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This study aims to highlight the impact of content and influencer marketing on Airbnb’s brand communication, particularly among millennials in the U.S. market. Existing literature offered generalised insights into content and influencer marketing effectiveness in this field of research and lacks a deep dive into how these strategies impact millennials perception and decisions in the context of Airbnb’s brand communications. Using the qualitative method approach, an online qualitative survey of 35 participants who were Reddit users was conducted. Data were analysed using the thematic and descriptive method. The evaluation of the participants' feedback facilitated a comprehensive comprehension of millennials' viewpoints and experiences concerning Airbnb's brand, its endeavours in content and influencer marketing, and the impact of these elements on their behaviour and decision-making processes. A significant discovery from this study is that despite the emergence of common themes such as Airbnb usage, likes and dislikes, content-driven perception, and influencer-driven perception; the views of millennial users in the U.S. regarding Airbnb's brand differ considerably.
The findings obtained from this research can serve as a valuable reference in formulating suggestions to enhance Airbnb's content and influencer marketing strategies. Recommendations could include creating novel and pertinent content in line with reputable influencers who embody Airbnb’s brand values, proactively handling relationships with influencers, and integrating customer’s feedback to improve offerings and refine marketing tactics. Future research could ultimately contribute to both theoretical knowledge and practical applications by enhancing the comprehension of brand communication strategies in a competitive hospitality industry.

Keywords: Airbnb, Content Marketing, Influencer Marketing, Millennials, Brand Communication, Marketing Strategies.
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The topic for this dissertation is “Exploring the Impact of Content and influencer marketing on Airbnb's brand communication among Millennials in the U.S. Market: A Comprehensive Study.” The dissertation is to highlight the effects of content and influencer marketing on Airbnb's brand communication, particularly among Millennials in the U.S. market. This study integrates various literature sources to support the exploration and enhance the understanding of this multifaceted marketing dynamic. 
In the digital era, the habit of consuming online content is becoming increasingly prevalent. A survey indicates that approximately 48% of users aged between 18 to 34, who have a Facebook account, admit that their first action upon waking up is to log onto their social media site (Wong and Yazdanifard, 2015). This trend underscores the significance of content marketing in reaching and engaging with these active online users, particularly in an age where digital consumption habits are rapidly evolving (Wong and Yazdanifard, 2015). The rapid rise in the integration of influencers into social media marketing strategies has instigated an exploration of the correlation between traditional marketing principles and newer trends, such as influencer marketing. This research aims to comprehend the combined impact of these strategies on forming consumer viewpoints, especially within the scope of the study's primary focus (Alagöz and Ekici, 2018). In the modern landscape of digital communication, content and influencer marketing strategies have become significant mechanisms for businesses to communicate with, engage, and convert their target audience into customers. Especially for a platform like Airbnb, which heavily relies on its digital presence, these marketing strategies are essential for enhancing brand communication and user engagement. The Millennial demographic, being digitally savvy and highly influential in consumer trends, is of particular interest in this study. Their perceptions and responses to these marketing strategies can provide critical insights into the effectiveness of Airbnb's current approach and highlight potential areas for improvement (Madrigal Moreno et al., 2017). A crucial difference between content marketing and influencer marketing is their respective engagement strategies. Content marketing entails the creation and distribution of valuable and pertinent content with the objective of generating leads and driving customer action. This strategy functions as the link between your customers and your business or brand. In contrast, influencer marketing enhances conventional content marketing strategies. It employs individuals, or influencers, with a large following in a particular niche to endorse your brand or product, utilizing their social media presence to increase your brand's visibility and reach (Khillar, 2020).
By answering these questions, the research provides valuable recommendations to enhance Airbnb's content and influencer marketing efforts. Their perceptions and responses to these marketing strategies can provide critical insights into the effectiveness of Airbnb's current approach and highlight potential areas for improvement. The ultimate goal is to help Airbnb fortify its brand communication, increase engagement with the Millennial market, and thus, improve its overall business performance in the U.S. market.
The research seeks to answer several key questions: 
· How does Airbnb's brand communication, specifically through content and influencer marketing, resonate with millennials in the U.S?
· What role does Airbnb's marketing strategies, especially content and influencer marketing, play in shaping the perceptions of millennials in the U.S. market, influencing their decision to use the platform, and affecting their overall satisfaction with the service? 
· What factors make these marketing efforts resonate with Millennials in the U.S. market?  What are the perceived challenges and opportunities of Airbnb's marketing strategies for millennials in the competitive U.S. market, and how could these strategies be improved?
[bookmark: _Toc136522867]1.2	Research Problem

