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Executive Summary
What will the future look like in the world of modern technology? From a range of algorithms to the imagination of future predictions. As a marketer, the importance of the role is crucial because of constant trends and patterns that may convert the future completely (Deliotte Blog, 2021).
Discovering the methods and techniques applied during the marketing processes, the outcome can be successful but not in many cases. Every little mistake or difference is a chance to try something new and to motivate others to rebuild their techniques. For example, the most popular 4 Ps (Product, Price, Place, and Promotion) have been transformed into 4 Es (Experience, Exchange, Everyplace, Engagement). These marketing mix elements have been effective long term; however, the customer demand and expectations have changed and the need of implementing a new strategy was critical.
To successfully measure the differences and apply complexity, an example Airbnb accomplished present real-life examples and the use of fresh marketing mix that may be more effective in the future in the marketing field. At the same time, the importance of marketing will be discussed, and how these elements make Airbnb unique and special to its guests.
Deeply moving into more details and the understanding of the macro and micro-environment in the marketing, the performance of PESTLE and SWOT analysis will be achieved in a shorter version with an explanation of each and their positives and negatives as well as technological, legal, or political views (Grunert J., Herman M., 2021). At the same time does not forget about the target market and the segmentation, which is the most principal stage of each marketing strategy. Glancing demands and criteria of segmentation, the performance can be more effective, and the selection of media chosen with careful analysis.
Concluding the whole current marketing mix and the future of the development accomplished recently, measuring success by understanding the analytics of the company and managing channels as well as rates and critical decision making can be a new beginning for the constructive structure of the company in the marketing field.
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Introduction
Discovering innovative marketing trends and their patterns currently, the predictions for the future can be unexpected, however, the tools and appropriate techniques will enhance the way that the algorithms and newest technology are managed. The marketer's role is not only to effectively promote the business but also to implement satisfactory services and meet the demands of the consumers. Understanding the needs and expectations of the guests is a principal element for the marketing department to be able to demolish the best out of the company (Turnover BnB, 2021).
Inverting marketing mix essential parts, another way that the marketer is studying the guests' expectations has been discovered and by giving another dimension to the traditional 4Ps. The product was turned into an experience, the price for exchange, a place for everyplace, and promotion for engagement. Only a minimal difference, but for the consumer comfortability is a massive adjustment to make them feel more acknowledged (Sharma P., 2020).
Airbnb will be an example of a company that converted its marketing mix and beneficially established the importance of marketing as a worldwide business. Assembling their uniqueness, passion, and special treatment of their guests. As a result, the business has satisfied customers that can rely on. A shortage of PESTLE and SWOT analysis in the study will be presented to create a positive and negative in the same time image of the marketing mix after the transformation and their practical use in the future. As stated by Bush T., (2016), 4Ps or 7Ps (Physical evidence, people, and process), can be only assessed as being tangible or not, however, to satisfy the consumers, going the extra mile and providing experience or exchange of a product can make a stark difference towards the final feedback.
Recognising the demands, target market and segmentation of separate groups of customers can be profitable in the future. Since the demographics, behaviours, geography or psychology are moving to the next stage, age or gender can be crucial when the market is for the same group of people, but with the future needs and expectations. As mentioned before measuring the potential success of the company must be planned and any decision-making, constructive criticism, as well as the establishment of new media platforms and channels could be a little element that the guests will admit as a valuable component in the field of marketing (NI Business Info Blog, 2022).

Main findings
Forget 4Ps, Welcome 4Es
According to Sharma P. (2020), The 4 Es is like adding fuel to the marketing mix. Learning marketing theories, which can be not valid for multiple years. Why change something that worked well for an exceptionally long time? These questions the marketers can be demanding from the other marketers that produced models and theories based on their previous experiences. Although something worked well for many years, in the digital world it cannot be enough for an extremely evolving hunger to follow new and superior trends.
The popular 7 Ps and later the requirement to operate only with the 4 main ones (product, price, place, and promotion was a key for marketers to focus on them when promoting the business. Nevertheless, the truth is that people do not want to just buy the product, they want to buy experience and emotions. What makes the company stand out from the crowd is the emotional branding providing exceptional, breath-taking journeys that the customer can be part of. Instead of materialising the products, the business must reflect on the challenges, dreams, and demands of buying in the digital world (Sharma P., 2020).
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Appendix 1 - (Trade Ready – Blog for International Trade Experts, 2012-2019)

