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Introduction
The "sharing economy" concept is built around sharing resources and is often facilitated by an online platform that connects buyers and sellers. Curtis and Lehner (2019) explain that it has emerged as a phenomenon that facilitates more sustainable consumption practices, for instance, access to ownership. Recently, businesses, especially those in the service industry, have been biased towards the sharing economy since sharing services is cheaper than using the traditional business model of companies hiring labour to produce products to sell to the consumers. Though copious criticism of a sharing economy is centred on a lack of trust between the companies, sharing economy provides the employees with more flexibility and freedom (Sutherland & Jarrahi, 2018).
Airbnb is a community marketplace and an online platform that allows a buyer to book accommodation and enables a seller to rent out their accommodation (Lu & Tabari, 2019). Airbnb provides an alternative to a traditional hotel booking system and holiday home rentals. The host receives the payment when the listing is booked, and Airbnb takes a 3% transactional fee. Zervas et al. (2021) indicate that the success of Airbnb ought to be ascribed to the sharing economy as it has facilitated the trading of under-used listings via fee-based sharing. 
Airbnb Landscape
Business Model
At the basic level, a business model depicts a plan that explains how a business intends to create revenue by elucidating the customer base and how the business can deliver value to the customers (Ritter & Schanz, 2019). It reflects the firm's realised strategy articulating the logic supporting the value proposition for the customer (Zott et al., 2011). Airbnb allows free access to listed properties and free membership, enabling the company to overcome the preliminary mobilisation hurdle. Users may navigate the website for free, and a fee is only applicable after making a reservation, which allows Airbnb to maximise the number of potential transactions. 
Airbnb increased its competitive advantage by primarily focusing on customer satisfaction and services. The online platform formed a distinction of trust, reliability, and personalisation; therefore, it attracted customers (both buyers and sellers) who believed and trusted in brand value developed by the company. Li et al. (2019) explain that the company used the revenue got from the transaction fees to implement social connections, customer verification systems, damage insurance systems, security, and authentic guest review systems.  
Finance Landscape
As of 2021, Airbnb had a value of about $130 billion and various reports suggested that its revenue was projected to grow by about 37% in the subsequent year (Airbnb, 2021). A considerable part of its growth can be attributed to its immense investment in infrastructure and marketing. Wu et al. (2012) suggest that the company devoted many resources to the Google Display Network and attracted consumers via display ads. Increased advertisement allowed the company to increase branded search by 120% and grow its revenue from $850 000 to approximately $45 million in 2012. Its revenue grew over 80% from 2015 to 2016. The company has gained several companies; for instance, the company gained "Accoleo, CrashPadder," and many other companies, including "Luxury Retreats International, Tilt company, HotelTonight, and Urbandoor" The 2021 financial results indicate an increase in revenue by $2.2 billion, 36% higher than 2019, and were the highest ever recorded revenue gain in one financial year (Airbnb, 2021). 

Peer to Peer Accommodation Market Forces 
Accommodation is one of the most ubiquitous sub-sectors in the tourism sector and has recently been shaken by the peer-to-peer accommodation. Adamiak (2019) suggests that P2P accommodation platforms are extended versions of second and commercial homes, epitomised as private lodgings providing guests accommodation and maybe breakfast before departure. Tussyadiah and Zach (2017) explain that by understanding the P2P accommodation trend, companies such as Airbnb have created an online opportunity for people to rent out an entire home or a bedroom for travellers to find an alternative to traditional accommodation. 
Airbnb is the leading leader in the P2P accommodation online marketplace. The company faces competition from various companies, experiencing an increase in the number of customers as the peer-to-peer economy expands. These competitors include "AURA, Bancha, 9flats, and Wimdu". The companies are offering a comparable point-to-point property rental market, and the similarities in their structure create a limited differentiation across the company's core business model.  
Challenges facing Airbnb 
Establishing and maintaining the consumers' trust
A significant challenge in the development and proliferation of Airbnb services is the development of customer trust, which is hindered by incidents such as scamming of guests out of their deposits. Ambril (2020) reports that, with the rise of COVID, many guests who had made a booking through the platform ended up cancelling their rentals, upsetting the hosts and guests. Wu et al. (2012) state that though the company has an insurance policy that addresses issues including violence, vandalism, and theft, the highest cost of such challenges lies in their potential to destroy a company's reputation.
