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 Welcome to Airbnb
 Brand Overview
 Launched in 2007, Air Bed and Breakfast was born when two roommates set-out to make a few extra bucks by offering an air mattress and free breakfast to guests visiting the Silicon Valley (Carson, 2016, para. 4). Soon after, the founders realized their concept was capable of being much more than a stopgap to help pay the rent, leading to rebranding their home-sharing service in 2009 (Carson, 2016, para. 17). Over the next 12 years, Airbnb grew as a disrupter in the travel and hospitality industry and became the fifth most-valuable unicorn brand in the world as of September 2019 (Szmigiera, 2019, para. 1). Today, Airbnb operates in over 191 countries with $93 million in profit in 2017 and accounts for 5.5 percent of all U.S. lodging sales (i Property Management, 2019, para. 1; Detlefsen, 2019, para. 11). Utilizing the consumer-based brand equity model, this brand strategy audit will review and analyze:
 ● brand inventory summarizing Airbnb’s desired consumer brand knowledge, including positioning,
 brand architecture, brand elements, marketing programs, campaigns and integrated marketing
 communications;
 ● brand exploratory analyzing consumers’ perceptions of Airbnb, covering the areas of consumer
 knowledge, mental maps, core brand associations, brand resonance, competitive analysis and
 sources of brand equity;
 ● brand report card detailing Airbnb’s 8.9 overall brand management rating (10 point scale); and
 ● recommendations for the development of furthered brand strategies in the areas of brand
 awareness, brand identity, consumer perceptions, product category and communications.
 Brand Inventory
 Brand Positioning
 From its inception, Airbnb has presented themselves as the anti-hotel alternative for travelers, conveying
 values of affordability paired with culturally unique experiences. More recently, Airbnb has expanded these
 values to their hospitality extensions, while staying true to their positioning strategy.
 Areas of focus for this strategy include target market and competitor identification in order to recognize
 points-of-parity and points-of difference (Keller, 2013, p. 51). Using these associations, Airbnb is able to
 design the company’s image and offerings around the desired brand knowledge Airbnb wishes to convey
 to consumers.
 Target Market
 Airbnb’s target market consists of two distinct, yet complementary, segments:
 ● traveling consumers looking for short-term lodging accommodations, and
 ● hosts pursuing extra income by renting out their personal domiciles.
 These two categories are inherently broad and far-reaching as travel and tourism is the second most-
 popular choice for discretionary spending with more than 2.2 billion person-trips by American residents
 alone in 2018 (Phoocuswright Research, 2019, para. 2; U.S. Travel Association, 2019, para. 2-3).
 Utilizing both descriptive and behavioral segmentation, Airbnb is able to further stratify these markets in
 order to build awareness, develop strong, unique and favorable associations and ultimately, build
 consumer-based brand equity (Keller, 2013, p. 45-51). While by no means exclusive, Table 1 highlights
 several of Airbnb’s core segments within their host and traveler markets. Benefit-seeking millennials
 looking for authentic experiences account for the majority of travelers while women seniors are the fastest-
 growing host demographic (iProperty Management, 2019, para. 3).
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 Table 1: Sample of Airbnb Target Markets
 Competitors
 Based on Airbnb’s defined target market, their competitors contending for the same audiences can be
 defined into three main categories:
 ● traditional and extended stay hotels like Marriott and Hilton;
 ● third-party travel aggregator websites like Booking.com and Expedia.com; and
 ● second-to-market C2C share economy travel sites like HomeAway and FlipKey.
 Airbnb also faces indirect competition at the benefit level from travel agencies providing travel and tourism
 services as well as businesses offering alternate options for discretionary income spending such as home
 improvement and electronics (Keller, 2013, p. 54). Other, less influential sources of competition include
 hostels, traditional bed and breakfasts and friends/family of travelers.
 Points-of-Parity and Points-of-Difference
 Airbnb’s target market and defined nature of competition help establish both points-of-parity as well as
 points-of-difference to best-position the brand (Keller, 2013, p. 55). As a new product category, Airbnb
 uses category points-of-parity to form a competitive frame of reference for their brand within the hospitality
 and tourism category membership (Keller, 2013, p. 56-57). Competitive points-of-parity are also employed
 to negate competitors unique associations, like safety (Keller, 2013, p. 56).