Next is price, which has been replaced with the exchange because the flexibility and the return process are as prime as the price on its own. The consumers can choose the value and the features with it if the product has an exceptional price such as a tag or note about environmental or social influences. Everyone reading something about their potential future will see how crucial is to direct themselves and others to affect the future of technology or the planet (Spektrum – marketing, media, and opinions blog, 2021).
The place was replaced for everyplace. It might seem the same, but the general difference is that the brand can offer every channel possible without much of an effort to contribute an opportunity for their guests that they can be a part of anywhere in the world. Yelp Blog (2012) states that over 85% of customers use internet websites to find their dream holiday and over 83% will have a mobile device to use. 
Lastly promotion and the demand to become engaged and connect with the brand. As a result, the exclusivity of the company has modified the mentality of the buyers. So, the consumers will be a recommendation and feedback for the brand and promote it instead of or along a side with marketers (Magnus Furnes, 2022).
In the world of grand expectations and times of low impressions is low, the success is to embrace 4 Es because persuading customers towards some product that they are not interested in buying is not effective anymore and gradually moving to a newer and fresher technological era where marketing principals indicate inevitable paradigm pattern in the marketing industry (Magnus Furnes, 2022). 
 
Airbnb
The marketing strategy and the implementation of the marketing mix are very impressive. Although Airbnb is a brand that analyses its innovation, pricing, and promotion planning regularly, its position in the market is competitive and meets the goals and objectives set by the marketing team. Their marketing mix and the strategy are very manageable and easy to understand. They base their mix on the main 4 pillars, which recently were reviewed and transferred into 4 Es to acknowledge their guests every better and further understand their needs and demands (Kubicki M., Milano C., 2015, p.9).
Airbnb was established as one of the best assistances for guests when booking the right accommodation for their stay. According to Acutt M. (2012-2022) ''earning money to fund their passions'' is a motto that Airbnb uses in terms of their product demand. Their homestays, hostels, and hotel rooms offer a range of activities suitable for anyone such as cooking classes or scuba diving. At the same time, they are enhancing the supplementary services during the holiday or break, so the client never gets unoccupied during the stay (Acutt M., 2012-2022).
Not forgetting about the pricing, which is converted into an exchange because the customer can have an option of choosing an alternative such as an upgrade or a refund if they are not satisfied with the outcome. More professionally, the traveller is not charged directly for any services or products but through their reservation, and all transactions are processed later or even after the departure. Airbnb is critical with its cancellation policies, which can be exchanged for another date or refunded within 24 hours before their arrival. 
Airbnb has located its accommodations across over 190 countries and everyplace is considered as important as others. Apartments, private homes, boats, or castles are an alternative to a repetitive holiday. The distribution strategy and implementation of 4 Es are essential to grab as many tourists' attention as possible. At the same time promoting and advertise their properties through customers from their feedback and outlining the connections, local partnerships, and a variety of marketing channels. The promotion at Airbnb is not just presenting to others, their stays, and facilities but also engaging consumers to contribute their time and review online platforms for news and offers. Geo-localised strategies are a publicity tool for creating relevant content for a specific location. The surveys and websites are available for those, who are interested in larger expansion of brand visibility and the partnership with the company (MBA Skool Team, 2021).
The strategies that Airbnb is growing towards are its creativity in designing and the uniqueness of the brand such as posters and adverts online for separate occasions. Another key element is professional photography taken in the high-quality light and angles for regular and potential guests to see the true pictures and compare with others to know what to expect. Also, content marketing contributes to influencers and stories of their experiences, which are shared and published for others. Airbnb creates an economic impact on the benefits of the business on local economies, which results in higher demand for upgraded experiences (Plaid Swan, 2022).
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Appendix 2 - (Pinterest – Airbnb Logo, 2014)

The importance of marketing
To be able to understand the importance of marketing, some strategies, and to enlarge the audience, some of the rules must be followed for example to identify the target market. Airbnb has the most frequent users among younger generations such as millennials. Over 23% are more likely to travel companies with other generations. To make their holiday more relaxing, some considerations must be taken into the account such as bookings, which should be more convenient for the millennials such as an option of checking in and out online. The younger the customer, the more they will read the reviews and feedback of other visitors. By providing high-quality photos and professional accurate real-life examples, the guests will be more confident in their future stay (Turn BnB, 2021).
As mentioned before, social media and online platforms are very crucial in the modern world of Airbnb. Facebook, Instagram, and TikTok are only examples of the most popular platforms that can be operated within the hospitality industry. Honest communication between the business and the customer in a form of promotional opportunities, recommendations, or reviews can be the key to success. Some influencers are taking a profit with each positive comment or opinion about the property (Insights, 2021).
The demand for modern and upgraded accommodations is enormous and by perceiving the marketing and the importance of recognising the guests, the audience can enlarge even more. It will drive the engagement and awareness of the brand. Without customers, the business cannot grow and same as Airbnb offering sales and discounts as well as approaching new guests in person or on social media will enhance the promoting demand. As stated by Luwan L., (2020) other key elements of marketing can be brand loyalty, equity, and efficiency as well as benefits to stakeholders and corporate image, which can be identified as the core of the company to establish the importance of guests and why the marketing without social media would not be possible in the future.