Airbnb, as a prominent player in the global shared economy, has established a disruptive presence in the hospitality sector. The company's marketing strategy, which heavily relies on content and influencer marketing, plays a crucial role in its communication with potential and existing users (Hall et al., 2022). However, understanding the effectiveness and impact of these strategies on Millennials in the U.S. market remains insufficiently explored. Millennials, a tech-savvy and value-driven generation, represent a significant user base for Airbnb. Their consumption habits and behaviors are distinct, making it essential for businesses to understand their perceptions and preferences. Given the prominence of content and influencer marketing in today's digital era, it is crucial to examine how these strategies shape Millennials' perceptions of Airbnb, influence their decision to use the platform, and affect their overall satisfaction with the service (Cabeza-Ramírez et al., 2022). 
While there is a wealth of research on digital marketing strategies, including content and influencer marketing, the focus on the hospitality industry, and specifically on peer-to-peer accommodation platforms like Airbnb, is limited. Furthermore, studies examining the perception and influence of these strategies on specific demographic cohorts, such as Millennials in the U.S., are sparse. Existing literature offers generalized insights into content and influencer marketing effectiveness but lacks a deep dive into how these strategies impact Millennials' perceptions and decisions in the context of Airbnb's brand communication. The literature also tends to overlook Millennials' suggestions for improving these strategies in the competitive U.S. market, a significant gap given this demographics’ importance in shaping trends and influencing market dynamics. 
This study aims to address these research gaps, providing a more nuanced understanding of content and influencer marketing’s role in shaping Airbnb’s brand communication among Millennials in the U.S. market. This contributes not only to academic discourse but also to practical applications, offering insights that can inform more effective marketing strategies for Airbnb and similar platforms.
[bookmark: _Toc136522868]1.3	Significance of the Study

This research can contribute to the existing body of knowledge on digital marketing strategies, particularly content and influencer marketing, within the hospitality industry. By studying Airbnb particularly in the U.S. market, it provides insights into the application and impact of these strategies in a leading peer-to-peer accommodation platform, thus expanding understanding in this area. One of the notable findings from this research is the diversity in perceptions among millennial users in the U.S. about Airbnb's brand. Even though common themes emerged in the study - such as patterns of Airbnb usage, preferences and aversions towards the platform, perceptions driven by content, and those influenced by influencers - the individual viewpoints varied significantly. This indicates a complex, multifaceted relationship between millennials and Airbnb, shaped by personal experiences, interpretation of content, and the impact of influencers. It underscores the importance of nuanced, targeted marketing strategies that can cater to this diversity and enhance positive engagement with Airbnb's brand.
The findings can also provide actionable insights for Airbnb in the U.S. and other similar platforms in developing and optimizing their marketing efforts. Understanding how Millennials perceive and react to their brand communication could help these platforms tailor their strategies to resonate more effectively with this demographic. It can help Airbnb and similar platforms better cater to their U.S. customer base, thereby improving their market position. The findings of this study could pave the way for further research on various aspects of digital marketing within the hospitality industry, such as the impact of emerging trends and technologies, the role of user-generated content, or the effectiveness of different types of influencers. 
[bookmark: _Toc136522869]1.4	Research Objectives

The following objectives steer the course of this study:
· To explore Millennials' perceptions and experiences of Airbnb's brand communication in the U.S. market, with a particular focus on their encounters with and reactions to content and influencer marketing efforts.
· To understand the role that content and influencer marketing play in shaping Millennials' perceptions of Airbnb in the U.S. market, their decision to use the platform, and their overall satisfaction with the service.
· To examine the factors that make Airbnb's content and influencer marketing efforts resonate with U.S. Millennials, including the aspects of these campaigns that are particularly engaging or persuasive.
· To explore the challenges and opportunities perceived by millennials regarding Airbnb's content and influencer marketing strategies, while collecting their insights on how these strategies can be enhanced within the competitive landscape of the U.S. market.
[bookmark: _Toc136522870]1.5	Structure of the Study

