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Introduction
The current assignment aims to critique the three chapters selected from the book of Dolnicar (2017), which is “Peer-To-Peer Accommodation Networks: Pushing the boundaries. Good fellow Publishers Limited”. It is noted that the aim of the assignment is to critically discuss different themes of the chapter in order to gather relevant information about it. Therefore, the selected three chapters are “How Airbnb Creates Value”, “Entrepreneurship Opportunities”, and “Socializing New Guests”. Therefore, it is vital to make themes appropriate from the given chapters and properly assess them. However, the use of chapters from the book is to find out effective themes and critique them in the light of their relevance to digital business in 2021. Therefore, with the help of themes, it is easier to analyse the chapters regarding digital business and find relevant information that can benefit future studies.

How Airbnb Creates Value
In the book Peer-To-Peer Accommodation Networks, Dolnicar (2017) provides insightful information about the six essential elements related to the business model, and it helps to provide their functioning. Dolnicar (2018) analysed that each peer-to-peer accommodation network needs a different business model. Chapter four of the book of Dolnicar (2017) demonstrated the business model of Airbnb. Therefore, with the help of critical analysis of chapter four, the selected themes are value proposition, value creation and value communication and transfer.

Value of Proposition
Leroi-Werelds et al. (2017) analysed that value proposition indicates the company’s value, which has promised to deliver the effective product to the customer. On the other hand, Hassan (2012) determined that value proposition is a marketing statement used by the company to provide to their customer to use their service. 
According to Dolnicar (2017), Airbnb used value proposition in order to fulfil the needs of three customer groups such as hosts, guests and third-party service providers. However, it is found from the study of Reinhold & Dolnicar (2021) that Airbnb has modified their business model to the long tail of hospitality and for this reason, they have established a start-up that is similar to Silicon Valley-style. 
Value for Propositions for Hosts
Dolnicar (2017, p.40) demonstrated that hosts have different reasons to fulfil their needs and interact with new people. For this reason, they have faced five different challenges in 2021 with respect to Airbnb’s value proposition. Adamiak (2019) critically analysed that Airbnb has provided an effective platform for the host to present their ideas all over the world. According to Karlsson, Kemperman & Dolnicar (2017), risk mitigation is an important consideration for them in digital business and therefore, it is essential to guarantee the covers of the damage. On the other hand, Seethamraju (2015) demonstrated that companies using multiple cloud services such as Software-as-a-service (SaaS) could help host mitigate the risk. 

Value Proposition for Guests
Casais, Fernandes & Sarmento (2020) described that the value proposition for guests is as essential as for hosts, and they have their motives to use peer-to-peer sharing platforms. Dolnicar (2017, p.42) explained that guests use it for economic reasons; facilities are child-friendly and helps to build new social ties with others. However, Airbnb in digital business in 2021 facing four major issues similar to holidaymakers. For this reason, Airbnb has provided an effective theme such as Experiences that help guests to specific destinations. 
On the other hand, Dolnicar (2017, p.43) demonstrated that calendar management provided by Airbnb is an effective booking process, and it also has different payment options. It is noted that guests and hosts are able to communicate with each other, which is beneficial in the digital business in 2021. However, Farmaki et al. (2020) explained that COVID-19 had affected the digital business, and it has also affected the peer-to-peer (P2P) accommodation. It is noted that Airbnb and Booking.com are two leading holidaymakers, and therefore, they have adopted a new and effective cleaning protocol.

The Value Proposition for Third Parties
Gupta, Fung & Murphy (2021) analysed that Fortune 500 companies’ recent report heavily relies on third parties. It is noted that there is an increment of employing 3PL’s due to digital business in 2021. On the other hand, Dolnicar (2017, p.44) explained that they had used professional photography service as a third party to enhance their quality for presenting different things. However, it is found from the study of Wahab, Bahar & Radzi (2021) that companies are using third-party providers for two main reasons. Firstly, for helping companies to establish a new business or increasing the base of their customer. According to Adner (2017), it is found that third-party providers are able to make an eco-friendly system around Airbnb’s platform. There are some prominent examples of third-party providers’ services used by Airbnb, such as HonorTab and Hostmaker. It is found that Airbnb has used HonorTab in order to manage its inventory (Dolnicar, 2021). On the other hand, Hostmaker.co has provided the facility to Airbnb so that they can provide housekeeping and maintenance facilities to their customers. 

