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1.0 Executive summary:
   Airbnb is an organisation that allows users of the platform to advertise and discover appropriately matched properties for temporary rental, such as within holiday destinations. The platform is known as ‘peer-to-peer’ meaning the guests of the properties; those who use the website to search for holidays, are a consumer of the hosts. The hosts are the ones who use the services of the platform to advertise any available, unused spaces they have within their properties and utilize them by renting them to guests, this in turn makes the hosts a consumer of the brand, labelling this form of e-commerce as C2C, consumer to consumer and making this form of business a part of the sharing economy. This report investigates the business model of Airbnb and how the organisation aims to function, and then an analysis is present within a grand strategy matrix to allow for suggestions and recommendations for change within Airbnb.

2.0 Introduction:
   This report is focused solely on Airbnb as part of the peer-to-peer networking community. Aspects such as Airbnb’s business model will be investigated, and an analysis will be in place at the end of this report to open up for recommendations for growth for the organisation.
2.1 Purpose of this report:
   The main purpose of this report is to examine Airbnb as an example of the sharing economy, by investigating all aspects of the organisation such as their business model canvas, financial landscapes, target groups, problems, strategies and challenges and using their current situation as a guideline on how the company are dealing with adaptation to such aspects.
2.2 History of Airbnb:
   Airbnb was founded by three entrepreneurs who used their entrepreneurial skills to earn money to pay their own rent in San Francisco in the year 2007. Joe Gebbia, Brian Chesky and Nathan Blecharczyk innovated a way to get through the struggle of financial difficulty, by converting their unused space within their property into a place for strangers to pay and stay. The men converted their attic into a miniature bed and breakfast, with air beds as their offerings. After failing to impress investors and potential guests and failing to launch their business innovation successfully for three attempts, the founders finally succeeded to gain investment in spring 2009 and accelerating the organisations growth to 89 countries and one million nights booked by 2011 (Aydin, 2019).



3.0 Main findings:
   Within this section of the report, the objective is to investigate the main aspects of Airbnb that include the organisations landscape by evaluating a PEST analysis and the company’s internal and external changes. The business model canvas will also be analysed, and findings will be presented in section 3.2 alongside the company’s value proposition and an example of Airbnb’s value curve. A grand strategy matrix will be evidenced in this section and Airbnb will be fitted into the quadrant appropriately and reasons why will be present. The tools that the organisation uses such as enterprise resource planning, customer relationship management and supply chain management will be discussed and analysed in preparation for recommendations for future growth.
3.1 Landscape:
   A landscape in business terms, is something that makes up all aspects of an organisation to work together and create value. For example, the competitive landscape of Airbnb would include all the company’s competitors and their position within the landscape of Airbnb (Green, 2019).
   All internal and external factors impact how a business landscape is viewed; therefore, it is essential for an organisation to recognise and analyse such factors and present them within a PEST or SWOT matrix. Factors that would affect Airbnb’s decision-making process about external aspects and would be present within a PEST matrix for the organisation would be as follows,
Political factors:
· Airbnb as part of the shared economy
· Pressure from political views in regard of rental regulations at the governments expense
· Legalities regarding the complete business model of Airbnb and how the organisation should follow different regulations for within different states and companies
· COVID-19
Economic factors:
· Cheaper alternatives discovered upon research
· Employment opportunities for micro-entrepreneurs
· Mixture of positive and negative impacts upon society
· COVID-19
Social factors:
· Opens new opportunities for unique experiences within the hospitality sector
· Uses a social networking platform to connect guests and hosts
· Appropriately matches guests with hosts for a tailored experience
· COVID-19
Technological factors:
· Operates solely via a platform so relies heavily on technology
· Reviews are left via social media 
· All marketing takes place online
· COVID-19
(Marketing tutor, 2021).
   There have been many external changes made to Airbnb, especially since the approach of the COVID-19 pandemic. The company took a major hit when the pandemic struck in 2020, with the founder, Brian Chesky (2020) describing the emotions as “being the captain of a ship when a torpedo strikes”, The organisation was already fully operating online but what they had to offer was restricted by every aspect of the external factors. However, this did not stop the organisation innovating in ways that aided the company to continue providing services such as their guest experiences, there were over fifty options to purchase online guest experiences during the lockdown restrictions from the comfort of your own homes, such experiences including meditating with sheep in the United Kingdom, reading fortunes in turkey and setting goals with the coaching assistant of a gold-Olympic medallist (Airbnb, 2020). 
   As the company’s net worth decreased from $30 billion to $18 billion during the pandemic, the founders scratched their way to the surface, determined not to fail by securing a loan of one billion alongside an investment of a further 1 billion dollars. This aided the organisation to not only look after the guests that use the platform but ensured hosts who missed out on their bookings were repaid a percentage of their cancellation fees with enough money in the pot to attempt to survive the pandemic (McMillin, 2021). With the competitive landscape of Airbnb including organisations such as Booking.com, Expedia and TripAdvisor rentals, it is evident that Airbnb need to consistently evaluate their business landscape and adjust their operations accordingly to aid in the smooth running of their company. 
