and the growth which they have been doing and continue to do through the years of Airbnb. This report really highlights how well Airbnb have done in such a short amount of time, this could be because they have the correct target market, and because they are worldwide. The strategy behind Airbnb is phenomenal they understand what they must do and why to continue to help with their businesses growth although they have come over so many challenges and problems they have still managed to continue to grow and grow. Lastly, this report also focuses on the recommendations which the report writer feels which Airbnb need to focus on next, to be able to help with the future growth of the business.  
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