 In addition to commonalities Airbnb shares with its competitors, the brand also successfully separates
 themselves from the pack through leveraging unique brand associations. These points-of-difference
 manifest as:
 ● performance attributes that include a-typical household amenities (kitchen, hot tub);
 ● performance benefits such as unique and authentic experiences; and
 ● imagery associations as an overall superior brand (Airbnb.com, 2019; Keller, 2013,p. 55-56).
 These desirable, deliverable and differentiated points-of-difference for Airbnb are expanded on in Figure 1
 below (Keller, 2013, p. 59).
 Figure 1: Airbnb Points-of-Parity and Points-of-Difference
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 Brand Mantra
 With Airbnb’s brand positioning firmly established in both the present and the future, the company then
 embarked on a new campaign with the brand mantra, ‘Belong Anywhere’. This phrase embodies the
 essence of Airbnb as a global community offering locally-immersive experiences (Keller, 2013, p. 65). The
 ‘Belong Anywhere’ brand mantra also succinctly illustrates the brand’s points-of-difference for travelers
 seeking a more-authentic experience as seen in Figure 2.
 Figure 2: Airbnb Belong Together Brand Mantra
 Brand Architecture and Portfolio
 While most hotel and lodging offerings organize their brand architecture based on a house of brands
 approach, Airbnb goes against the grain and employs a “branded house” with all extensions revolving
 around the Airbnb brand name (Chen, 2019, para. 10; Keller, 2013, p. 364). This approach creates
 efficiencies with Airbnb’s marketing efforts as all extensions fall under the parent brand.
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 After a decade of building brand equity as a global leader in hospitality, Airbnb announced a brand
 expansion in 2018 (Airbnb, 2018,para. 1). For the first time, the brand would offer services around the
 entire customer travel journey, including experiences, adventures and restaurants (Chen, 2019, para. 11).
 The new extensions allowed Airbnb to avoid the cost of developing new brands while also permitting
 consumer variety-seeking and bringing in new customers (Keller, 2013, p. 409-411).
 Through this extended brand portfolio within the hospitality and travel category membership, Airbnb
 broadened their depth and complexity of offerings as seen in Figure 3 (Keller, 2013, p. 358).
 Figure 3: Airbnb Brand Portfolio
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 Brand Elements
 Airbnb employs a variety of brand elements and trademarkable features that aid in brand recognition and
 recall to create strong associations and brand feelings (Keller, 2013, p. 114). Notable brand elements for
 Airbnb are highlighted in Table 2 and include brand name, URLs, logos and symbols and slogans.
 Ultimately, these brand elements come together to present Airbnb’s brand identity as a superior and
 affordable peer-to-peer hospitality experience around the globe.
 Table 2: Airbnb Brand Elements
 Airbnb Marketing Programs
 Integrated Marketing Communication: Airbnb uses an integrated marketing communications (IMC)
 approach for its marketing efforts and chooses a variety of different communication options that all share a

Page 7
						

IMC 602 | Brand Audit: Airbnb | Halbert, Myre, Orlaske, & Pacheco
 6
 common meaning and content.(Keller, 2013, p. 220). These different marketing communication tactics build
 brand equity and contribute to the brand resonance pyramid.
 Product Strategy: Airbnb is a home-sharing service that sells trips and uses its branding to build perceived
 quality for its product (Keller, 2013, p. 161). During its development Airbnb called their website the product
 which was limiting. Through further development they realized the product was the trip they offered
 customers. Rebecca Sinclair, Head of User Experience Research described the product as an offline
 experience -- this trip to Paris or stay in a treehouse -- is what they were buying from us, not a website or
 an app” (Joffrion, 2018, para. 4).
 Pricing Strategy: Since Airbnb is a peer-to-peer home-sharing service, prices vary depending on the
 accommodations. This gives guests more options to choose from depending on their price point. One of
 Airbnb's unique branding strategies is their ability to offer accommodations at a more reasonable price
 compared to hotels.
 Channel Strategy: Airbnb’s online website, app and mobile platform work as indirect channels for all of its
 hosts and guests. Airbnb lends different support options to hosts in order to make their rentals as appealing
 as possible for guests.
