


[image: Discover University of Wales Trinity Saint David]





Airbnb Marketing Strategy Report
Module: BMMB7026 Managing Marketing Change
Organisation: Airbnb
Student Details: Sayam Ahmed – 2519728













1. [bookmark: _Toc234242440]Executive Summary
This report assesses Airbnb's marketing strategy and how it has adapted to the evolving customer behaviour in the travel industry. Travellers today are more interested in trust, value for money, safety and transparency in pricing than just unique destinations within the local area. This report evaluates the marketing resources, external and internal marketing environment, target market, segmentation, positioning, marketing mix, communication channels, and how the company measures marketing performance of Airbnb.
The findings reveal that Airbnb has an in-depth digital marketing plan with sophisticated technology, data, AI, and a globally recognised brand. The segmentation or targeting strategies are geared towards various groups of customers such as young travellers, families, remote workers, and value conscious customers. Along with that, Airbnb has rebranded itself, with its focus on trust, transparency, and quality, as seen in full price transparency and Guest Favourites.
However, there are also some weaknesses identified in the evaluation. While there are individual hosts that still have a major influence on customer experience, that experience is not consistent. Over-dependence on search engine marketing can lead to a consumer's perception that the brand is no longer unique, as he will be able to compare the price with that of the competitor. Moreover, Airbnb's measures of financial performance are not measures of the customer trust and/or community acceptance.
Recommendations in the report include putting in place public indicators of customer trust and community support, as well as further investment in responsible tourism and in partnerships with the local community. The recommendations will enable Airbnb to become more competitive in the long run, allow customers to trust them and help them grow their business sustainably.
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2. [bookmark: _Toc234242441]Introduction 
Airbnb is an online platform for people seeking short-term rentals and travel experiences in various locations around the world, and in this report, they are critically analysed in terms of their marketing activities, where they are able to offer homes and activities to the people looking for them (Airbnb, 2023). It integrates the external analysis and competitive, and internal analysis of the first assignment. As a two-sided marketplace, Airbnb requires both guests to make bookings and offers, as well as hosts to offer accommodation and experiences (Airbnb, 2025a). The report will concentrate on one of the major marketing issues revealed in the previous analysis which is changes in consumer buying behaviour. The concept of 'living like a local' is a less important factor for consumers today, and they are now more likely to make practical decisions based on trust, value for money and safety. The increased cost of living, the extensive range of online options and the new regulations and increased awareness of over tourism are all contributing to this change (Deloitte, 2025; AP News, 2025)
There are three major goals of the report. First, it is assessing the success of Airbnb's marketing efforts in adapting to these changes. This involves evaluating its marketing resources, marketing environment, target markets, marketing mix, media and how its performance is measured, based on evidence from Airbnb's reports and other independent industry and news sources. Second, it is able to make the weakness point of the marketing strategy of Airbnb for this analysis. Lastly, it offers realistic and actionable suggestions that Airbnb can utilize in its marketing strategy in the coming 12 months. 
3. [bookmark: _Toc234242442]Task 1: Critical Evaluation 
This section critically evaluates Airbnb's marketing activities by focusing on five key areas. Including role and importance of marketing, marketing resources, the macro-environment and micro-environment, target market, market segmentation, positioning and the marketing mix, the media and communication channels and the measures used to measure and evaluate the effectiveness of Airbnb's marketing efforts. Each section is based on information compiled by Airbnb in their own reporting as well as other industry and independent academic sources to determine the effectiveness of their marketing efforts. The discussion is not just about the marketing Airbnb uses, but also offers a well-informed assessment based on evidence.
3.1 [bookmark: _Toc234242443]Importance of Marketing and Marketing Resources
Marketing is explained as a social and managerial process through which individuals and organisations gain what they need and want through creating and exchanging value for others. Marketing is the process of establishing a mutually beneficial and beneficial exchange relationship with customers that is profitable (Kumar, 2023). A marketer should know what customers want and require, and the arena he or she is in. Marketing plays a vital role in the development of the business, brand awareness, engagement, and in the success of the business in the long run (Armstrong, 2022).
As a two-sided marketplace, Airbnb has invested huge amounts of capital and technology, as well as human resources, into marketing to both guests and hosts. The Resource-Based View (RBV), holds that organisations can gain a sustainable competitive advantage through the creation of valuable, rare, difficult to imitate and well organised resources (Sipos et al., 2025). Airbnb's most powerful marketing assets are its globally branded reputation, digital platform, customer base, artificial intelligence (AI) capabilities and community of hosts. The company puts a significant focus on product development, digital marketing, brand campaigns, and technology to better the customer experience. Airbnb used to invest in AI-driven customer support and support product innovation in 2025 to boost customer engagement and bookings (Airbnb, 2025a). These investments are designed to enhance the quality of Airbnb's services, foster trust among users and gain an edge over its rivals.
[bookmark: _Toc234242444]Marketing from a business's point of view involve merging the financial, technical and human resources in order to create value for customers (Kotler et al., 2015). In essence, Airbnb is walking a similar route, leveraging data to make decisions, digital advertising and social media marketing and public relations (PR) campaigns, and continual investment in their employees and host community. The company also invests heavily in its trust and safety initiatives, identification, and customer support, all of which heavily affect customers' buying decisions in the accommodation-sharing sector (Airbnb, 2025b). Furthermore, as Airbnb continues to rely on data-driven marketing to comprehend customer behaviour, customise promotions, and enhance campaign performance, it is becoming more important than ever. The investments allow Airbnb to adapt to evolving customer expectations and stay competitive in the global travel industry (Deloitte, 2025).



