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Introduction
The report has been made with the intent to analyse the environmental factors of Airbnb. The environmental factors are analysed at the micro and macro level using a wide range of models like the pestle, industrial life cycle and porters 5 forces model. Along with this internal analysis has been executed to understand the resources and capabilities of Airbnb and its value chain. The internal analysis also comprises of vrio analysis and SWOT analysis. The report also analyses the strategies for competitive advantage by Airbnb along with its growth strategies green strategies and CSR. On the basis of this analysis, a conclusive statement and recommendations to Airbnb have been developed. In recent times Airbnb as a part of its expansion plan has been focusing on expanding in the African markets. Though the company on the one hand is investing in the African markets but on the other is experiencing issues of declined growth in regions like Amsterdam, London and New York . In such a situation it is important to understand the overall strategic dynamics of the organization thereby assisting the organization to take appropriate actions to overcome the issues faced and continue to perform financially well.
Background of Airbnb
The company started its operations in the year 2007 with its headquarters in San Francisco, California. The company was founded by 3 people Brian Chesky, Nathan Blecharczyk and Joe Gebbia. Brian is the present Chief Executive Officer of Airbnb, whereas Nathan is the Chief Strategy Officer and Joe is the Chairman of Airbnb.org . Airbnb is an online marketplace which offers a wide range of travel-related services to its consumers with a specialisation in vacation rental services. The primary categories of services are travel information and booking services. Within these categories, Airbnb endorses its customers with facilities for lodging, homestay, and tourism services through its websites as well as mobile applications across the globe. The marketplace of Airbnb provides a platform wherein the hosts and the guests connect with each other thereby undergoing transactions to create lifetime experiences. 

Figure 1 Listings of Airbnb
Source: 
Initially the company started with its name AirBed & Breakfast Inc., but later in the year 2010 it renamed itself as Airbnb Inc. Presently the company has a network of more than 4 million Hosts. With the help of these hosts around 1.4 billion guests have been served across the globe . Airbnb has around 6.6 million active listening listings across the world. It is present in more than 220 nations or regions. The hosts have earned more than 180 billion USD by being associated with Air BNB . 

Figure 2 Financials of Airbnb
Source: 
From the above figure, it can be determined that the revenues of Airbnb have been increasing since 2019. However, in 2019 and 2020 the company experienced a negative operating income. Similarly, the net income for the common stockholders which is also the income from continuing and discontinued operations the company has been profitable in the year 2022 prior to which it had experienced losses. The primary reason for these losses was COVID-19 which resulted in restrictions on travel internationally. 
The number of employees working with Airbnb globally has increased over the last 3 years. In the year 2022 the total number of employees weird 6,811.

Figure 3 Employees of Airbnb
Source: 
Mission and Objectives
The mission of Air BNB is to “create a world where anyone can belong anywhere” . 
Mission The company concentrates on developing a travel platform providing end-to-end solutions to the consumers thereby handling all the aspects associated with the trip. The company focuses on developing strength through a sustained growth model. It also intends to create new businesses thereby gaining success in the long run. However, with the pandemic, the mission of Anr BNB has been transformed to a certain extent and presently the company is focused to achieve the following vision “Our mission is to unlock the power of sharing space, resources, and support in times of need.” .
Both these missions are deduced from the organisational vision that is “Belong Anywhere” . 
The overall objectives of Air BNB are:
Commitment towards innovation and creativity
Overhauling the travel market in terms of size and scope by focusing on parameters like remote working or nomad style of living. 
Be a market leader globally
Generating organic traffic
Offer services across the world by marking its presence everywhere
promote longer stays of the guests with options like living anywhere 
create individual hosts to support hosted travel
Provide unique stays and experiences to the consumers
Source: 
However, the company also designs its annual objectives which for the year 2021 were:
Providing knowledge to people globally about the uniqueness of Air BNB, especially with regard to hosting. The outcome was the promotional campaign “Made Possible by Hosts” series
Creating a strong pool of hosts and training them along with the provision of all amenities and guidance to be successful. To achieve the same, Air BNB launched its strategy “Ask a super host and super host Ambassadors”
Simplification of the journey of the guests. For this, the guests are provided with the “I am flexible” options for searching.
Delivering consumers with higher quality and world-class services. For this Air BNB provided Hosts with AirCover services. 
Source: .
Macro-Environment Analysis
In this section, an environmental scanning is executed which assists the organization in understanding the external environment in a better way by acquiring and using information related to the same when designing strategic approaches and plans for its action plan . For the environmental scanning of Airbnb, the PESTLE model has been used. PESTLE stands for namely political, economic, social, technological, legal, and environmental factors which constitute the overall external environment having an impact on the business performance.