 Campaigns
 Belong Anywhere: To solidify its IMC approach in 2014 Airbnb developed a new slogan for the company
 “Belong Anywhere” and a new logo called the “Bélo.” Co-Founder Brian Chesky explains the concept of
 belonging as “a house is just a space, but a home is where you belong. And what makes this global
 community so special is that for the very first time, you can belong anywhere” (Clifford, 2014, para. 6). The
 “Belong Anywhere” slogan took the company from an accommodation provider to a place where people
 can experience a sense of belonging and community. The logo itself in a combination of four symbols a
 head to represent people, a location icon to represent place, a heart to represent love and an A for Airbnb
 as depicted in Figures 4 and 5.
 Figure 4: Airbnb New logo. Retrieved from https://www.entrepreneur.com/article/235709
 Figure 5. Airbnb Introduces the Bélo. Retrieved from
 https://www.youtube.com/watch?v=nMITXMrrVQU
 https://www.entrepreneur.com/article/235709
 https://www.entrepreneur.com/article/235709
 https://www.youtube.com/watch?v=nMITXMrrVQU
 https://www.youtube.com/watch?v=nMITXMrrVQU
 https://www.youtube.com/watch?v=nMITXMrrVQU
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 Live There: In 2016, to go along with the ‘Belong Anywhere’ campaign, Airbnb launched another new
 slogan ‘Live There.’ The new campaign urges people to live in the cities they travel to, not simply visit them,
 encouraging consumers to feel at home even if it's only for the night (All About Airbnb, 2016, para. 12). The
 ‘Live There’ campaign shows consumers the distinction between Airbnb experiences compared to
 traditional travel. The campaign helps build customer-based brand equity and brand knowledge by using
 marketing communication programs such as traditional advertising, interactive marketing and mobile
 marketing (Keller, 2013, p. 224).
 Traditional Advertising
 Television: Airbnb television campaign for the ‘Live There’ campaign encouraged viewers to not visit Paris,
 but live in Paris and make it your own home. Anywhere you travel with Airbnb, the accommodations should
 feel like home and living like a local, not like a tourist. The commercial gives Airbnb a feeling of quality and
 credibility and makes travelers choose Airbnb over its competitors for the unique experiences and the
 hospitality the brand provides (Teja, 2019 para 4).
 Figure 6. Airbnb-Don’t Go There, Live There. Video. Retrieved from
 https://www.youtube.com/watch?v=RDQCQBialcM
 Mobile, Web and App Marketing
 In 2016, Airbnb updated its app, mobile and website to make the experience more user-friendly and
 personalized. One new feature includes a “match system” that takes the traveler's preferences into account,
 https://www.youtube.com/watch?v=RDQCQBialcM
 https://www.youtube.com/watch?v=RDQCQBialcM
 https://www.youtube.com/watch?v=RDQCQBialcM
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 matches them with homes, neighborhoods and experiences that meet their needs (Ting, 2016, para. 4).
 The new app, website and mobile experiences include:
 ● neighborhood matching which pairs guests with hosts in 691 neighborhoods in 23 cities
 worldwide (Ting, 2016, para. 4);
 ● guidebooks as depicted in Figure 7 include favorite local spots including dining, nightlife,
 sightseeing and nature created by Airbnb hosts in major cities (Ting, 2016, para. 5);
 ● Airbnb Plus, a selection of high-quality and well-appointed homes with a host that already has
 great reviews from other guests (Airbnb, 2019, para. 5); and
 ● superhosts who are highly rated and reliable hosts that go beyond expectations for an
 exceptional stay for guests (Airbnb, 2019, para. 6).
 Figure 7: Chicago Guidebook. Retrieved from https://www.wordtracker.com/blog/marketing/3-
 digital-marketing-lessons-you-can-learn-from-airbnb
 Interactive Content Marketing
 Digital: If you're looking for a place to stay or a vacation rental, you will probably come across Airbnb by
 performing a search. Airbnb utilizes paid Google AdWords and display ads (figure 8) to match guests up
 with the Airbnb website (Wheeler, 2014, para. 7). AdWords and display ads utilize a list of keywords that
 https://www.wordtracker.com/blog/marketing/3-digital-marketing-lessons-you-can-learn-from-airbnb
 https://www.wordtracker.com/blog/marketing/3-digital-marketing-lessons-you-can-learn-from-airbnb
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 pairs the user's search criteria with the Airbnb website or digital ads, increasing search engine optimization
 and causing display ads to appear on other websites.