Value Creation
Matarazzo et al. (2021) examined that companies are looking to enhance their value creation in order to increase their digital business in 2021. It is noted that there are different businesses or organisations worldwide that are using their resources and work to provide value to their customer base. Dolnicar (2017, p.45) determined that Airbnb has heavily relied on its key activities and key resources to provide value to their guests, host, and third parties. It is analysed that Airbnb uses key activities in order to fulfil the value proportion. 

Key Activities 
It is found that Airbnb has been emphasising the growing network for guests and hosts. For example, Brown (2017) explained that Airbnb had made different activities to attract new hosts, so they offered co-listing opportunities. On the other hand, Gallagher (2017) narrated that Airbnb founders have also organised an event to attract new hosts to sign-up. It is noted that Airbnb is concerned with optimising searches in order to fulfil the needs and demands of guests and hosts. For example, Fudurich & MacKay (2020) explained that Airbnb had used price, the commitment of host, and ID verification for their host to feature higher in the current search list. On the other hand, Dolnicar (2021) explained that Airbnb needs to build vastly knowledgeable facilities to facilitate their host. In this way, they are able to increase the value creation of their company effectively. 



Key Resources
Reinhold & Dolnicar (2021) demonstrated that key resources allowed Airbnb to satisfy the needs and demands related to value proposition with the help of their operational procedures and activities. On the other hand, it is found from the study of Dolnicar (2021) that Airbnb used a tailored marketplace in order to tackle the technical challenges effectively, and it can help them to build trust. 
However, Hajjar et al. (2020) narrated that building trust is essential, but it requires sufficient time. For this reason, Airbnb needs to depend on its attractive platform to lure more and more guests and hosts. On the other hand, Zach, Nicolau & Sharma (2020) that Airbnb has faced challenges and opportunities due to early mover in peer-to-peer accommodation, explains it. 

Value Communication and Transfer
According to the study of Peschel & Aschemann-Witzel (2020), it is found that value communication means communicating in the terminology of monetary and differentiate the profits of the product. Reinhold & Dolnicar (2021) analysed that Airbnb has an effective sharing platform that can provide a facility so that they can communicate with their customers and analyse their distribution channels. It is noted that value communication and transfer has increased in the digital business in 2021. According to Gallagher (2017), Airbnb has used a direct host-guest communication method, which helps them to make instant interaction regarding any complaints. On the other hand, this communication has served Airbnb in services and distribution and plays a vital role in the value transfer perspective. 

Entrepreneurship Opportunities 
In Dolnicar (2017) “Peer-To-Peer Accommodation Networks: Pushing the boundaries”, chapter 7 is based on entrepreneurship opportunities. It is explained in chapter 7 that there are several opportunities with different ranges of risk. It is found that risk can be high and low, and it is useful for entrepreneurs. Therefore, the following themes are used in the chapter to provide insightful information about it. Steppe (2017) indicated that Airbnb had provided an automatic pricing tool to their service users. According to Sigala & Dolnicar (2017), different service providers provide similar optimisation tools like Airbnb to their users. 

Network Facilitators
Dolnicar (2017) examined that peer-to-peer trading platforms have been providing two effective services. Firstly, it helps the entrepreneur connect with their potential buyers with the help of an economical manner. On the other hand, it also helps network members get information about the risk of trading arrangements. Sundararajan (2014) analysed that Airbnb has established itself as an effective peer-to-peer accommodation network worldwide due to its effective network facilitating opportunities for entrepreneurs. Due to COVID-19, most companies are preferring digital marketing and business in 2021 (Polas & Raju, 2021). Therefore, the increment of network facilitators is inevitable. It is noted that companies understand that the development of a new platform is risky; therefore, they use help from network facilitators that can provide them immense opportunities to trade during a pandemic. 

Micro-hoteliers (hosts)
Zervas, Proserpio & Byers (2017) demonstrated that Airbnb had been a pioneer of sharing economy and travel industry. It is noted that Airbnb has provided 200 million guests with quality hosts, which has provided huge profits to them. Barnes & Kirshner (2021) explained that the increase in the digital market in 2021 could benefit Airbnb. However, it is found that there is a threat due to COVID-19. It is noted that Airbnb needs to provide hosting itself in order to provide entrepreneurship opportunities. On the other hand, Karlsson, Kemperman & Dolnicar (2017) narrated that most real estate companies are looking to get hosting to get profit in recent years. 

