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Marketing Case Study:

Introduction:

Founded in 2008, San Francisco, CA-based Airbnb is a global online marketplace for vacation
rentals, lodging, and tourism experiences. Airbnb is a platform that allows property owners to
rent out their residential spaces for guests who are searching for short-term accommodations.
These short-term rentals include apartments, homes, and unique stays such as castles or even
trechouses. Airbnb operates a peer-to-peer business model in over 100,000 cities worldwide and
provides a broad range of prices to ensure budget-friendly options. The company generates its

revenue by charging service fees to both the hosts and the guests for each booking.

Marketing Challenge:

The marketing challenge that Airbnb faces is that the company needs to build trust and brand
recognition while differentiating from other traditional hospitality services such as hotels and
other vacation platforms. In addition to facing regulatory challenges where local governments
have placed restrictions on short-term rentals, the company has experienced distrust from
consumers who were unfamiliar with peer-to-peer rentals and had concerns relating to safety and
reliability. The main marketing challenge Airbnb faced early on was in delivering the correct and
most impactful messaging in providing a feeling of safety and security on both ends of its

customer base. The company needed to address their guests and their hosts concerns - in order to
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ensure the company could ensure reliable and appealing lodging at reasonable prices that met

expectations upon arrival.

IMC Strategy:

Airbnb implemented a comprehensive Integrated Marketing Communications (IMC) strategy to
overcome its challenge. The approach included omni-channel advertising, social media
engagement, direct marketing outreach, public relations efforts, and seasonal sales promotions.
These multi-media driven elements worked well together in an effort to enhance Airbnb’s brand

awareness while building trust with clients and an increase volume of transactions.

Advertising was a key component of the company’s IMC strategy by using traditional media
outlets (Print, Radio, Out-of-Home, and TV) as well as digital outlets (Display, Video and
Search) all of which contained content that was focused on the idea an Airbnb customer
“belonging” anywhere. Social media was used by engaging content that was posted and created
throughout different platforms - such as Instagram and Facebook - that showcased the unique
and rewarding experiences their guests and hosts experienced. Direct marketing was used to
deliver personalized email campaigns that were geo-demo and behaviorally targeted to different
target audiences such as would-be guests, hosts, and travelers who were seeking unique
accommodations. Discounts and referral programs encouraged new users to try the platform
through seasonal sales promotions and Airbnb used its global partnerships with local tourism

boards to increase its credibility and its global footprint.

The successful “Belong Anywhere” Campaign
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The most memorable campaign that Airbnb had was the “Belong Anywhere” campaign which

was launched in 2014. The campaign highlighted the idea that Airbnb was not just a place to stay

but it is a place to build memories, create connections, and experience the world like a local.
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The company had four main objectives for the campaign:

e Strengthen Airbnb’s position as a global leader in the travel and hospitality sector
e C(Create an emotional bond with its existing and prospective customers
e Increase its brand awareness across key demographics and newly available locations

e Differentiate itself from traditional hotel stays

The creative content for the campaign cleverly leveraged an emotionally driven message that
focused on inclusivity and a touch of community. Print Ads, Television commercials and Digital

advertising were heavily used.

Traditional Media:

The “Belong Anywhere” campaign played on broadcast and cable television networks
which captured a wide demographic with storytelling that placed Airbnb as a modern
replacement for traditional hotels. Airbnb used digital advertising in online ads,

specifically for Search with Google AdWords and social media platforms such as
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Facebook and Instagram. The global nature of digital media enhanced the company’s
ability in reaching different targeted audience groups that ranged from adventurous solo

travelers to traditional families looking to live like a local while abroad.

Public Relations (PR)

Airbnb maximized PR by establishing innovative partnerships and developing
relationships with local tourism boards, which increased credibility and trust in a variety
of different regions. PR efforts all emphasized success stories that their hosts experienced
- which not only humanizes the brand but also reinsures the idea of reliability and safety

to their targeted audiences.

Social Media

Email

The social media strategy that Airbnb used was deeply integrated throughout
many platforms. Instagram and Facebook were a major component by
encouraging guest to share their experiences and this caused the brand to have
personal stories from their users which created a sense of community. Hashtags
like #BelongAnywehere and #Airbnb were commonly used to allow for increased

natural engagement and awareness of the company.

Email campaigns and personalized recommendations were used for sales promotion and
direct marketing. The direct marketing of personalized recommendations was created
based on user preferences, browsing history, and previous bookings made. This created a

direct marketing approach that ensured their guest and host would receive tailored contact
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and this increased the engagement of the site. In addition, adding an option for users to

invite friends to the platform adds to viral growth for the company.
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Impact and Results

While exact spending levels are not available for Airbnb’s initiatives, it is estimated to have run
into the tens of millions of dollars. Airbnb’s annual revenue as of 2023 reached close to $8.4
billion dollars and the Gross Booking Value (GBV) was reported to have reached $19.1 billion,
over a 13% year-over-year increase. The strategic usage of omni-channel media was, and still is,
an extremely effective marketing communications tool for Airbnb. The media channels that were
chosen are incredibly valuable outlets for increasing Airbnb’s awareness and unique positioning
as a strong competitor to traditional destination hotel chains. Social media is considered one of
the most effective channels for Airbnb since it allows the brand to engage directly with its
audience and collect a sense of community and engagement in real time. Apps like Instagram are
a highly influential platform for showcasing beautiful and unique properties. Google Search also
is effective in driving direct traffic to Airbnb’s site, mostly from users who are actively searching
for accommodations. All of the consumer engagement caused a record-breaking number for
active listings with 7 million active listings on the site. Overall, the consistent message around

“belonging” is evident in all channels, strengthening Airbnb’s brand identity.
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Ongoing Integrated Media Campaigns

Airbnb continues to build on the 2014 “Belong Anywhere” campaign to this day with its most
recent “Made Possible by Hosts” campaign. The objective, key messaging and advertising
media selections continue to follow the company’s original IMC strategy by highlighting the
uniquely personal opportunities that its listings provide for its guests while also addressing more
contemporary issues such as inclusivity, local travel and the lingering global impact of the

COVI-19 pandemic.

Conclusion and Recommendations

In conclusion, Airbnb’s IMC strategy is a highly effective one that successfully builds brand
awareness, trust, and engagement across numerous channels to reach a broad and engaging
audience. Airbnb’s emotional content appeal for the “Belong Anywhere” campaign helped
differentiate the company early on from traditional hotel stays which continues to be a success to
this day. The integration of its unique positioning across user-generated social media continues
to help the company build on its authentic brand experiences while creating a place for timely

open, honest and actionable feedback of their consumer’s experiences.

As Airbnb continues to grow and adapt to seemingly everchanging market conditions, I
recommend that the company continue to invest in its connecting with its users. There are a

numbers of ways to keep their momentum — here are some top items:
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Use data analytics to maintain and deepen their insights into their customer preferences
(AI can be a tool as well for data mining and a scalable direct mail (email) outreach
mechanism)

Continue to encourage and promote user-generated content (in addition to influencer
marketing) as a feedback loop and promotional opportunity for guests and hosts

Keep their partnerships with local businesses and tourism boards active and engaging
Promote the growing interest in sustainable travel options and eco-friendly
accommodations

Continue to express the safety protocols in place to protect guests and hosts

Ensure consistency in its messaging and branding efforts across all media channels to

help sustain its favorable brand perception and user satisfaction.