PESTEL Analysis
Political Factors: 
Airbnb is subjected to political issues which arise owing to inappropriate rules and regulations related to rental houses. Further, these rules and regulations vary across nations which makes it challenging for Airbnb to manage. Also in circumstances where the landlords failed to function according to the legal environment are subjected to legal issues which might have a deterring impact on the brand image of Airbnb.

Political conflicts between nations have a negative impact on the tourism industry thus negatively impacting the organisations like Airbnb. Similar instances have been faced recently owing to the war between Russia and Ukraine which has negatively impacted tourism not only in these nations but also in neighbouring regions. 

Airbnb is actively involved in political activities as the company continues to create lobbies at grassroots levels which have the potential to influence government decision-making. The company uses the power of common people by creating a lobby to deal with the government in case it takes action against the business model 
Economic Factors:
World Bank entering into a strategic partnership with nations to strengthen their economic conditions and convert them into developed economies. This is expected to enhance tourism thereby providing ample scope for companies like Airbnb to expand their business one such example is Vietnam wherein efforts are being taken to convert the nation into a high-income nation by the year 2045. 
Airbnb has resulted in the emergence of a new business model which has had a significant impact on the real estate industry who stop there have been issues of rising prices of real estate and properties owing to higher inflation. In the American markets it has been observed that there is a sign there was a 40% rise in the ownership of vacation homes when compared to existing homes owing to the income opportunities associated with the same. The outcome of such purchases has been increased overall rental rates making it challenging for people to rent homes. 
Airbnb has been creating employment opportunities at regional levels generating tourism for that region.
It is also resulting in economic imbalances between regions as locations in which Airbnb is established experience enhanced development opportunities as compared to those regions where such properties are not present.

Social Factors:
There has been a change in the behaviour of consumers with changing times which has also impacted their travel decisions. Along with safety and security, consumers are seeking exclusive travel experiences which is possible with Airbnb and hence they are opting for search properties .
Airbnb also provides for opportunities of staycations. This implies that people can stay on its properties for a while. With increasing work profiles like remote working and working from home, it has become possible for people to travel and work simultaneously thereby providing ample opportunities for search propositions as offered by Airbnb .
With the new generation sharing of spaces is emerging as a common phenomenon which also generates significant opportunities for Airbnb.
Going to development across nations the purchasing power of the people is increasing going to which there is an inclination towards travel as people are able to channelise their resources for the same. Increased travel and tourism provide for increased opportunities for Airbnb .

Technological Factors:
Globally, penetration of mobile phones and the Internet has increased which provides opportunities for Airbnb to use such technologies to penetrate into the markets. consumers are able to download apps and make bookings from any remote location for any remote location. 

Source: ( Darareportal,2023)   
Approximately 60% of the population globally is actively involved in using social media which provides for strategic marketing opportunities to Airbnb.

Source: ( Darareportal,2023) 
Advanced technologies like big data provide opportunities to understand consumer behaviour and use the information for designing appropriate strategies for the achievement of customer satisfaction. Also with artificial intelligence, it is possible to augment consumer experience thus enhancing their satisfaction levels.  