3.2 Business Model Canvas
   As can be seen within the appendices of this report, Airbnb have an extensive and effective business model canvas in place for the organisation that aids the company to recognise every important aspect within the organisation such aspects are as follows; the key partners who are the professional photographers and insurance companies, the key activities which are the continuous and constant development of their platform alongside their customer support, the key resources of the organisation are the peer to peer platform and the properties belonging to the hosts. The cost structure is dispersed within the business model canvas between employees, technology, customer support and marketing methods. The revenue comes form the commissions of the hosts and travellers’ fees. The customer relationship section of the canvas includes personalised recommendations and customer support, the organisation’s channels are the website itself alongside the Airbnb app and the customer segments are the hosts and the guests of the organisation.
   As the purpose of this report is to evaluate Airbnb as part of the sharing economy, the value proposition will be in more detail than the other aspects of the business model canvas, as it is this section where the extraction of information regarding the companies’ values and purpose will be evidenced, supporting the claim of the organisation being involved within the sharing economy. Within the value proposition part of the canvas, Airbnb claim to offer hosts an opportunity to make money utilising unused spaces within their properties whilst offering guests a tailored, unique experience in the most convenient and secure ways possible (Business model analyst, 2021).
   With the use of Kim and Mauborgne’s (1997), value curve chart (pictured in the appendices section), using booking.com as an example competitor, both platforms have their own advantages and disadvantages to offer users. Regarding pricing and costs, both organisations were scored the same, the reason for this being that both company’s offer reasonable pricing with the difference between each organisation being whether you are the host or the guest. Hosts are charged less with Airbnb and more with Booking.com as Airbnb favours prioritising their hosts, and guests pay more with Airbnb and less with booking.com. Regarding guests receiving unique recommendations and experiences, Airbnb out-scored Booking.com as it is inevitable that the guests of Airbnb are going to receive more valuable recommendations form their hosts, who are more experienced with local knowledge than the recommendations of Booking.com hosts who are hoteliers that would more than likely recommend their own facilities. There were also the aspects of additional features that come with booking with Airbnb, such as additional kitchen facilities as you are staying at someone else’s property, rather than a standard hotel suite, this in turn scored Airbnb on the same level as Booking.com as there is always the option to go self-catering with booking.com when available. Another factor that evenly scored both organisations was how easy it was to place a reservation, Airbnb have a three-click system and booking.com is simplified to the point where anyone can use the system. However, Booking.com did score higher than Airbnb regarding convenience, especially after the initial booking has taken place, solely because Booking.com does all the work for the user after the reservation stage whereas Airbnb requires the guests to then contact the hosts themselves (Rozenblit, 2020).
   According to Osterwalder and Yves (2010), both suggest within their book that there are two components an organisation needs to focus on when creating their value proposition for their business model canvas. The first component being if an organisation creates enough value to improve and transform the business and the second component being if the company innovates new ideas that replace outdated ones on a regular basis. It can be assumed that Airbnb are certainly achieving both factors of Osterwalder and Yves theory as the organisation has had a consistent transition stage since the company was founded and the business has innovated new strategies to get them through the global pandemic whilst their traditional strategies would have meant certain failure. 
3.3 SFF and the grand strategy matrix:
   The strategic formulation framework (SFF) created by David (2007), allows organisations to discover alternative strategies that aid in decision making for future growth by using a three-step method. Step one of the SFF tool is to input all key internal and external factors within the left-hand side column, this column consists of the external factor evaluation matrix (EFF), the internal factor evaluation (IFE) and the competitive profile matrix (CPM). Stage two uses numerous matrices such as a SWOT, SPACE, BCG, IE and grand strategy matrix to formulate alternative strategies that the organisation could consider to aid in future improvement and transition. Stage three of the SFF is when the organisation takes into consideration findings from previous stages and inputs them into a quantitative strategic planning matrix (QSPM) then assigns each finding with a numerical, weighted score, and identifies alternative strategies by determining, comparing and computing the sum of the attractive scores (AS). There are benefits and disadvantages to using the SFF tool for an organisation as the input of the information could be subjective depending on who is inputting the information. However, the framework aids in excellent decision making and discovers numerous alternative strategies simultaneously. To bypass the disadvantages of using this framework, the input stage should be completed without bias and with an open mind.