 Figure 8. Example of Airbnb Digital Ads. Retrieved from https://digitalready.co/blog/anatomy-
 successful-digital-marketing-campaign-airbnbs-live-there-campaign
 Website: Hosts with rental spaces that look more appealing -- have better content and more photos -- are
 ranked higher on the Airbnb website. Airbnb offers the services of professional photographers, guidelines
 for user-generated images, along with copy suggestion for hosts. This is a win-win situation for Airbnb and
 hosts. The added content helps optimize the Airbnb website, making it rise to the top of Google search
 menus, and helps with digital marketing tactics (Wheeler, 2014, para. 8).
 Email Marketing: Email marketing allows markets to inspire and bring new and interesting properties and
 travel ideas to consumers. Airbnb uses data-driven email marketing to send targeted, personalized
 messages to consumers. These emails could include past search data from consumers or information the
 customer has added to their wish list account on Airbnb (van Rijn, n.d.)
 Social: The #LiveThere social media campaign features user-generated content accredited with increasing
 brand awareness and consumer engagement. Airbnb asks guests and hosts to shoot videos and post them
 on social media using the hashtag #LiveThere. The content shows Airbnb users having unique travel
 experiences (Teja, 2019, para. 3).
 IMC Program Criteria
 By taking advantage of different communication options and combining them strategically marketers have
 the opportunity to drive sales and build brand equity. Measuring how effectively and efficiently the IMC
 program is built can be accomplished by using six criteria (Keller, 2013 p. 220. The next table will analyze
 the relevance of Airbnb’s marketing program to see if their mix of advertising is effective.
 https://digitalready.co/blog/anatomy-successful-digital-marketing-campaign-airbnbs-live-there-campaign
 https://digitalready.co/blog/anatomy-successful-digital-marketing-campaign-airbnbs-live-there-campaign
 https://digitalready.co/blog/anatomy-successful-digital-marketing-campaign-airbnbs-live-there-campaign
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 Table 3: Evaluation of the Six Program Criteria for Airbnb
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 Secondary Brand Associations
 Secondary brand associations create strong and unique associations or positive responses if existing brand
 association or responses are deficient in some way (Keller, 2013, p. 232). Airbnb is no stranger to
 secondary brand associations. In 2015, the company floated a full-size house along the Thames to
 celebrate new rules to support home-sharing in London. The London listing can hold community events
 and overnight stays in its two bedroom residence (Coldwell, 2015, para. 5). Now, Airbnb is having a similar
 experience, but in a Goodyear blimp in the US. For three nights, guests have the opportunity to stay in the
 blimp for only $150 per night. Guests who are lucky enough to grab a reservation will receive two tickets to
 the Michigan and Notre Dame game on October 26th (Andrew, 2019). Airbnb treats these branding
 associations similar to events. In both of these cases, Airbnb is using word-of-mouth and buzz advertising
 to build brand equity for these unique experiences.
 Brand Exploratory
 Consumer Knowledge
 Over the past decade, Airbnb has successfully become one of the most recognized brands in the
 travel industry and has positioned themselves as innovators pushing towards community consumerism that
 is environmentally friendly in consumers’ minds. Positive consumer brand associations for Airbnb might be
 hip, new, unique, cool, sustainable and empowering (McCullough, 2016). Negative brand associations that
 some consumers may link to the brand would include negative reviews, wrongful storytelling, and
 problematic (Unpopular, 2018). Figure 8 displays these associations in the hypothetical Airbnb mental map.
 One article analyzed how the participants of the sharing economy platforms have a positive
 connotation as the consumer and indicated that the social benefits are more important than the economic
 and financial benefits (Media Room, 2017). As of 2017, 92 percent of Americans that have booked a home-
 sharing service like Airbnb or HomeAway say they are likely or very likely to do it again (Media Room,
 2017). For consumers who have stayed in a peer-to-peer lodging in the last five years, the likelihood that
 they would go back to preferring traditional hotels has halved or decreased by 50% (Warc, 2016). According
 to Ryerson University, tourists are motivated to book Airbnb accommodations because of their low cost,
 convenient locations and household amenities. However, they are less motivated by the opportunity to
 interact with the host or other locals, or by the promises of an authentic experience (McCullough, 2016, p.