Legal Factors:
Airbnb is involved in a wide range of legal cases in areas like New York, Barcelona and Amsterdam which has affected its goodwill as well as competitive position within the industry.
Airbnb is a multinational company which implies that it functions in multiple nations with different tax structures. This to a significant extent has an impact on its overall revenues and operations. Hence it is very important for Airbnb to consider the various taxations that are applicable as it varies across the world. 
Laws related to travel tourism and the hospitality industry are different for different regions across the world and hence need to be considered by Airbnb when setting up and executing its business.

Environmental Factors: 
Accommodation by tourists is subjected to carbon emissions resulting in an increased carbon footprint. Such accommodation contributes 1% towards global emissions and comprises 20% of the total emissions from tourism.
There have been issues of a higher amount of waste generated by the consumers using Airbnb services which has a significant negative impact on the environment.

Micro-Environment Analysis
In this section, an analysis of the industry lifecycle as well as Porter’s five forces has been executed to determine the implications of the micro-environmental factors on the overall strategic approach and functioning of Airbnb. 
Industry Life Cycle
Airbnb operates within an industry that is travel and tourism that is mature in itself. However, owing to the unique business model of the organization the company has been experiencing growth and thus in highly matured markets has reached a point of that is between consolidation and stagnation. The growth experienced by Airbnb is positive but at a declining rate . Though the organizational revenues are increasing the overall profitability of the organization is low. Airbnb was one of the pioneers within the travel and tourism industry for its unique business model but presently it is subjected to stringent competitive pressure as executed by other companies present when they the industry. The company not only faces competitive pressure from contemporary service providers like Vrgo, Tripping.com, and Booking.com but also from traditional travel and tourism services provider .


Figure 4 Airbnb and Destination Life Cycle
Source: 
Porter’s Industry Five Forces Analysis
The impact of the five forces on Airbnb has been depicted in figure below:

Figure 5 Airbnb and Poter's Five Forces Model
Source: Adapted from 
Existing Competition: It is moderate to high for Airbnb mainly owing to the fact that the vacation rental marketplace is still evolving. Some of the primary competitors of Airbnb who have marked significant global presence are Tripping.com, hometogo.com, flipkey.com, OneFineStay, Vrbo, Housetrip, Luxury Retreats, Wimbdu and Casamundo . The various travel booking platforms are also competitors of Airbnb like Expedia.com, agoda.com, tripadvisor.com and GlampingHub to name a few . 
Threat from New Entrants: The risk varies from low to moderate for Airbnb. It is mainly because though the business model demands lower investments the market is highly cluttered owing to stringent competitive pressure from existing players as well as substitutes. The costs of setting up the network for providing higher quality services to the consumers/guests might demand huge investments thereby discouraging companies to enter the industry. 
Threat from Substitution: The risk varies from moderate to high for Airbnb. It is mainly owing to the presence of a wide range of hotels, homestays and lodges that provides a wide range of services to consumers. Consumers depending on their budget can choose from a plethora of options available to them by directly making the bookings without using Airbnb services. 
Bargaining power of Buyers: The risk varies from moderate to high for Airbnb. The consumers have the opportunity to choose from a plethora of options available to them either provided by direct competitors of Airbnb or the substitute service providers. In such a scenario, consumers have higher bargaining power over Airbnb.
Bargaining power of Suppliers: The risk varies from low to moderate for Airbnb. There is a wide range of service providers which the suppliers may choose instead of Airbnb. This enhances their bargaining power. However, the strong brand name and supreme market presence of Airbnb in global markets lower the bargaining power of suppliers. 