Macro and micro-environment in marketing
Macro and micro-environment are remarkably like each other in the marketing industry, however, some of the differences can indicate how necessary it is to review them and improve if required.
The macro-environment is based on a variety of economic and ecological parts. It is the economy as a whole and how the business is affected when making decisions or forming strategies simultaneously. The economic factors that may affect the business are exchange or interest rates, taxes, or inflation. Following Barakaat Consulting (2022), every fragment of the market has its demographic forces, which can influence the age, education levels, and geographic region of the customer demand. The modern marketing world is a core of technological automation, wireless and contactless performances, which are secure and connect everyone around the globe (Priyanshi K., 2014).
In agreement with Shaw A., A., (2021), every company must take into consideration the natural and physical forces such as weather, pollution, climate change, or laws to regulate the environment and protect biological species. To understand the product that has been brought into the market, sturdy impact on society and culture can be identified, for example, growth rate, lifestyle, beliefs, or habits. Examining, macro-environment the trends and position in the market with every element is crucial to the organisation as well as the customers and suppliers who are cooperating along the side (Blythe J., 2001, p. 57-72).
On the other side, the micro-environment has been established as a root of markets, marketing mix, corporate resources, and employees. It is the business that has an environmental impact directly and with their competitors, customers, suppliers, or public are influencing daily procedures. As a competitor, the brand and products are principal to be able to compare and acknowledge the differences between each business. The customers are in demand of stability and relative profitability, which can be local or international. The key to a successful marketing strategy is for suppliers to provide necessary resources to the organisation and increase or decrease the prices as the market allows them to. As one of the most supreme perspectives of the public is media and environmental pollution (Priyanshi K., 2014).
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Appendix 3 - (Research Gate, 2008-2022)

Although both environmental elements are linked to each other, SWOT and PESTLE analysis must be completed and investigated further if mandatory to the business. As the report is hinged on Airbnb, a condensed version of this examination is presented below (Williams A., H., 1981, p.83) (Shaw A., A., 2021).

	Strengths
	Weaknesses

	· Building global brand
· Personalised and user-friendly online platforms
· Local experiences available
· Cheaper and better-quality accommodations available
· Global network
· Word of mouth through consumers marketing

	· Potential fake Airbnb accounts to attract more people
· Controversies that may affect the brand image or the whole company
· Revenue growth issues such as pandemic
· Safety issues such as violence

	Opportunities
	Threats

	· Organising more events and activities for guests
· Market expansion (already across 220 countries, but few is Latin America or China)
· Promoting brand in the safe and hygienic way

	· Risk of losing brand image by competing against other businesses in the industry
· Content liability such as copyrights
· Competitors especially to independent owners
· pandemic



	Political 
	· Shared economy such as joined rooms and houses to help hosts get extra money
· Political pressure which can be set by the government 
· Legal status (all laws and regulations to be followed according to the government guidelines)

	Economical 
	· Cheaper alternative to the standard accommodations
· Career opportunity especially creating more full-time jobs across the globe
· Positive impact on the society by meeting their demands and supply balanced resources

	Social
	· New journey/ experience for the guests and visitors (can be shared on social media to get extra promotion of the place)
· Helping buyers and sellers by distributing wealth in the society and affordable stays for anyone
· Engaging and empower tourists by building local communities 

	Technological
	· Newer technology trends (artificial intelligence and online applications to connect quicker and easier)
· Social media used for a feedback and reviews from customers, the advertising has been effective and encourages more people to visit

	Legal
	· Stronger partnership connections with policymakers
· Legal regulations and policies for short- and long-term rentals across the world

	Environmental
	· Energy efficiency to become more sustainable within the business (reduction of waste, waste consumption and lower greenhouse emissions)



