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[bookmark: _Toc440826097]Introduction 

The following presentation will draw upon three chapters from the book “Peer-To-Peer Accommodation Networks.” Common themes will be presented and summarised against arguments identified within chapters one, Seven and Twenty, critiquing their relevance to Airbnb’s contemporary digital business.
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[bookmark: _Toc2095077863]Chapter One - Unique Features of Peer to-Peer Accommodation Networks 

Within chapter one, the authors argued that Peer-to-peer (hereon in, P2P) accommodation networks have disrupted the traditional hotel sector, by expanding the array of short-term accommodation options available to people all over the world though it’s digital platforms, simplifying the supply of C2C and B2C (Dolnicar, 2017).

[bookmark: _Toc959895889][bookmark: _Toc870161685]Digital Disruption

There is extensive literature and research on the sharing economy which supports this argument, Skog et al., (2018, pp. 431-437) notes, prominent digital breakthroughs such as Airbnb, challenged the survival of traditional accommodation providers, causing serious systemic repercussions within these markets. Mack & Veil (2017, pp. 71-85) expand, noting the Internet of Things (hereon in, IoT) and Industry 4.0 (hereon in, I4.0) provide opportunities to transform traditional businesses through platform concepts, this is supported by (Boswijk, 2017, pp. 104-114). Stonehouse & Konina (2020, pp. 1-6) Recognize how digital technology has changed business and boosted the efficiency of business processes through innovative business models. 

[bookmark: _Toc1557453980]Business models

One of those business models is Airbnb, its multi-sided platforms and applications has allowed them to advance within existing markets though collaborative consumption, offering value for money, convenience, and choice (Schivinski et al., 2020, pp. 645-661). Airbnb has created a strong brand identity and gain competitive advances through its trusted e-commerce sharing economy platform SEP (Alrawadieh et al., 2020)





[bookmark: _Toc884248446]Collaborative consumption/ Sharing Economy/P2P 

Collaborative consumption or (CC) for short, refers to an economic approach that allows access over ownership, such as sharing, exchanging, trading, or renting things and services. CC differs from Business to consumer (B2C) markets as the goods and services provided through the sharing economy are only temporary, there is no exchange of ownership (Hall et al., (2022, pp. 3057-3067)

The economic model centred on sharing underutilised assets is known as the sharing economy. The peer-to-peer economy, or (P2P) for short, is a decentralised system that enables people to communicate and share, purchase, exchange, or sell products and services without the assistance of an intermediary or company. Supported by SEP networks which facilitate the sharing of information and resources (de Rivera et al., 2017, pp. 11-27; Pesonen & Tussyadiah, 2017, pp. 285-303).

Airbnb’s P2P model involves three actors, a customer, or in Airbnb’s case (guest), a peer service provider, in Airbnb’s case a (Host) and a platform provider which is Airbnb. 

[bookmark: _Toc908714017]Value 

Airbnb creates value for hosts by providing a platform where accommodation owners can seek to monetize their unoccupied space, while retaining control over bookings, pricing, and house rules. Guttentag (2019, pp. 814-844) notes how guests gain value through the array of listings, which offer diversity, location, and value for money. In addition, Airbnb offer value to both parties by acting as a communication channel, matchmaking, controlling and protecting transactions and creating communities (Belarmino & Koh, 2020).

[bookmark: _Toc479041609]Summary 

Aznar et al., (2018) made the case that Airbnb's paradigm of low-cost lodging had an impact on traditional lodging providers, resulting in competition. They also pointed out the value gain in P2P due to access to two-way online customer reviews, which challenged the traditional ratings for lodging.

Jeyakumar et al., (2020, pp. 217–242) found evidence that tourists looking for accommodation in historic cities prefer traditional hotels to P2P accommodations. Despite this, they acknowledge that advances in digital technology create opportunities and challenges that will likely disrupt the heritage tourism industries in the future. Geissinger et al., (2020) state how the sharing economy can be seen as a disruptive innovation that improves wealth in society.



[bookmark: _Toc2017963040]Chapter Seven - Entrepreneurship Opportunities


In chapter seven, the authors argued that Airbnb's network has enabled entrepreneurs' unheard-of opportunities. To support their claim, they state that Airbnb's size and brand recognition, serves as an innovator of diversification by empowering microentrepreneurs (Dolnicar, 2017).

[bookmark: _Toc1988095674]Digital disruption

Digital P2P platforms like Airbnb allows people who are not traditional accommodation providers can rent out space. Although this situation is commonplace in the long-term rental market, it has created a phenomenon in recent years. Although privately owned rental properties exist, they are not on the same scale as Airbnb, the large array of listings poses a competitive threat to the traditional short-term accommodation industry which provides opportunities for entrepreneurs (Chandna & Salimath, 2018, pp.162-174; Kim et al., 2021, pp.3003-3020). Guttentag & Smith (2017, pp. 1-10; Henama, 2018, pp. 1-16) conclude P2P platforms can be regarded as a disruptive entrepreneurial innovation which have novel impacts for all actors.