 1).
 Overall, Airbnb is seen as an imaginative use of commodities and is a grassroots approach to
 consumption. Some consumers feel as if they are “sticking it to the man’ and doing something in opposition
 to the status quo (McCullough, 2016). Airbnb consumers want to invest or are more likely to invest in
 services that are inline with who they are and what they value, and Airbnb attributes to their identity building
 choices. One consumer states, “I love the fact that my host and their neighbors did not treat me as a tourist”
 (McCullough, 2016). Airbnb claims to bridge the gap between being an outsider when you travel and
 bringing the traveler on the “inside” so they can experience places in a “new” way.
 Figure 8: Mental Map

Page 13
						

IMC 602 | Brand Audit: Airbnb | Halbert, Myre, Orlaske, & Pacheco
 12
 Brand Resonance Pyramid
 Keller describes six “brand building blocks” that are taken into consideration from the point of view
 of the consumer. These steps are reliant on the successful foundation of the steps proceeding and are
 theoretically represented in a pyramid structure (Keller, 2013, p79). Figure 9 is an exploration of the success
 of building these stages of brand development for Airbnb.
 Figure 9: Airbnb Brand Resonance Pyramid
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 Airbnb has established a clear identity and meaning in a short amount of time. As the brand built on its base
 of users (both guests and hosts), Airbnb continued to broaden its brand awareness. A strong foundation on
 either side of the pyramid does not follow through to the top. When moving beyond salience, there is
 increased divergence between what the company hopes to convey about the brand and how that brand is
 perceived. Notably, when it comes to key factors such as safety, trustworthiness, and convenience, Airbnb
 still lags behind in public opinion compared to hotels. (Mintel, 2019).
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 (Mintel, 2019).
 Competitive Analysis
 Airbnb is a multifaceted company that is a part of two large industries; however, this also means
 they have competition. The travel industry is the second-fastest growing industry in the world and is
 comprised of 8.8 trillion dollars (Leposa, 2019). Last year, travel and tourism had a global growth of 3.9
 percent and makes up 319 million jobs in the world’s economy (Leposa, 2019). Airbnb is also a part of the
 sharing economy sector which is projected to grow from $15 billion in 2014 to $335 billion in 2025 (Tabcum,
 2019). Airbnb’s largest competitors are HomeAway.com, FlipKey by TripAdvisor and Marriott Hotels.
 HomeAway.com
 HomeAway is a comprehensive and trusted source for vacation rentals. They position themselves
 as a family-friendly accommodation network the helps dream vacations come true. They have beautiful
 homes on their websites that feature spacious rooms, privacy and more amenities compared to hotels.
 “HomeAway’s past strategy was to give travelers a one-stop shop for whole home vacation rentals in leisure
 travel markets. Its current strategy is fairly similar. It focuses on resort locations and emphasizes treating
 its landlords like business owners. On average guests pay a higher price, but typically stay longer at its
 locations” (Bryant, Morris, Morrison, & Uhlending, 2015). Their pricing strategy charges the host either a
 13% fee per booking or a $349-$999 annual subscription rather than charging the guests extra fees (Bryant,
 Morris, Morrison, & Uhlending, 2015). Thus, this makes it more attractive for guests and less incentivised
 for the host. HomeAway’s strength is how it can leverage their ownership of multiple vacation rental sites
 to reach a larger range of consumers.
 Marriott International
 Marriott is within the top three hotel chains/names in the world. They have a powerful portfolio in
 the traveling industry with over 30 brands and 7,000 properties across 131 countries (Marriott, 2019).
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 Marriott was the first international company that offered a vacation sharing program back in 1984 (Marriott,
 2019). Vacation sharing or timeshares are where customers can own a room for a specific week of the
 year. In 2010, Marriott International changed its timeshare program to a points based program that allows
 its members to travel to any of their locations around the world. They leverage their properties and multiple
 brands to create consistent and unique experiences. Compared to Airbnb, Marriott is limited by its system
 of operations and that they are not a personal listing service. Their advantage is that they are a globally
 recognized brand and are trusted by already committed guests.