3.2 Micro and Macro Environment
The marketing environment comprises of micro and macro environment. The micro environment include actors close to the firm which affect its ability to engage and serve the customers (Khan et al., 2023). The macro environment include larger societal forces which impact the macro environment such as demographics, economics, and technological, political and cultural forces. For assessing the micro environment, Porter’s five force analysis is applied. For evaluating macro environmental forces, PESTEL analysis is used. 
3.2.1 [bookmark: _Toc234242445]Porter’s Five Forces
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Figure 1: Porter five force analysis
The industry level analysis of Porter's Five Forces indicates that Airbnb is a highly competitive company. Competition is fierce, as Airbnb faces stiff competition from booking platforms such as Vrbo and Booking.com, and also hotel brands. The customers also have strong bargaining power as they can easily compare prices and also can switch to another accommodation provider. There are high risks of substitution because travellers may pick a hotel, hostel or serviced apartments instead of an Airbnb place. The bargaining power of suppliers (hosts) is moderate, but hosts have to rely on Airbnb to get guests to stay at their properties. The threat of new entrants is also moderate because, although the technology behind online booking platforms can be copied relatively easily, building customer trust, a large host network and a strong global brand is much more difficult (Ndzabukelwako et al., 2024). 
This competitive landscape holds significance for Airbnb's marketing approach. Airbnb does not have an easy advantage over the competition because there is a lot of choice and competition. Larger hotel inventories, better loyalty discounts, and more consistent service standards and pricing are features that competitors like Booking.com may offer, whereas hotels provide predictable service standards and pricing (Reuters, 2025a). Consequently, Airbnb's marketing strategy has been one of differentiation in order to attract customers' interest in the unique offerings of the accommodation and the local experiences, as well as the features of personalisation and trust, instead of competing directly on cost. This strategy makes perfect sense in the face of the competition. But there is still a problem of lack of price transparency and extra charges indicate that Airbnb must further work on customers' value and trust perception.
3.2.2 [bookmark: _Toc234242446]PESTLE Analysis
	Factor
	Key Issues for Airbnb
	Evidence / Example
	Marketing Implication

	Political
	In popular tourist cities, local and national authorities are increasingly dealing with short lets as a housing-policy matter and are limiting or prohibiting them.
	Barcelona's mayor has promised to remove the 10,000 short-term rental licenses in the city by 2028, and there have been protests throughout Spain and elsewhere in Europe against short-term rentals, calling for tougher regulations (NPR, 2025).
	Marketing efforts must focus on markets and destinations that are more receptive to the local authority, and in the legal compliant supply. (Reuters, 2025b).

	Economic
	Travel-cost inflation is on the rise, and price sensitivity is causing changes in booking behaviour, as travellers are opting to book shorter or lower-end journeys.
	By mid-2026, travel prices were 9.8% higher than a year ago, more than double the overall consumer inflation rate, as hotel and lodging prices advanced 5.1%. (U.S. Travel Association, 2026).
	Emphasizes the importance of being transparent in providing an accurate total price display and a messaging that is based on value rather than aspirations and brand. (Deloitte, 2025).