  For the purpose of this report, only one of the matrices found within the SFF will be exampled regarding Airbnb and will be found within the appendices section of this paper. One of the matrices mentioned within the SFF is the grand strategy matrix, this matrix is a quadrant that is based on two factors within an organisation: market growth and competitive position.  Depending on which quadrant an organisation is placed, determines how well the company is doing regarding market growth and competitive position, quadrant one is an excellent position to be in for any organisation as it shows an organisation takes risks aggressively when necessary and concentrates on their current position on the matrix. Quadrant two shows an organisation is not competing effectively whilst quadrant three shows possible risk of liquidation if rapid adaptation isn’t considered, this quadrant position evidences that an organisation needs to focus on retrenchment first. Quadrant four is also a good position to be in as it shows proof of high cash flow and strong competitive position, however it also evidences slow market growth for the organisation. Airbnb would fit into quadrant 1 as the organisation takes risks when needed such as acquire new investors and finances and innovate ways to get them through situations such as a global pandemic, Airbnb know their position on the matrix and the decisions the company are taking toward their strategic management are ensuring they remain in the quad they desire to be in (CO, 2021).
3.4 Tools:
   The three tools that Airbnb use to run their organisation efficiently are enterprise resource planning (ERP), customer relationship management (CRM) and supply chain management (SCM). Regarding Airbnb’s ERP, there are numerous other platforms the organisation uses to take care of its operations, such platforms and their uses for the organisation include Ruby and JavaScript for programming languages, RoR for aiding in speeding up development which in turn reduces timely costs, Nginx as the organisations HTTP web server to ensure the site is secure and as speedy as possible for it’s users, Amazon is used as a cloud storage, hosting and database for Airbnb along side other big data instruments such as presto, druid and Airpal. Airbnb needs all these instruments to ensure their back office is running smoothly and efficiently for their users and to aid the organisation to keep tabs on information about guests and hosts, booking information and reviews (Forbes, 2018).
   The organisations CRM can be described as e-CRM as everything regarding this tool takes place digitally. To mention a few examples of Airbnb’s CRM is the matching system of guests and hosts alongside the review and rating system such guests and hosts can leave about each other. As the platform is peer-to-peer, or C2C, this form of CRM is essential, so all users get access to such information. The organisation has three steps to their CRM process and that is to acquire, enhance and retain their customer base (Binns, 2016), and as this is all done using electronic means, this evidences previous suggestions that Airbnb use e-CRM as their sole method of customer relationship management. Using their e-CRM, Airbnb are able to acquire, retain, target and deliver their products and services to their customer base.
   The final tool Airbnb use to function is SCM, which is also all done digitally with their booking system that all users from the sell-side and buy-side use to transact goods and information, therefor, the company also relies solely on digital means to manage their supply chain making the function e-SCM. As the organisation uses e-Commerce, e-Manufacturing, e-Collaboration and e-Operations as its main functionality, Airbnb can be fully described as an e-Procurement platform.
4.0 Recommendations:
Below are three recommendations alongside reasons why they have been suggested, in order to aid future growth for Airbnb:
· Offer a Niche experience. There are many things that Airbnb have to offer, from reading palm experiences to meditating with sheep during a global pandemic, however, in such a sensitive world of today it comes as a surprise that the organisation does not cater for niche markets, such as elderly, homosexual and the disabled. For the organisation to make further improvements to its already extremely innovative business model canvas, a recommendation of catering for such markets is present.
· Where is the personal touch? The company offer very personalised experiences by using data gathered within their CRM, however, everything is digitally processed. That may be ok for the majority of users as we enter a world of AI and GenZ, but there are still individuals out there who simply cannot understand the semantic web and our artificial world. If Airbnb could cater for such users, then this could be a game changer for the organisation.
· Consider existing residents. Airbnb should consider existing residents by placing a limit on how many hosts can subscribe in a particular region. Existing residents are being outpriced of their own towns and villages due to hosts purchasing properties simply for the use of temporary rental via platforms such as Airbnb. It can be assumed that the platform would gain a lot more respect if they considered a limit such as this.

5.0 Conclusion:
   To summarise this report, it has been evidenced that Airbnb are a very complex organisation that strive to simplify the process for their users. The organisations aids in benefiting both the hosts and the guests by providing a peer-to-peer platform for its users where suitable, tailored and unique property can be advertised and reserved by both hosts and guest. The organisation uses a complex system of ERP to ensure the platform is both extremely secure and efficient for the users, this makes Airbnb an extremely safe network and it is evident why it is one of the most popular platforms for such uses, especially since the organisation is very innovative that it created ways in which it could still function through a global pandemic. However, it is also evident in the sense the organisation is lacking improvement and empathy for its non-users, maybe if the organisation considers the recommendations provided within the report, then those non-users could potentially consider becoming users of the platform after agreeing with the ethics of the company.
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Grand strategy matrix:Market Growth
Competitive Position
QUAD VI
· Related diversification
· Unrelated diversification
· Joint ventures
QUAD III
· Retrenchment
· Divestiture
· Liquidation
· Related diversification
· Unrelated diversification
QUAD I           Airbnb
· Horizontal, forward & backward integration
· Market Development
· Market penetration
· Product development
· Related diversification
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· Liquidation
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