 FlipKey by TripAdvisor
 FlipKey originally focused on vacation rentals near resorts and other touristed locations. In 2012,
 the majority of their listings were in the United States market. FlipKey initially offered an annual subscription
 for its hosts to list properties on its website, but after being bought out by TripAdvisor, their strategy
 changed. FlipKey integrated TripAdvisor’s larger goals and aimed to provide a holistic traveling experience
 through both of their online communities. In 2013, FlipKey’s subscription-based model changed to a fee-
 based model, just like the other two competitors, for homeowners to list on their website. They charge a
 3% booking fee per listing service. TripAdvisor in 2014 had a revenue of $1.48 billion and held 9.1% market
 share of the vacation rental industry (Bryant, Morris, Morrison, & Uhlending, 2015). FlipKey’s advantage is
 that they are the cheaper option for hosts since they only charge a 3% fee for listings.
 Sources of Brand Equity
 Brand Awareness
 Airbnb is the leading alternative to traditional hotel stays across the world, with an average of two million
 users staying in rentals each night in 2018. (Much Needed, n.d.). It has strong associations with budget
 travel, unique experiences and customized journeys. Listed on a multiple industry ranking list’s with
 monikers such as innovative, cool and disruptor (Ranking the Brands), Airbnb incorporates these qualities
 as a core of its branding strategy to great success (Ranking the Brands, n.d.). “In the Brand Finance Hotels
 50 report, Airbnb saw its brand value rise by more than 51% to over $5.5b (£4b) in 2017, marking the first
 time in which Airbnb's brand value exceeded that of all but [Hilton],” (Pathiaki, 2018).
 Brand Image
 Airbnb is perceived as a viable alternative to traditional hotel stays because of its well developed brand
 image. It presents itself as a boutique, authentic experience maker, but when consumers are asked about
 choosing the hotel alternative, the user responses were significantly more utilitarian; indicating price,
 privacy and group accommodation were the main driving factors (Figure 10). The carefully curated website
 and Instagramable imagery across all marketing platforms plays into the elevated aspirations of the
 company. The company name and logo, though a bit nebulous, are now recognizable to the base. Noted
 designer Michael Bierut argues that the actual design itself isn’t as important. “’I think they said, “Here are
 the values we stand for, and from now on this is the flag under which we will march on our way to promote
 those values.” It could almost be anything on the flag.’” (Walker, 2017).
 Figure 10: Reasons Why Travelers Would Stay in a Hotel Alternative
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 (Mintel, 2019).
 Threats to Brand Equity
 Today, approximately 150 million users have the ability to book 1.9 million listings, making it a significant
 contender to hotel stays. (Much Needed.) Ever since its entry into the market, Airbnb has upended
 traditional hospitality and the old guard is poised to combat the insurgent. “The Airbnb threat is also the
 catalyst for renewed hotel innovation as hotel brands strive to generate the same buzz as the sharing
 economy market leader and to find clear points of differentiation,” (Mintel, 2019).
 Airbnb must work to overcome the advantage of hotels in the categories of trust and customer loyalty, while
 also being prepared to protect its own competitive advantage in trendy, unique travel as hotels and online
 travel agencies expand their product offerings to directly compete with Airbnb. “Travel companies… are
 responding with tools to help travelers create their custom journeys. For example, Priceline Group’s
 Booking.com introduced a new search platform based on “passion,” to help travelers identify unique
 destination matches (with curated guides)…” (Mintel, 2016).
 Brand Report Card
 Criteria Score Summary
 1. Managers understand what the brand means to consumers.
 8 Airbnb’s brand managers have a strong understanding of consumers’ core brand associations that serve in defining the brand mantra and guiding the company’s brand boundaries and extension offerings (Keller, 2013, p. 268, 65, 364).Mc
 ● Airbnb’s consumers have strong, favorable and unique associations to price, value, image and feelings around the brand (McCullough, 2016).