Internal Analysis
The internal analysis focuses on understanding the various environmental factors which are internal to the organizations and can be controlled by the same. In this section the most significant tools used for internal analysis r analysing the strategic resources and capabilities, the value chain analysis, the vrio analysis and the SWOT analysis.
Strategic Resources and Capabilities 
The strategic resources and capabilities of Airbnb are discussed in this section:
Brand Positioning and Equity: The company has a strong global brand image for the promotion of vacation rental stays among consumers, especially the millennials. The company is known for curating for its guests and thus endowing them with higher satisfaction levels. 
First Mover Advantage: The company is the pioneer in developing the vacation rental industry and is a leader in the same. Though there is intense competition that is emerging within the industry the company enjoys the perks of being a first mover which mainly comprises wider networking, better learning curve, customer reach and loyalty. 
Pricing Strategy: To be successful within the target consumers, the pricing strategy adopted by Airbnb is low-cost service provider . Airbnb has been operating on the principles of sales maximization which supports higher profitability. When compared to other competitors and hotels, Airbnb provides the cheapest prices helping them to save money without compromising on quality experiences.
Host Networking and Encouragement: Globally Airbnb has a strong network of hosts who have developed strong relationships with the brand. Presently, there are approximately four  million hosts associated with Airbnb. 
These hosts stay loyal to Airbnb owing to the wide range of perks and benefits received by them. Along with financial incentives benefits like privacy assurance social interactions, and technology-related quality like quality of information, system and services is augmented owing to which they are encouraged to stay associated with Airbnb . 
Convenience and Ease of Use: Bookings by guests can be made through online platforms by just logging into the Airbnb website in mere 3 clicks. 
The website provides for attractive pictures and prices thus motivating consumers to book the services. Also, as bookings are simple as  it can be done even by those having no experience related to the same. 

Value Chain Analysis	
The value chain analysis assists in understanding the primary and secondary activities that help an organisation generate value for itself and its stakeholders. This value is generally organisational profits that support its financial growth and development. 

Figure 6 Value Chain Framework
Source: 
Primary Activities
Inbound Logistics: the inbound logistics in Airbnb comprises sourcing all those inventories that are important for serving the guests. This comprises sourcing inventory for delivering core services along with other support services. Some of the core services of Airbnb are peer-to-peer programs related to accommodation, guest experiences and overall adventures . Support services are associated with making the stay comfortable. 
Operations: Operations comprise arranging for properties that can be used to offer to the guests and listed on its website for Airbnb accommodations . The operations also comprise insuring that the landlords make the accommodations functional and convenient for the guests. Hence ensuring all the arrangements are being appropriately made for the guests is a part of the organizational operations of Airbnb.
Outbound Logistics: Airbnb merely operates as a marketplace where guests interact with hosts and thus outbound logistics of Airbnb is negligible.
Marketing & Sales: It is one of the most important primary activities of Airbnb. It is mainly because it is only through marketing and promotions Airbnb is able to get access to its customers. For ensuring sales, Airbnb provides an effective online platform for the guests to help them make their bookings inner a convenient tenderness seamless manner. Marketing comprises of celebrity marketing with international personalities like Beyoncé and Mariah Carey .
Services: Services at Airbnb comprise collecting feedback from the guests as well as hosts and taking corrective actions to overcome issues faced by either of the parties. It also involves maintaining relationships with both these stakeholder groups thereby ensuring that long-term dealings are fostered with them. They also have an online Help Centre wherein complaints and issues can be registered which are resolved at the possible earliest . 

Secondary Activities
Firm Infrastructure: The firm infrastructure is highly flexible and adapts to changes easily. The company resorts to a matrix structure that endows the same with such flexibility . 

Figure 7 Organisational Structure of Airbnb
Source: 
HRM: Presently, Airbnb has a workforce of 6800 people . It endows the organisation with a competitive edge as the company provides its employees with a wide range of policies that help them achieve work-life balance. Some of these policies are “live and work anywhere”, travel facilities and effective compensation to name a few . Also, the company focuses on diversity thereby ensuring a quality workforce rather than a quantity workforce. 
Technology Development: The technological infrastructure of Airbnb is very strong as the company uses advanced technologies like machine learning and artificial intelligence. It has around 113 technology-related products and services that are used for its website as well as to support mobile applications 
Procurement: the procurement at Airbnb is executed through a wide network of suppliers these suppliers are chosen on the basis of policies and norms outlined in the supplier code of conduct. All those vendors who are in a position to fulfil this requirement set are eligible to be a part of the supplier network of Airbnb .