Legal issues 
Airbnb faces legal challenges in local and international markets. Following a HubSpot review, Sankin (2012) articulates a legal ambiguity with the Airbnb services, and it's indistinct whether the company's rental services violate any laws. Airbnb operates internationally, and regulations vary from country to country; thus, it has to observe its expansion to reduce the risks of lawsuits and pressure from various service industries, including the hotel industry (Kaplan et al., 2015).
Creating a sustainable market position
The peer-to-peer economy is expanding exponentially, and businesses are tapping into the business model to increase revenue. While Airbnb has been a competitive leader and has established a powerful brand, the company is facing challenges maintaining a sustainable competitive advantage because of intense competition. The peer-to-peer rental marketplace has a low barrier to entry, which makes it relatively simple for competitors to replicate the Airbnb business model. Long-term development thus becomes a challenge, since existing and new entrants into the market will be using virtually the same business model.  
Airbnb Business Model Canvas (BMC)
The business model explains how a business fashions, delivers and captures its values (Coes, 2014). The business model canvas includes the fundamental domains of any business: the customers, infrastructure, financial viability, and offers. Qastharin (2016) describes the BMC as a strategic management tool that allows a company to visualise its concepts. It denotes the fundamental elements of a business. 
An enterprise needs a BMC to provide a quick and profound overview of its business model while eliminating redundant minutiae indicated in the traditional business plan. Amanullah et al. (2015) indicate that the business model canvas has three central advantages: focus, common language, speed & agility. BMC promotes focus as it helps the business understand how every building block relates to the other regarding processes, activities, and functions (Dudin et al., 2015). BMC advocates for quality rather than quantity; therefore, it tends to assimilate an agile mentality of planning, and iteration, which promotes agility. It's easy to interpret and read a BMC, as it creates a standard reference that can be shared across each business model. BMC has nine building blocks which include the "customer segments, channels, revenue streams, customer relationships, essential resources, key activities, cost structure, value proposition, and key partners”. 
Value proposition
Value proposition satisfies the customer's wants, and it's the reason why a customer shifts from one company to another. A business will create value for a customer by solving a customer's problem (Plenter et al., 2017). Value proposition makes a customer choose one product over the other. 
Airbnb has to provide value to both the host and the guest. Airbnb's value to the guest is a unique experience at a lower price, choice, variety, and authenticity compared to hotels (Uenlue, 2020). Airbnb provides safety, income generation, and simplicity to hosts. Airbnb offers an unmatched amount of variety which is better than hotels, as they will necessitate some form of commonalities to realise economies of scale. 
Key partners
Businesses build a partnership to minimise risks and optimise their businesses functions. Partnerships are cornerstones for a business model, and companies create partnerships to get resources (Chua et al., 2019). A partnership can be a strategic alliance between non-competitors, a partnership between competitors, or a joint venture to create a new business. 
The fundamental partners at Airbnb are the hosts as they render their properties and services to the guests. Airbnb has partnered with tourism companies and the communities. Partnering with the tourism industry and the community has allowed Airbnb to stimulate demand, mainly through marketing collaborations (Karimah, 2017). The company has collaborated with technology firms mainly in the travel industry, for instance, Booking Company. The company also has many investors, commercial partners, and venture capitalists. 
Key activities
They include the critical tasks carried out by a company to operate effectively (Chua et al., 2019). Essential tasks fall into production, platform, and problem-solving categories. Airbnb has three critical activities: operational excellence, enhancing current value propositions, and innovation (Karimah, 2017). As Airbnb expands its customer base, it needs to ensure that the hosts deliver good value. Developing an Airbnb user base is a friendly approach to promote and enhance the value proposition. Airbnb has assimilated various systems to enhance the current value proposition, including new offering tiers, adding multi-home complexes to their inventory, and constant improvement of its platform.  
Key resources/assets
Resources/assets allow a business to provide its services and products to the customers (Chua et al., 2019). The resources may be physical, financial, human, and/or intellectual. Airbnb's fundamental resource is its network effect and its indispensable. Other resources include data assets (captured user data), analytic technologies, staff, and Airbnb brand.


Customer segments
Without a customer, a business cannot operate, requiring firms to identify and understand their customers. The companies should then group the customers into segments that have common characteristics.  