 ● The brand mantra ‘Belong Anywhere’ defines the spirit of the brand as a global community. To ensure the brand stayed true to this promise, Airbnb developed a metric to measure how much guests felt like the belonged during

Page 18
						

IMC 602 | Brand Audit: Airbnb | Halbert, Myre, Orlaske, & Pacheco
 17
 their stay (Passiak, 2017, para. 35). ● Airbnb’s brand extensions into the new categories of
 adventure, experiences and restaurants fits within the brand mantra and positioning strategy, though broadening their scope and effectively becoming a travel agency puts the brand at risk of loosing brand identity (Chen, 2019, para. 11).
 2. The brand is properly positioned. 9 Airbnb has firmly established positioning for consumers to easily identify the product category as well as unique offerings.
 ● Points-of-parity reinforce belonging within the hospitality category membership (Keller, 2013, p. 57). The company’s offerings also succeed in negating competitors’ advantages.
 ● Points-of-difference include desirable, deliverable and differentiating benefits through unique and authentic experiences, often at a lower rate than a hotel (Keller, 2013, p. 59).
 3. Customers receive superior delivery of the benefits they value most.
 7 While Airbnb holds imagery associations as a superior brand, the company has several opportunities to maximize on consumers’ experiences (Keller, 2013, p. 55-56).
 ● Privacy and safety are two of the leading reasons consumers do not choose Airbnb, accounting for 49 percent of lost sales (Lock, 2019).
 ● Legal, regulatory and tax issues limit areas where Airbnb hosts can operate, restricting some markets for both hosts and travelers (Mynarska, 2016).
 4. The brand takes advantage of the full repertoire of branding and marketing activities available to build brand equity.
 9 Airbnb has been able to create a distinct and industry defining brand with an ever expanding scope. It utilizes most marketing avenues successfully, however does not reach all potential target consumers.
 ● Well curated and thought out design across the social channels and website.
 ● Strong relationships built with both main consumer groups and an effective expansion to higher end markets.
 ● Could do better in reaching older demographics and creating more loyalty amongst the current user base.
 5. Marketing and communications efforts are seamlessly integrated (or as close to it as humanly possible). The brand communicates with one voice.
 10 Airbnb is able to use content marketing and storytelling to convince consumers that Airbnb offers unique accommodations that feel like home even while traveling. Airbnb has been able to do this in a few ways.
 ● By creating integrated brand imagery that is represented in the Airbnb logo, slogan, photography, video and color scheme.
 ● Through their extensive content of guest experiences and advice from hosts on their website, blogs and social media (Wegert, 2014).
 6. The brand’s pricing strategy is based on consumer perceptions of value.
 9 Guest find more value in Airbnb’s accommodations for the following reasons:
 ● Guests have more options and flexibility to choose from depending on their price point.
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 ● Airbnb is able to meet consumers wishes by offers unique and authentic experiences that can’t be found through a traditional vacation (Michael, 2015).
 7. The brand uses appropriate imagery on consumer perceptions of value.
 10 ● Airbnb’s personality and branding tactics are highly effective and relevant to travelers as well as hosts.
 ● They positioned themselves as both the past and future of the industry.
 ● Their images, colors, and messaging is consistent across all of their platforms.
 ● The images add value, tell an experience, provide inspiration, and give travelers something to look forward to or dream about.
 ● Their imagery is superior and is something they hold in high regard by providing professional photography to remain consistent in all listings.
 8. The brand is innovative and relevant. 10 ● First-to-market shared economy travel site.
 ● Have affordable options for every budget, thus appealing to
 a larger market rather than a specific scope.
 ● Airbnb was one of the first brands to focus on a feel-at-
 home culture and immersive experiences during traveling.
 ● Up-to-date and are on top of current trends in the travel
 and lodging industry.
 9. For a multiproduct, multi-brand company, the brand architecture is strategically sound.
 8 ● The tiered structure of their main business component, Stays, helps users locate options available to them in their desired price point, but there is potential overlap.
 ● The overall categories of stays, experiences, adventure and restaurants are generally well differentiated, but from the user perspective, all speak to a single travel experience.
 10. The company has in place a system to monitor brand equity and performance.
 9 ● Clearly defined brand standards are implemented across platforms.
 ● A review and rating system exists for guests and hosts to provide each other with feedback, to help mitigate poor performance with accountability.