Basic Service Providers
Martikainen, Niemi & Pekkanen (2014) narrated that basic service providers are an entrepreneurial opportunity for the locals. On the other hand, Coote (2021) explained that there are online providers in the digital business in 2021 for basic services. It is found that GuestPrep is an effective basic service provider, which offers hotel cleaning. Moreover, it is found that Keycafe is another service provider where hosts do not have to interfere. Therefore, Dolnicar (2021) narrated that peer-to-peer accommodation has provided a sufficient opportunity to reinforce business. Moreover, it provides an effective opportunity for the entrepreneur in digital business to develop new business in 2021. 
Profit-maximising Service Providers
Reinhold & Dolnicar (2021) demonstrated that profit-maximising service providers ensure that they profit from effective opportunities to their host and get maximal returns. It is noted that profit-maximising service providers’ importance has increased in digital business in 2021 due to pandemics. According to the study of Dolnicar (2021), it is found that they have faced huge losses due to COVID-19. For this reason, it is essential for an entrepreneur to target the short-term rental market. Gallagher (2017) analysed that Airbnb has used additional services method to their guests, which can benefit their host in order to get a maximum rental return. 

Full-service Providers
Fairley et al. (2021) describe that there are companies that are using full services packages for their businesses. According to the study of Dolnicar (2021), that GuestReady is performing every single task to analyse the price, making a list, checking the property and cleaning and maintenance. 
It is noted that full services providers can play a vital role in digital business in 2021 due to restrictions. Steppe (2017) analysed that companies can use full services providers to help them complete all tasks at once. 

Socialising New Guests
It is determined that chapter 17 of Dolnicar (2017) “Peer-To-Peer Accommodation Networks: Pushing the boundaries” is based on socialising new guests. It is explained in this chapter that hosts are providing their information on peer-to-peer accommodation networks because they have complete access to risk assessment. The current chapter presents the idea of peer-to-peer platforms and socialisation. The themes of the chapter are “socialisation” and “host reactions to Airbnbabies”. It is noted that communities of hosts have been not researched properly; despite they are the main part of peer-to-peer accommodation networks. Therefore, it is essential for digital marketers to use host in their digital business in 2021 to gain huge profits. 



Socialisation
Vorobjovas-Pinta (2021) demonstrated that peer-to-peer accommodation networks are considered a neo-tribe, and therefore, they used to follow specific social conventions. On the other hand, Dolnicar (2021) described that not all members have a similar understanding of social conventions. Therefore, it is noted that newbies have lack information about it. For this reason, companies are looking towards organisational socialisation, which helps newcomers learn the attitude, values and skills required to perform the specific roles as part of the network. Pumphrey et al. (2020) analysed that companies have used different tactics to assist newcomers.
On the other hand, Airbnb has been describing its socialisation procedure as random and investiture. It is narrated from the study of Huang & Chen (2021) that peer-to-peer accommodation networks need to be proactive in 2021 in order to enhance their digital business. It is because the host will not pity the newcomers, and they have to face tough competition.  
Host Reactions to ‘Airbnbabies’.
Von Briel & Dolnicar (2020) demonstrated that hosts reacted to Airbnbabies or newcomers differently and depended upon the member. It is found that some of the hosts try to explain things to them provide proper training and help them in order to socialise. Hu & Lee (2020) explained that some host reactions to Airbnbabies are true and straight, and they try to explain how they work and what they expected from them. However, some hosts refused to accept the booking from newcomers and therefore, others have to accept their request. It is noted that there can be structural change due to the involvement of newcomers that the network facilitator imposed to help their induction. 







Conclusion
It is concluded that the value proposition is essential for Airbnb, which can help them to deliver a quality product to their customers. There are three types of value proposition such as hosts, guests and third parties. It is concluded that value creation is essential for companies in order to enhance their digital business in 2021. On the other hand, Airbnb uses a direct host-guest communication method in 2021 to ask for complaints. It is concluded that there are different entrepreneurship opportunities in 2021; Airbnb has provided an automatic pricing tool. It is noted that profit-maximising service providers are an effective entrepreneurship opportunity in 2021 due to pandemics. 
However, full-service providers such as GuestReady are providing all facilities to the host. It is concluded that socialising new guests is an effective part of peer-to-peer accommodation. On the other hand, it is found that the host reacted effectively to Airbnbabies and provided them effective information about the system.
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