[bookmark: _Toc927677878]Business model 

Some strategies used by Airbnb are innovative contemporary digital marketing strategies and partnerships, such as the use of social media influencers who post luxury Airbnb accommodation. Batle et al., (2020, pp. 1277–1290) expand further and note how Airbnb creates entrepreneurial opportunities for hosts and local microentrepreneurs which allows locals to play an important role within the tourism business sector,  through the supply of exclusive and distinctive experiences for their guests, such as; safari retreats, glamping, camping adventures, a hot air balloons ride to art, pottery, wine tasting, cooking classes and much more (Brochado et al., 2017, pp. 210-212).

[bookmark: _Toc173478854]Value

Zhang et al. (2019, pp. 148-157) describe how the virtual community created by Airbnb's business model gives value to both hosts and guests through its capability of profile matching based on individual needs. Consumers have grown into value co-creators capable of becoming entrepreneurs, building entire ecosystems as communities of connected participants defined by their networks and platform affiliations (Adner, 2017, pp. 39-58). Furthermore, according to Sigala (2017, pp.346-355), Airbnb can foster shared value and social entrepreneurs, resulting in a greater knowledge of cultural values and a good impact on their community and the larger socioeconomic world.

[bookmark: _Toc1475017597]Summary

Airbnb’s business model serves as an empowerment tool for microentrepreneurs, through their size and brand recognition, provide an array of opportunities to support disruptive entrepreneurial innovation. Airbnb’s innovative contemporary digital marketing, communication and tools afford the ability for hosts to supply exclusive and distinctive experiences for their guests.




[bookmark: _Toc542959351]Chapter Twenty - Communication Regulated Social Systems – 

The authors stated in Chapter Twenty that Airbnb places interpersonal interactions at the core of their business, which distinguishes them from traditional accommodation providers. In addition, comparisons are drawn between Airbnb’s providing's and those of neo-tribes, concluding both tribes and neo-tribes share three traits: they use signifiers to convey status; they have membership standards, including behavioural practises connected to status; and they depend heavily on interpersonal contact to function (Dolnicar, 2017).

[bookmark: _Toc775339412]Communication 

Airbnb provides a messaging system connecting guests and hosts. In doing so, Airbnb established global digital communities encompassing co-creators and entrepreneurs (Vaskelainen et al., 2018). Recently, Airbnb supported their entrepreneurial hosts by introduced P2P online experiences, in the form of virtual tours, enabling the delivery of live, interactive video sessions to a small group of worldwide audiences via their platform (Zhu & Cheng, 2022, pp. 3565-3570).

[bookmark: _Toc253776744]Trust 

Through its innovative and distinctive two-way review ratings, insurance, and secure payment system, Airbnb seeks to develop confidence for both hosts and guests, providing assurance opportunities for the entrepreneurs. However, according to Cui et al., (2017), the system can be exploited, and hosts can utilise it to unfairly discriminate against specific guest groups.

[bookmark: _Int_0Nf6d6X3]Bridges & Vásquez (2018, pp. 2057-2075); Zervas et al., (2021, pp. 1-16) raise concerns regarding Airbnb's two-way reviews and questions the honesty due to the abundance of good reviews and challenges if this renders them pointless. Fradkin et al., (2015, pp. 15-19) note bias reviews pose a risk to Airbnb's competitive advantage and relationship building within their online community 

[bookmark: _Toc820864391]Summary

Bingöl (2022, pp. 583-599) case study on drug tourists', adds value to the Dolnicar’s argument and lean towards the three common traits; engage in social behaviours, forming close friendships and embracing the local culture. Providing the necessities found in neo-tribal societies, as well as enhancing preferences and services like guest host profiling, review systems, and immersive hosting, enables Airbnb to gain a competitive edge.



[bookmark: _Toc1351879226]Conclusion

Airbnb's business model, size and brand awareness, empowers microentrepreneurs by offering a variety of options to foster disruptive entrepreneurial innovation. Airbnb distinguishes itself from traditional accommodation providers by placing interpersonal connections at the centre of their business. Supported by their size and brand recognition, Airbnb also serves as an innovator of diversification by enabling microentrepreneurs. The fact that Airbnb fulfils the needs of neo-tribal societies while also increasing preferences and offering services like immersive hosting, review systems, and guest host profiling gives Airbnb a competitive advantage.
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