Airbnb is a multi-sided platform; therefore, requires segmenting both the guests and the hosts. Airbnb utilizes the business segments for marketing, developing new products, and making business growth decisions (Uenlue, 2020). Airbnb can segment the guests by geo-demographic, interest, and behavioural, including the accompanying guests, trip, and rental type. 
Customer relationships
Airbnb requires a good relationship between hosts and guests, wider externalities and communities, and a broader stakeholder environment. Airbnb has managed to foster a positive relationship between the hosts and the guests by providing security for both parties, holding their value proposition, and respecting the host properties (Uenlue, 2020). 
Revenue streams
 Airbnb has had a successful 2021 financial year, recording an increase in revenue by $2.2 billion, 36% higher than 2019, and was the highest ever recorded revenue gain in one financial year. The company depends on commissions generated after the guest and the host complete a successful transaction (Karimah, 2017). The company takes 5-15% of the booking fee from a guest and 3-5% of rental fees from the hosts. 
Cost structure 
Businesses incur costs via operations. In addition, the firms may also face economies of scope and economies of scale. The cost structure can be cost-driven (cost is reduced when possible) or value-driven (focus is on value-creation). The critical cost items at Airbnb include ongoing IT costs, insurance premiums, payment of fees, cost of sale, and marketing (Uenlue, 2020). The company incurs research and development costs, general expenses, depreciation, amortisations, and other costs, such as interest expenses.  
Channels 
They bring value propositions to the customers via distribution, sales, and communication. Airbnb sales and marketing channels include social media, digital ad campaigns, media coverage, word of mouth, and referrals (Uenlue, 2020). 

Grand Strategy Matrix
Baking (2016) explains that GSM is based on the business's competitive position and its market growth. It's composed of four quadrants, and under various combinations of competitive competition and market growth rate, it guides enterprises on making competitive and strategic choices. A firm whose characteristics fall in the first quadrant indicates that it can take advantage of external opportunities and take risks if necessary. Companies in the second quadrant need to evaluate their method of market competition. While the industry may be growing, such firms may fail to compete effectively. Companies in the third quadrant are prone to limit relative competitiveness and slow industrial growth. Companies that lie in the fourth quadrant are in an industry with slow growth; however, they are in a favourable competitive position and have a chance of diversifying their operations in promising domains. 
As per the grand strategy matrix, Airbnb is in the first quadrant, characterised by a strong competitive position and rapid market growth. Airbnb has options such as market development, products development, market penetration, and concentric diversification (Baking, 2016). In addition, Airbnb can increase its usage and presence in the domestic market, integrate its platform with other outlets, and expand globally. 
Strategy Formulation Framework (SFF at Airbnb)
The framework allows a business to make subjective decisions. The firm develops a collection of the most attractive strategies to improve its operations. It's composed of three stages: “the input stage, the matching stage, and the decision stage” (David et al., 2016).  
Following an internal factor evaluation, Airbnb has strengths such as being a market leader, having a solid brand, and being the best-known booking platform for private accommodation (Veverková, 2021). The company has a constant amplification of the number of customers and increased revenue. Based on an external factor evaluation matrix, social media is renovating the approach the consumers react to the brand, and there is a promising growth prospect in Asia. As per the porters' five forces analyses, there is a high level of industry rivalry, the threat of new entrants is medium, the threat of substitutes is medium, the threat from suppliers is low, and the threats from buyers is medium. As per the SWOT analysis, Airbnb has strengths such as a powerful brand, a diverse supplier network, and exclusive partnership. Based on the analysis, Airbnb has a stable business model; therefore, it should harness the power of data to identify the customers' needs and optimise its platform.  
Tools/Systems – SWOT ANALYSIS
It's a technique that evaluates a firm's strengths, weaknesses, opportunities, and threats. Airbnb has strengths such as high brand awareness on an international scale and a high market share (Markwick, 2021). It experiences weaknesses such as less control over the guest experience, poor customer retention, and lacks of influence. Airbnb has an opportunity to penetrate untapped markets, for instance, Australia. Airbnb experiences threats, such as increased competition and legal issues. 
Conclusion
The report has elaborated on the strategic position of Airbnb, including its internal and external environment. Understanding the business core model and its current state from a competitor's perspective allows the business to fix its gaps and divert resources into areas that generate supreme revenue. Based on the analysis, Airbnb has a strong market position; however, it should consider expanding its competitive strategy to deal with new entrants. 
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