	Social
	Growing community concerns about tourism and short-term rentals in popular areas and ongoing demand from visitors for local experiences.
	Determined anti-overtourism protests united in Valencia, Barcelona, Mallorca, Málaga and the Canary Islands 2024-2025 saw signs saying “Get Airbnb out of our neighborhoods” and requested c.66,000 listings be removed.
	Responsible and dispersed tourism is the theme of the marketing message and living like a local is insufficient to build a narrative. (Hall, 2022).

	Technological
	AI-powered trip planning and search are driving growth in the accommodation discovery process, while ongoing fraud detection and listing verification also leverage AI.
	The hospitality industry is investing more heavily in the technology that enables them to offer personalisation via AI (The Guardian, 2025b); and in the UK, nearly a fifth of young adults use AI to plan their vacations (Amadeus Hospitality, 2024).
	Increases the value of search engine optimisation, structured data and AI-discoverability in addition to brand marketing.

	Environmental
	An increasing demand for more sustainable and less impactful tourism, and a demand from the high visitor impact destinations to manage visitor numbers.
	Increased destination-management approaches across the sector to ensure supply of visitors does not exceed carrying capacity at destination level (Hall, 2022; McKinsey & Company, 2024).
	Promotes marketing initiatives for people to go to more off-peak, rural and quieter places to make a genuine impact on sustainability rather than just following the rules.

	Legal
	At both EU and national level new and harmonized registration, licensing, data-sharing and tax requirements are coming into force, creating compliance cost and risk of enforcement.
	Airbnb faces a fine of around $75 million for illegal rentals in Spain (European Parliament, 2024); EU Regulation 2024/1028 sets a new monthly reporting requirement for platforms from May 2026, in which they will have to provide host and booking details to local authorities every month. (AP News, 2025).
	Legal risk can only be addressed through marketing and product team cooperation to only promote verified and registered listings. (Kotler et al., 2015).


Table 1: PESTEL analysis
A PESTEL analysis reveals that there are a number of external factors that impact Airbnb at the macro level (Rastogi and Trivedi, 2016). Political factors include municipal/regulatory provisions for short-term rentals and local housing policies. Economic reasons are cost of living and customers' price sensitivity. Social factors include surging demand for travel experiences that are more authentic but also going hand in hand with issues of over tourism. 
The technological factors involve the application of AI in search and fraud detection. There are environmental factors which drive a need for more sustainable tourism as well as legal factors such as licensing, tax and data protection. These factors illustrate that Airbnb is not the same sharing economy business it used to be, operating in a much more regulated and closely monitored environment (Kotler et al., 2015). Regulation that is most convinced In 2025 Airbnb was fined by Spain for around $75 million for offering illegal short-term rentals to tourists and some cities in Europe introduced more stringent regulations on short-term rentals in an effort to address the question of housing affordability (AP News, 2025). In many ways, these are issues that could be addressed just as much by the rules and laws put out by the government as by Airbnb's increased advertising spending, and the platform can't necessarily fix them. Rather, its marketing has shifted to stressing properties that have been verified and legally compliant, and to promote travel to more rural and less crowded areas that are more hospitable to local governments (Reuters, 2025b).
3.3 [bookmark: _Toc234242447]Target Market
Target marketing is the process of determining the most lucrative market segments. Therefore, businesses may decide to focus on just one or a few of these segments. They can create products or services to meet each segment's needs. Such a target marketing strategy differs from mass marketing (where a company may decide to produce and distribute one product to all consumers) or from product differentiation (Camilleri, 2017). Airbnb segment its customers by looking at their behaviour, lifestyle, and travel occasions instead of only using age, gender, or income. It is consistent with modern marketing thinking that claims that demographics are not sufficient to explain people's travel decision-making in the digital age (Lorenzo-Romer et al., 2024). 
Airbnb's primary customer base consists of travellers interested in short-term accommodations at a lower cost, millennial seeking alternative lodging options and local adventures, remote workers and digital nomads who choose extended stays, families and groups who demand more room than a typical hotel provides, and travellers who prefer eco-friendly destinations (Airbnb Newsroom, 2025). It is a good targeting strategy because Airbnb has some of the strongest points to target such as many different types of accommodation, larger spaces, authentic local experiences, etc., while hotels have a wider range of areas they perform better in: consistent service, loyalty programmes, and simple pricing. 
Over the years, Airbnb has also shifted its brand positioning. It doesn't just push the "belong anywhere" and "live like a local" messages, but is more about good value and customer trust. This can be achieved by displaying the total price clearly, featuring Guest Favourites and raising the bar for hosts (Airbnb, 2025a). This change is not marketing, it is based on research. Information before the stay (host profile, pictures, reviews) and experience during the stay, including reviews after the stay (He, Li and Wang, 2023), have been proven to foster trust in the sharing economy. In fact, Airbnb's recent marketing bolsters this process and makes customers feel more confident in booking an Airbnb. Thus, it makes sense to concentrate on trusted value as this is a sensible reaction to the changing business environment. Therefore, it's still reliant on Airbnb's partners creating a great user experience and that's still one of its challenges. The table 2 below explains the segmentation, targeting and positioning of Airbnb. 
	STP Element
	Airbnb's Approach
	Evidence 