VRIO Analysis of Distinctive Resources and Capabilities
Using the information provided in the strategic resources and capabilities section, the following VRIO analysis has been executed.
Resources and Capabilities	Valuable	Rare	Imitation Difficulty	Organisation	Outcome
First to Market	Yes	Yes	Yes	Yes	Strategic Competitive Advantage
Pricing Strategy	Yes	Yes	Yes	Yes	Strategic Competitive Advantage
Brand Position and Equity	Yes	Yes	Yes	Yes	Strategic Competitive Advantage
Technological Infrastructure	Yes	Yes	Yes	Yes	Strategic Competitive Advantage
Host Netwroking and Encouragement	Yes	Yes	No	Yes	Tertiary Competitive Advantage
Convenience and Ease of Use	Yes	Yes	No	Yes	Tertiary Competitive Advantage
HRM	Yes	No	No	Yes	Short-term Competitive Advantage
Financial Resources	Yes	No	No	No	Short-term Competitive Advantage


Table 1 Vrio Analysis of Airbnb
Source: Created By Author
SWOT Analysis
Strenghts		Strong network of hosts creating network effect	First mover advantage	Strong brand image and positioning in global markets	Innovative and flexible business strategy and model 	Aggressive marketing	Wide range products and services for consumers to choose from	Simple yet user-friendly website 	Trustworthy services
Weakness	Lack of uniqueness in business model	Finanical losses in last few years (though the company is making recovery but yet lack of finanical reservoir) (refer to appendix 2)	Cyber security issues 	Controversies related to Airbnb having negative impact on its image 
Opportunities		Expanding into new markets like Iran, North Korea and Germany	Developing strategic partnerships with hosts and other travel related services	Developing strategic alliances with International Airline Groups	Developing alliances with nations when organising events like Olympics	Technological advancement for enhanced cyber security	Promotions on social media
Threats	Increasing competitive pressure	Events like Covid-19 resulting in travel restrictions	Legal issues like faced in Germany owing to which Airbnb is banned in this nation 	Declining concept of home-sharing owing to increased concenr for safety and security and social distancing	Negative experiences by guests	Damage caused to the property by guests resulting in dissatisfied hosts


Table 2 SWOT Analysis of Airbnb
Source: Created By Author
Strategies to Sustain Competitive Advantage
Cost Leadership: Airbnb focuses on endowing its consumers with affordability as well as convenience thereby generating higher leads. The primary target consumer segment for Airbnb are middle income groups for which it ensures that the prices are reasonable. For gaining cost leadership the company ensures that it does not have assets rather provides for accommodations through strategic partnerships with the landlords. Also the company has an online business model which is based upon a flatter organizational structure thus minimising its costs.
Differentiation Strategy: the primary intent of Airbnb is to endow consumers with significant travel experiences which are unique and memorable. To differentiate oneself from other service providers the company uses celebrity endorsement and visually appealing photographs across the online space thus attracting a wider consumer segment. Significant investments in promotions and advertisements are the primary differentiating factor for Airbnb.
Focus Strategy: There are 2 types of focused strategies, cost focus and differentiation focus. In the case of Airbnb the company uses focus differentiation strategy by catering to specific needs of the destinations. For example as derived from the case, Airbnb develops unique strategic approach for Puerto Rico whereas for Vietnam it is different. 
Overall it can be stated that Airbnb resorts to a planned strategic approach rather than an emergent one. To be successful in the global market it is important for Airbnb to customise its strategic approach and thus be successful in the long run amidst intense competitive pressure. Different nations have different environmental factors that impact the overall performance of the organization within that nation. Right from online booking to accommodations everything is dependent on the environmental factors functional within the nation. Hence to be successful in the long run it is important for Airbnb to determine the strategic approach required specifically depending upon the unique features of the nation and gain a competitive advantage.
Growth Strategies
The growth straegy of Airbnb can be understood using the Ansoff Matrix:

Figure 8 Ansoff Matrix for Airbnb
Source: Adapted from 
Currently, it can be stated that the company is using all these four strategies cohesively thus deriving maximised benefits from the same. 
Market Penetration: For this, Airbnb resorts to an aggressive marketing strategy in which the company promotes its exisiting products/services within existing markets. For the same, Airbnb resorts to a wide range of promotional activities like influencer branding and discounted prices for its consumers. 

Table 3 Discounts and Promotions as a Market Penetration Strategy
Source: ( Airbnb, nd)   
Product Development: The company is focused on providing consumers with enhanced experiences thereby increasing their satisfaction levels when travelling. As a part of its growth strategy the company provides for a wide range of accomodation services to its customers from budget stays to luxury ones and from staying in igloos to tents. 
Market Development: Airbnb has been constantly expanding its business by entering new nations and exploring new markets. Presently, the company is present in approximately 220 markets with around 4 million hosts. This network is continually expanding. 
Diversification: Airbnb has added travel services like piano classes in Paris and cooking classes in Florence can be booked by guests when visiting these destinations. This indicates that Airbnb is diversifying its service profile. 
Internationalisation Strategy and Entry Modes
Multi-domestic, international, transnational, and global strategies are the most important international strategies that can be chosen by Airbnb. 
Multi-Domestic Strategy – A multi-domestic strategy is largely acclimatisation of the multinational strategy By adopting this strategy, the business tries to blend in with the community and satisfy the local needs of the host country . Companies use this strategy to manufacture in the host country and sell there. When a business adopts a multi-domestic strategy, it engages in extensive localization, ensuring that its products and services are appropriate for the market in question and giving it a competitive edge there. Additionally, the company has better access to local market returns including labour, shipping channels, and natural possessions, when it operates in diverse countries by implementing a multi-domestic strategy. Nevertheless, by implementing a multi-domestic strategy, the company struggles because the upfront costs of entering a new market are higher since it is necessary to change the offerings.
International Strategy – Companies who are pursuing an international approach don't care about expenses or cultural adaptation. They make minimal to no changes while they try to market their items abroad. Access to new markets is one of the greatest advantages of international strategy. In addition to this, a company adopting an international strategy also enjoys access to local talent and amplified business growth. Further, a company by expanding internationally also gain new clients and visibility which its rivals might not have. Additionally, companies can also step ahead of the competition by avoiding the saturated market. However, entering new markets can prove to be very complex for the company and it may confront various challenges as culture and business operations are unique in each nation.
Global Strategy – A global strategy is a centralised strategy in which a company resorts to a standardised approach . Under this strategy, the company by producing the same product for all of its host markets, hopes to gain from economies of scale. A global strategy can expand a company's consumer base, but it has the drawback that variances in culture in other nations may hinder the marketing efforts of the company. Further, diversification is always an advantageous move, but one drawback of expanding internationally is that it remains a costly investment. It takes a tremendous amount of effort, time, and market analysis to launch a business overseas. However, when an international market is tapped by the company, it aids to make up for any losses which the company could sustain during a domestic economic slump. The home company can be sustained if the company establish a successful firm abroad for the duration of the economic downturn.
Transnational Strategy – An organization's goal is to strike a balance between a multinational strategy and a global plan with the aid of a transnational strategy as stated by . In this approach, the organisation uses a centralised control mechanism while dispersing its operations across several different countries. It is one of the most widely employed internationalisation strategies by businesses worldwide . Companies that employ a global strategy can reap a variety of benefits, nevertheless, it may take a bit of effort to do so. When a company embraces a transnational strategy, it opens fresh locations and penetrates a brand-new market that it has never before served with its product or service. Companies that use this business opportunity well have the potential to develop significantly. A transnational strategy can help businesses that seek to expand abroad succeed more effectively enter a local market and swiftly build a clientele. The ability of local personnel to communicate with others in their culture more effectively than an outsider is an essential component in this. Further, a corporation may be more sensitive to the needs of the local culture if it focuses on hiring local staff and meeting the needs of local clients.
Airbnb can use multidomestic strategy thereby creating their offeringss to fit local tastes.  This startegy would prove beneficial for the company as by incorporating local offerings the company can create more familiar feelings for the users.
Green Strategy and CSR 
Airbnb has a well-defined green strategy and CSR approach which assess the organization to take strategic decisions. Over the last 3 years, the company has executed significant steps to minimise its overall greenhouse gas emissions which has been depicted in the figure below:

Figure 9 Corporate GHG Emissions by Scope (2019-2021)
Source: 
The company is striving continuously to achieve its goal of net zero emissions by the year 2030. For achievement of this goal, the company designs emission reduction goals that are approved by the Science Based Targets initiative (SBTi). Airbnb is also taking measures to use 100% renewable energy across all its offices globally. It also intends to launch the supplier sustainability program for supporting GHG emissions reduction under scope  . Airbnb is dedicated to making significant investments in designing solutions that are not only of higher quality but also nature-based thereby safeguarding the natural environment of the world .
CSR initiatives by Airbnb are categorised under 3 primary sections. They are supporting local communities, support gender equality and minorities and other activities. For supporting local communities the employees are provided payments for volunteering to serve the local communities. The company also launched the global citizenship champion programme in the year 2013 where services are provided to local communities thereby assisting them to overcome the issues faced by them poster Airbnb also has an Open Homes program wherein homes are provided freely to people who have been affected by natural calamities and disasters or suffering from critical illness or even conflicts. Through this program the company has been able to assist more than 25,000 people in finding temporary houses and post offices it has also invested 20 billion USD to expand the size of this program thereby providing benefits to around 1,00,000 people by the year 2022 .
For supporting the cause of gender equality and minorities the company focuses on employee diversity which is evident in the figure below:

Figure 10 Representing Ethnics in the USA at Airbnb
Source: 
The company has a Diverse Candidates Leads norm wherein it ensures that during recruitment minorities and females are well represented. It also has a wide range of groups for its employees Able@ for employees with disabilities, AirPride@ for LGBTQ people, Asians@, Black@, Foreignairs@, Juntos@ and Natives@ for example . 
Other CSR initiative comprises of provision of treatment and other facilities to people through the Open Homes strategy . The company also makes charitable donations as and when required for different causes. 
Recommendation 
The various recommendations for Airbnb are:
Enhanced Security Systems: This comprises investments in advanced technology for dealing with cyber security issues like developing firewalls and other security measures. Also, there is a need to execute training programs for its hosts to ensure that guests are safe and not subjected to hassles that would result in negative fame for the company as well as the hosts. 
Market Expansion: To diversify risks and deal with competitive pressure it is recommended that Airbnb should expand into new markets which are yet to be explored. Also, it can develop strategic alliances with nations like Germany to enter the industry and cater for guests in this region. Such expansions would assist the organisation to increase its revenues thereby overcoming the financial challenges faced. 
Aggressive Marketing and Innovative Strategies: Airbnb is recommended to continue with extensive marketing as well as promote strategies like those adopted in Puerto Rico to continue to excel within the industry. 
Conclusion
The strategic management approach adopted by Airbnb is very strong and effective which has endowed the organization with a significant competitive advantage within the industry. The company has been a pioneer within the vacation rental industry and continues to maintain its leadership position irrespective of stringent competitive pressure. However, issues like lack of revenues and dynamic consumer behaviour might have a negative impact on the organization in the long run and gals it is important to take measures to deal with these issues. The company has been resorting to different strategic approaches that have supported its growth and development across global markets irrespective of issues like Covid-19 beyond leaps and bounds. 
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