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EXECUTIVE SUMMARY: 

This is a report into Airbnb, Airbnb have developed a particular style of travel experiences changing the social norm and habits by being able to connect host and traveller together enabling a more unique and personal level of insight than you could get with a hotel. A global Airbnb community is building greatly within the connectivity of their peer-to-peer accommodation becoming an asset in the sharing economy. “Airbnb’s mission is to create a world where you can belong anywhere and where people can live in a place, instead of just traveling to it.” (Chesky, 2021). As soon as Airbnb became a household name, they produced innovation in ways to develop their product services. Airbnb has been built through the understanding of what their customers need and desire, and with the data information collected and analysed Airbnb produce products through digital innovation to match the criteria of what the customer needs and desires making Airbnb prosper. 
Airbnb have totally taken advantage of the technological innovations developing and creating a digital platform connecting people to exchange everyday needs through travel and want to transact business with each other.
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Introduction: 

“Airbnb was born in 2007 when two hosts welcomed three guests to their San Francisco home and has since grown to 4 million hosts who have welcomed more than 1 billion guest arrivals in almost every country across the globe.” (Airbnb, 2022). Airbnb have managed to successfully disrupt the tourist accommodation industry. As the hotels for example and all licenced commercial tourism providers were not at the time off Airbnb launch overly concerned about Airbnb popping up, they would soon realise that Airbnb have acquired the actual potential to compete with all licenced commercial tourist providers as their market share shrivelled. With more and more tourist all around the world embracing the idea of peer-to-peer accommodation, enabling them to travel the way they want too. For the non-professional hosts this has enabled them to earn and gain financial as well as emotional rewards. This has enabled Airbnb usage to increase their market entry to their advantage via booking/trading platform peer-to-peer accommodation. “When the founders started Airbnb 10 years ago with a few air mattresses in their apartment, they had no idea what the company would become. They simply found a creative accommodation solution at a time where there was no availability at nearby hotels. But they soon realized, as they hosted their first guests, that Airbnb can offer far more than just an air mattress on the floor. It could offer a much more personal and unique experience for guests provided by locals who know the area. (Ting, 2018a)” (Sara Dolnicar, 2021).
As Airbnb has created a whole new vacation for travellers to experience by providing spaces around the world through hosts rather than hotels. This has allowed travellers to experience their choice of destination as a local would. The opportunity to encounter the markets, meet locals, and experience non-tourist attractions.
“Our responsibility is in creating an environment where people feel comfortable disclosing as much information as possible about themselves, and their place. After that, it’s up to you and your comfort level whether you want book or not. You can choose to book with someone who has reviews earned from our reputation system, or not. To prevent fraud, travelers pay us, and we hold the money until after check in. On the host end, they can charge a refundable security deposit.” (CobbleWeb, 2018).

Airbnb Landscape: 

“Airbnb business model is an aggregator business model just like Uber and OYO. They don’t have the business model like hotels such as Hilton and Marriot. Airbnb acts as a platform for hosts and travellers. Hosts can put up their property for stay, and if someone wishes to stay there, the hosts get rent in exchange” (Saxena, 2021). “The sharing economy is a commercial or economic model often referred to as a peer-to-peer economy. This model allows buyers and sellers to conduct their business more easily by sharing human and physical resources. This includes the collaborative consumption of goods and services of shared ownership and value.” (Nath, 2021). Airbnb is a fully digital platform that can operate via app as well as website. With no actual face to face services there is no need for a physical space where you can go. As Airbnb hosts apply all the necessary information about the available space and rent price. An experienced photograph will be sent to the space to take high quality photos that travellers can access through the app or website. The traveller can make the reservation via the Airbnb digital platform without contacting the host. The traveller will then pay Airbnb plus transaction fees, if everything is ok then Airbnb pays the host the rent deducting its commission fees. The Airbnb business model canvas being a sharing economy this allows people to add value to assets that are idle or underused.
Airbnb digital platform offers one part of the platform allowing hosts to list, revenue details, and rate reviews. Then another part of the digital platform is offered to the travellers to book, review, and rate review. All this can also be done via their user-friendly app or the web-based structure. The necessary filters needed in place on the digital platform where digital data can be collected and analysed which can then be filtered and stream to enable host and travellers to obtain the required information. New travellers and hosts can also obtain data information and unique experiences of all past travellers and ongoing hosts. With Price offerings below the hotels in the area off choice thus enabling good value. 

Value Proposition: 

“The company has done a great job framing its value proposition as the idea that travel by Airbnb-ing provides one with the authentic “local” experience, as if allowing travellers to experience what living in this destination would be actually like, as opposed to being a traditional, cookie-cutter hotel staying tourist” (Sarnecka, 2019).
The host the best value proposition can make money through the platform with added benefits of being comfortable and safe having total control over bookings and insurance. Another advantage is being able to check profiles of travellers and declining travellers where necessary, with support 24/7 via email chat or phone.
The guest the best value proposition is to save money or rent they can choose a place according to their preferences via the digital platform at their convenience and without having to collaborate with a person. As they can also check the hosts profile and make a secure payment intermediated by Airbnb.
Other values are photographers, insurance companies, as well as shareholders all of whom supply a service on the platform. Airbnb key activity is the progress and maintenance of the platform.  Together with profiles, rating and reviewing systems provide a service that facilitates the whole process from hosts to travellers and services.
“Their two-in-one value proposition: Travelers benefit from a truly local experience and hosts benefit from extra income. In their own words, “Airbnb exists to create a world where anyone can belong anywhere, providing healthy travel that is local, authentic, diverse, inclusive and sustainable.” (Wellington, 2022).