	Segmentation
	Airbnb groups people by behaviours, psychographic and occasion information other than just demographics:
• Value-conscious short-break travellers
• Experience-seeking younger travellers
• Freelancers / entrepreneurs (long working hours)
Families/Groups requiring space
Hotels that offer tour packages for responsible / lower impact holidays.
Hotels providing tour packages for responsible / lower impact travel (Guttentag et al. 2018).
	Another place that creates a large quantity of content for different users is Airbnb. It offers catering to younger travelers through Airbnb Experiences, search features and cancellation policies for remote workers, and it's focused on whole-home listings for families seeking additional space (Airbnb Newsroom, 2025).

	Targeting
	A differentiated targeting approach: Airbnb targets different segments at the same time through different search categories and filters, instead of one mass market segment, where hotels are structurally weaker (space, uniqueness, local access).
	Different segments are directed to relevant inventory through search 'Categories' (cabins, chef's kitchens, treehouses) and destination guides. (Airbnb, 2025a).

	Positioning
	Moved the brand from the emotional 'Belong Anywhere' / ‘live as a local' tagline to a ‘value plus trust' proposition, addressing worries about price transparency and safety.
	The simplified presentation of the total price and guest favourite badges, and host quality standards (Airbnb, 2025a; He, Li and Wang, 2023).

	Differentiation
	Competes on the unique, hotel-chain-difficult-to-reproduce, host-owned inventory and locally-sourced Experiences, rather than on price or consistency.
	Airbnb Experiences; rural / village destination campaigns in Spain (Reuters, 2025b; McKinsey & Company, 2024a).


Table 2: Segmentation, targeting and positioning
3.4 [bookmark: _Toc234242448]Media Selection and Communication Channels
Airbnb focuses primarily on digital marketing tactics rather than traditional advertising like television, radio or print (Stanković et al., 2023). This is great for its online customer base as well as helps keep marketing costs low. Instagram, TikTok, and YouTube are incredibly important social media to Airbnb's marketing of attractions, unique properties, and popular travel destinations, among others. Airbnb also publishes trend reports on travel, as a way to encourage social sharing and media interest. They work because travel information is an entertaining and visual experience. Engaging with customers on social media can increase brand awareness and customer loyalty (Laradi et al., 2023).
Influencer marketing is also a key part of Airbnb’s digital marketing approach. The firm collaborates with high profile celebrities to widen their advertising range to their target groups. These partnerships comprise of posting images of luxury Airbnb stays that are sponsored by Airbnb on celebrity’s Instagram as shown in Figure 2. The company also keeps its own blog aimed especially at hosts. It is frequently updated with tips for home improvement, statements of Airbnb experts, and relevant platform updates designed to engage users.