 ● Comprehensive system of customer service and support that provides real time analytics to uncover trends. This data is contextualized on a dashboard to have brand and engineer experts diagnose potential problems. (Sng & Hachey, 2016)
 Recommendations for Building Brand Equity
 Perceived Quality: Airbnb isn’t a hotel and doesn’t offer the same expected amenities and assurance that
 staying at a hotel offers. Airbnb hosts are supposed to provide details on rentals but hosts create their own
 listing and some may be more truthful than others. This could cause bad reviews for a listing which looks
 inconsistent with the accommodations and experiences Airbnb promises with their advertising. Bad review
 lead to a lack of quality, trustworthiness and likeability in customers minds weakening Airbnb’s brand equity.
 Airbnb recently added Airbnb plus, homes in this category are personally visited by Airbnb inspector and
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 verified for quality and comfort (Graham, 2018). Airbnb should expand its quality policy and include it with
 other rentals.
 Product Category Effectiveness: After some bad publicity stemmed from poor user experiences
 specifically in the business segment, Airbnb created “Airbnb for Business” to allow users to select properties
 that met certain criteria tailored to the business travelers needs, such as free wi-fi and work stations. (Ball,
 2016.) Airbnb should continue to develop strategic solutions for a greater swath of its customer
 segmentations, while improving standards and listing information. For example, homes that are friendly to
 young children that feature playstations and cribs.
 Brand Awareness: Though Airbnb’s salience has increased exponentially since its inception, the user
 base is, as a whole, more youthful, with a greater percentage of millennials than baby boomers. However,
 as more retirees search for added income, Airbnb can do more to attract them to the platforms as hosts.
 Targeted ads with retirees making a case for using their homes as a part of their retirement plan, or for
 opening up their spare bedroom to be the whole world’s grandma, can make a compelling pitch.
 User-Generated Content: Airbnb has a comprehensive content marketing strategy, however, they are
 missing an opportunity to maximize on user-generated content. The brand currently has the standard
 content every other company out there produces: case studies, press releases, user updates and general
 information. However, they are not tapping to consumer-generated content. There are so many bloggers,
 travel writers and talented people in the world that use Airbnb. The brand can leverage consumers’ personal
 travel stories as inspiration in their content strategy. If Airbnb is able to capture stories from both the hosts
 and travelers about their experiences using Airbnb, it would lead to building stronger relationships, higher
 brand recognition, amplified word-of-mouth marketing and positive media attention.
 Brand Identity: Airbnb risks losing their branding identity as they expand past the travel industry to join the
 hospitality category membership at large, becoming more akin to a modern-day travel agency. They are
 transitioning from what was considered a whimsical website to a multinational travel company. Airbnb can
 go back to their roots and emphasize the idea of a global community. Their headlines of cutting employees,
 dicrimination, bed bug infestations and urban housing crisis, are not helping their brand’s intended image.
 It is recommended that Airbnb re-establish their presence with consumers as the easy accommodation
 dream site they once started out as.
 Conclusion
 The meteoric rise of Airbnb since its inception in 2007 has redefined the travel and accommodation industry
 across the world. The overall brand management is strong and the company has built significant brand
 equity with its consumer base -- both travelers and hosts. Building on the foundations of its reputation for
 affordability and uniqueness, Airbnb has successfully launched brand extensions to encompass the entire
 customer travel experience.There is room for continued growth, as travel remains the second most popular
 choice for discretionary spending and Airbnb currently only owns 5.5% of the US lodging market. Its base
 is still predominantly millennial and to convince a greater variety of consumers to “Belong Anywhere”,
 Airbnb must do more to build up trust and consistency. The very peer-to-peer system that defined its
 business strategy is a continual challenge to attaining a quality brand image when hosts over-promise or
 under-deliver for their guests. Further, the brand faces challenges by the very industry it disrupted, as hotel
 giants and travel aggregate sites reposition and launch new initiatives to pick away at the home-share
 innovator’s developing user base. For continued success, it is recommended that Airbnb create more robust
 auditing and control systems to create consistent quality; that as they grow, they manintin true to the

Page 21
						

IMC 602 | Brand Audit: Airbnb | Halbert, Myre, Orlaske, & Pacheco
 20
 authenticity that drove its rise; and that they continue to innovate to create customized solutions for would-
 be consumers.
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