Systems and Tools: 

As success for Airbnb is to create value on the two-sided marketplace without supplying a material product but to supply a channel of communication means continuously improving all digital channels. Along with the commitment of understanding their customers, their hosts, and travellers. To help achieve this e-mail marketing campaigns are targeted to increase value through customers or transactions. Suppling all categories of data information via e-mail. The use of social media, Facebook where Airbnb advertise their inspiring elements of travel provided through digital imagery to encourage new bookings, new hosts to join highlighting that they play a key part to the Airbnb experience. To the new traveller they can be inspired also through the digital imagery the desire to travel and experience new places of interest. Any posts shared will be answered within a couple off hours and this creates trust on the Facebook portal via quick response from Airbnb. The negative posts or complaints are dealt with via private messaging with e-mail response to quickly evaluate the problem and to resolve it as quicky as possible. Instagram is used daily promoting digital imagery, sharing subject matter, and stories of past travellers and hosts to encourage new travellers and hosts to join the peer-to-peer accommodation. Twitter usage seems to be a more laid back where Airbnb repost content from Facebook and Instagram. All of this has enabled Airbnb to flourish with the approach to content sharing of digital imagery and shared articles. The hosts and travellers are inspired to either stay and book again somewhere new or join the community of discovering a new way to travel. This is also being achieved through e-mail listings sent out to potential hosts or travellers. 
Airbnb have created an offline digital content via a Blog this produces the digital imagery and stories shared and experienced also tips on travelling or becoming a host, where and how to become a new advocate, updates, information on partnerships, and Airbnb initiatives. Airbnb also have an offline global support team. Airbnb focuses on community story telling with accompanied digital imagery to collaborate towards gaining trust and value with new hosts and the traveller wanting to gain these new and unique experiences. 
“At Airbnb, we’re applying more science and technology to improving travel than any company in history. Our engineers are solving complex challenges because our product is both digital, and also exists in the physical world. As a company, we serve many audiences, so internally we need to work in a way that allows us to be flexible, creative, and responsive.” (Airbnb, 2022). “Back in May, we rolled out over 100 upgrades to improve every aspect of Airbnb. Today, we’re introducing over 50 more. We’re particularly excited to share the innovations that you, our hosts, inspired-all designed to help make hosting easier.” (resource centre, 2021).

Financial Landscape: 

As Airbnb offer free listing to property owners and allowing travellers to browse the listing spaces on their platform where bookings can be taken this is where the business model of Airbnb platform earns a share from all revenue transactions. The power of Airbnb’s brand attracts people directly to their platform, with the guest community. The nature of experienced hosts communication is one of the vital assets for Airbnb. This helps drive traffic directly to the platform, this in turn saves expenditure on marketing and advertising. Airbnb expands as new hosts, who see opportunity for earning an extra income. With technology designed to serve hosts and travellers unique needs and desires, pricing, recommendations, scheduling, integrated payments, community support, host protection mechanisms, reviews, and feedback, through A1 and automation. 
A host would have to consider going rate in their specific area of place also extra for cleaning, higher utility bills, taxes, and the 3% Airbnb charge hosting fee for payment processing. The traveller gets charged 6%-12% booking fees. “Airbnb makes money by charging a service fee- a percentage of the total-to both the people who rent out their space (hosts) and those who stay there (guests).” (Molla, 2020).
“Airbnb has more than seven million listings in more than 200 countries. The site has more than 150 million users, with an average of six renters checking into an Airbnb-listed property every second.” (Nath, How Airbnb makes money, 2021). “Apart from homes and apartments on rent, now the company also lists boutique hotels, heritage hotels, lodges, resorts, etc. It has crossed over 5.6 million listings worldwide till the end of 2020. Also, the company served over 800 million guests on its platform.” (Lapaas, 2019).

Conclusion: 

Airbnb have made available a new area for travel with revelational inspiring, flexible comfortable homes listed from hosts. While allowing travellers a chance to discover new and authentic horizons and experiences while staying in a particular area. This is revolutionary for sustainability of the sharing economy with their peer-to-peer accommodation platform. Whilst proving a significant economic boost to local communities and the residents. The fact that people have adopted the brand Airbnb among the choices available makes them successful and to strive continuously towards creating extraordinary and unique experiences for their customers, has made the brand a choice for many global market hosts and travellers. They have handled all their marketing strategies smartly with analysing various collected data through reviews off what customers and potential customers as well as local communities communicate through the e-mail system, website, app, and social media. As Airbnb is valued as a more family and group travel friendly compared to hotels, Airbnb have situated themselves as the alternative to hotels. People want a more authentic new way to travel especially after covid-19.
Local communities seem to suffer through the increase shortage off long-term rental properties available to residents and are quick to focus the problem on Airbnb. Local trades people as well as small local businesses do seem to gain financially through the Airbnb system. Though Airbnb are being focused on as far as the long-term rental shortage within some local communities. A report conducted by Capital Economics “found that active listings on Airbnb in the U.K. increased from 168,000 in 2017 to 223,000 in 2018. 2.7% of the U.K.’s 1.5 million strong landlord population have already made the switch from long-term rental properties in the private rented sector to short-term lets, equating to 50,000 homes made unavailable to long-term tenants. Airbnb claims that between July 2017 and July 2018, the U.K. economy gained £3.5 billion from hosts and guests using the platform, with an estimated 8.4 million inbound guests using the platform over this period.” (Barker, 2020). “Progress has the greatest impact when organisations with shared values work together to serve their communities” (Airbnb, Our diverse global community makes Airbnb possible, 2022).
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