[image: ]
Figure 2: Influencer marketing (Sadhu, 2024)
One of Airbnb's most critical channels is search engine marketing (SEM), which encompasses both search engine optimization (SEO) and paid search ads, as many travelers are beginning their travel searches online for destinations and accommodation (Bhandari and Sin, 2023). SEM is the marketing of a firm on different search engines available on the internet. It is a concept to express the meaning of digital marketing on a website through search engines. It involves both natural SEO and paid search strategies (Nyagadza, 2022). 
Airbnb continually enhances its website and mobile app to boost bookings from these searches. This strategy is also one that Airbnb has to have to beat out its competitors, like Booking.com, and do it on price not unique experience or trust. Airbnb also leverages email marketing and app notifications to deliver personalised recommendations, encourage repeat bookings and solicit reviews following stays. Since Airbnb has customer information like their booking history and saved searches, they can offer even more relevant information. Research has indicated that personalised marketing can enhance customer engagement and satisfaction (Amadeus Hospitality, 2024). Overall, Airbnb's digital marketing is successful and cost-effective. However, the company needs to work on its public relations to ensure that it handles public opinion and resolves negative stories before it hurts the brand.
3.5 [bookmark: _Toc234242449]Measuring Marketing Success
Airbnb's marketing success is primarily measured by its business metrics, including Gross Booking Value, Nights and Experiences Booked, number of active listings, conversion rates, and repeat bookings (Airbnb, 2025b). These are helpful indicators as they demonstrate the level of customer attraction and bookings as well as the revenue created by the business. This is done in accordance with good digital marketing practice, as businesses measure their marketing performance on engagement, conversions and sales (Sprout Social, 2026). Another metric Airbnb monitors is the social media interaction, search rankings, and app ratings to gauge how well different marketing channels and content are working. This enables the company to more effectively market the product and utilize its budget. 
However, these only reflect if customers believe in Airbnb, if it provides them good value, or if they think it is a responsible company. While Airbnb will have internal metrics for customer satisfaction, it is generally the sales and growth metrics that are reported publicly. This can lead to the company focusing more on bookings rather than building trust and reputation over the long haul. The problems of trust and public acceptance are major issues for Airbnb, and should be evaluated as well. Airbnb also takes a gradual approach to implementing new marketing concepts. It pinpoints issues with the customers, tests innovative capabilities, including trust badges or responsible travel messages, and spreads successful concepts throughout the platform (Hayes, 2022). This minimises risk and promotes ongoing improvement. Airbnb, however, is not reporting any measures of trust and reputation along with its financial data, so it is not able to adequately demonstrate that its marketing plan is working toward its long-term objectives.
4. [bookmark: _Toc234242450]Task 2: Conclusion
The evaluation reveals that Airbnb has a well-planned and effective marketing strategy that has responded to evolving customer needs. Airbnb is now looking to deliver good value, and foster trust and confidence, rather than just encouraging guests to live like a local. The company is aware of the significance of marketing and puts a lot of effort into branding promotion and features that boost guests and hosts' trust in using the platform. The analysis further indicates that Airbnb's targeted marketing and localised messages is a sensible reaction to the growing competition, changing regulations and changing customer expectations. 
The target market, positioning and marketing mix are effective, as it emphasizes Airbnb's key strengths which pricing hotels and offering other services on a level playing field, unique accommodation, larger spaces, and authentic local experiences. There are three significant limitations noted during the evaluation. First, trust and quality that Airbnb promises relies on the individual hosts, which means that the customer experience is not always the same. Second, many people discover Airbnb online and frequently use their search tool to examine prices with their rivals. This reduces the trust that Airbnb has in offering unique experiences and makes it challenging to differentiate. 
Third, Airbnb's success is based primarily on financial metrics such as Gross Booking Value and Nights Booked, but it has not made key metrics such as customer trust, perceived value, and community acceptance public. Overall it can be said that Airbnb's marketing is good, and that it is on the right track, but it lacks quality control measures on hosts and better trust measures, to reach its long-term goals.
5. [bookmark: _Toc234242451]Task 3: Recommendations
Based on the above analysis, following are some recommendations for Airbnb:
· First, Airbnb needs to make it a mandatory practice for all the listings to explicitly communicate the full listing price, featuring all charges, rather than simply using this as an element of design. This change will be easy and cheap to launch, since Airbnb already has the booking and payment system. The company should also actively advertise this offering in its marketing, as it can help customers to trust the company more and get a better understanding of the price, particularly those who are comparing prices with competitors (Deloitte, 2025).
· Second, Airbnb should allocate a portion of its current marketing and public relations funds to responsible tourism and collaborate with local communities in cities where regulations are tightening. Rather than just reacting to fines and restrictions upon its arrival, Airbnb should establish a positive relationship with the local community through destination marketing, Airbnb Experiences and local partnerships. This recommendation is feasible as it leverages Airbnb's existing marketing channels and partnerships (Reuters, 2025b).
· Third, Airbnb should publicly report and measure the trust and community support that customers are experiencing, along with its Gross Booking Value and Nights Booked results. It might, for instance, develop a trust index based on customer feedback and complaint levels and on community opinion. Much of this data is being gathered already by Airbnb, via reviews, Airbnb hosts’ records and regulatory data, and it would be a change in reporting, not technology. This would enable Airbnb to gauge if their marketing campaigns are fostering trust as well as sale enquiries.
In summary, these recommendations are achievable, affordable, and are complementary to Airbnb's current structures and systems. They also address the key areas of concern in this report, namely, price transparency, building better relationships with local communities and the ability to gauge customer trust better.
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