Target market 
Conforming to Dudovskiy J., (2019), the general target market at Airbnb is 54% female and 46% male users. For the accommodation, the average consumer age is between 18-45, however, it can be expanded wider up to 60 years old. The correlates of the customers vary on their experiences and the type of accommodation required for the specific stay. For example, Airbnb can host students as well as professionals and employees, but in many cases, executives and senior managers were welcomed too. For an alternative option to ordinary hotels, Airbnb has been established as an attractive and affordable accessory.
The target market includes four types of segmentation across the whole globe in the Airbnb business. The first one is geographic segmentation, which states that Airbnb has been Europe's largest market with 5 million listings, followed by Asia with 3 million and North America with 2.5 million. Discerning the specific location, the target market may differ and the price demands for the value given in different parts of the continent such as urban or rural areas (More Business Blog, 2022). Associating with behavioural segmentation, which exhibits the personality and status of the guests as well as their benefits and loyalty to the business. The preferences can be between farm or secluded island or boat, depending on the lifestyle they need to proclaim during the holiday.
Another segment is psychographic, which can be measured as lifestyle or social class. Following marketing strategies, this segmentation can be easy-going or novelty-seeking personalities. By uniquely discovering the world still within the budget, the desires can be ambitious or compromised. The last one is a demographic section, which exposes the gender, age, occupation, or life-cycle stages. The accommodation is available for anyone and with any interest, income, or life balance (Blythe J., 2001, p. 57-72).
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Appendix 4 - (More Business Blog, 2022)
As reported by Crenshaw B., (2016), the target market research can be the most affordable and expeditious way of exploring who are the most optimal consumers for Airbnb. The research can be qualitative, which is a methodology recognising how people feel about a specific product or service or even the marketing of the business. The other research method is a quantitative methodology, which expresses in numbers the proportion of the population in the Airbnb target market study. 

[image: ]
Appendix 5 - (Crenshaw B., 2016) 

Selection of media
Commensurate with Shastri A., Case Study (2019), focusing on 4Ps and converting them into more effective 4Es, Airbnb with their marketing strategy acknowledges the digital presence and innovation of online platforms rising high with the marketing news, which is updating continuously. Their selection of media was deliberately appraised based on the marketing mix and the tools or techniques to release the essential idea of upselling and growing the revenue. As a result, promotional tools were staged into product, price, place, and promotion strategies, however compromising with the competition, the newly invented 4Es were ideal to further develop experience, innovation with engagement, and the option of exchange. The guest can have an alternative to choose to be modern and operate on the technological and social media platforms.
Their marketing strategy allows offline marketing, blogging, and referral programs, which can be accompanied by campaigns and upcoming events. Airbnb's strategy has been incredibly successful not just because of its designs and professional photos to attract more guests but also because of the marketing itself by being creative and innovative. Social media and online platforms are the main elements of marketing planning, but influencers and their reviews especially on Instagram increased ''website traffic and lead generation.'' Their classified advertisement and clear objective were set and reviewed on the daily basis to be able to follow, the most effective paths of selecting the right media for the right business (Freedman R., A., Ford A., 2005, p. 19).
 
Measuring success
To effectively measure the success of Airbnb's marketing, being aware of the financial situation, key issues of the company, and the KPIs of Airbnb business. These key performance indicators (KPI) can be measured in the occupancy rate by analysis reports and adjusting prices or discounts. Average Daily Rate is the daily earning of each of the rooms, Net Operating Income such as maintenance, cleaning, and management expenses. All these indicators are analytics that must be managed through the software and generated reports, which can automatically synchronise calendars, bookings, and the rate of the property (Sadeghi M., 2021). The website is as important as the rest of the marketing because the options of booking with a competitor or usage of other booking websites are increasing. For example, the hosts are listing that they receive more Booking.com reviews and messages than the actual Airbnb website. Their message is focused on the principal customer experience and how to build a ''cult culture'' for guests to choose the best options for them rather than exploring new places.











Conclusion
Exploring current trends and patterns in the world of marketing, the newest technologies and algorithms are critically the most effective ways of promoting the business. Like many other companies, Airbnb is reviewing its 4Ps to be sure that its marketing strategies are up to date. However, for the modern and hungry-to-experience generation, 4Es were invented to acknowledge everyone according to their demands and satisfaction (Sharma P., 2020).
As Airbnb is acquainted with the importance of marketing with the benefits and denying options, the SWOT and PESTLE analysis were studied to bring a closer image of the issues, improvements as well as marketing mix strategies. An in-depth understanding of the target market and segmentation, groups and elements of the market were identified to supply the finest services for any generation, culture, age, or occupancy when booking an accommodation affordable for any budget. Lastly, the careful selection of media and measuring success with a range of research and studies were planned to establish the best marketing developments for the future and the way that Airbnb is managing its marketing challenges in the modern world (NI Business Info Blog, 2022).

Recommendations
· Expand more the listing awareness by adding more information and photos daily on Airbnb websites
· Utilise search engine ranking by frequently updating and response to the guests
· Possibly extend the social media marketing and explore YouTube channels or other platforms to be more recognisable
· Build partnerships and connections not only around the world, but locally
· Protect staff and guests (Data Protection Act 1995), to avoid any information being shared without permission, usage of fake accounts or false opinions
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