This particular study adheres to the systematic procedure. The first chapter introduces the topic of the dissertation, laying out the context, the research problem, and the research questions. It presents the purpose of the study, its significance, and provides a brief overview of the methodology used. The second chapter, which is the literature review, an extensive review of existing literature on content and influencer marketing, Airbnb's brand communication, and the behaviour of Millennials in the U.S. market is conducted. It explores different theories and models that help frame the context for this research. The methodology chapter details he research design, the sample selection, data collection methods, and data analysis procedures. It also discusses the ethical considerations, reliability, and validity of the proposed study. The research discussion and analysis presents the primary data gathered for the research and provides a detailed analysis. It breaks down the responses and compares them to the hypotheses formed based on the literature review, the research findings are discussed in relation to the research objectives and the literature review. It also examines the implications of the findings and how they contribute to the existing body of knowledge. The last chapter which includes the conclusion and the recommendations summarizes the research, addresses the research questions, and presents the conclusions drawn from the findings. It also suggests recommendations for Airbnb, for future research, and discusses the limitations of the current
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This literature review provided an overview and critical analysis of existing research on exploring the impact of content and influencer marketing in brand communications, which was a growing area in the field of marketing. The review examined various scholarly articles and peer-reviewed journals on content marketing, influencer marketing, and brand communications.
The literature review offered a theoretical basis for addressing the study's research objectives and questions. It emphasized the significance of developing effective brand communication strategies in the highly competitive U.S. market, as well as the potential of content and influencer marketing to achieve these goals. It examined the concepts of content marketing and influencer marketing and their impact on brand communication, as well as the metrics and tools that could be used to measure their efficacy. In addition, it reviewed relevant data for the US demography in the Airbnb market, and the conceptual framework explaining various theories which were linked to the research hypotheses and the implication of the research. The literature reviews also emphasized the lack of studies that investigated comprehensively how Airbnb's content and influencer marketing strategies influenced the perception of millennials in the U.S. market.
The subsequent section provides a structure of the literature review's framework;
· Content Marketing and Brand Communications.
· Influencer Marketing and Brand Communications.
· The effectiveness of content marketing and influencer marketing in the hospitality industry.
· The Impact of Content Marketing and Influencer Marketing on Consumer Engagement, Brand Image and Brand Loyalty.
· Literature review of successful brand communication strategies in the US Market and Airbnb.
· Conceptual Framework 
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Owing to the fact that "content marketing" is a developing concept in the sphere of online marketing strategies, a thorough investigation of its meanings was necessary (Vinerean, 2017).
According to Rose (2013), Content marketing is the process of creating and disseminating valuable and pertinent content to attract and engage a specific target audience, resulting in profitable consumer action. This process is fundamental to the marketing and business strategies of organizations seeking to engage with their target audience and achieve their goals. Despite the growing prevalence of content marketing, there is no one-size-fits-all solution; organizations must tailor their strategies to their particular target audience and desired outcomes.
Świeczak (2012) argument regarding content marketing emphasises the significance of engaging with individuals to comprehend their desires and requirements in order to provide innovative, one-of-a-kind solutions. This strategy is consistent with Rose (2013) definition of content marketing, which emphasises the creation and distribution of pertinent and valuable content to attract and engage a specific target audience, thereby generating profitable customer action. The study above explains that to accomplish content marketing and brand communications, content marketers must communicate with individuals to obtain a deeper understanding of their needs, which can then inform the production and distribution of high-quality content that satisfies those requirements. By employing an engagement strategy based on communication and conversation, marketers can gain a more in-depth understanding of their target audience and provide solutions tailored to their specific needs. This is consistent with the notion of content marketing as a dynamic and evolving field, where the nuances and implications of this strategy are continually studied and refined to better serve businesses and their target audience.
Content marketing is distinct from product and service promotion in that it entails the production and distribution of relevant and value brand content to attract and engage the intended audience, with the end objective of developing a strong brand image (du Plessis, 2017, p.2). The author above claims that content marketing may assist in establishing a strong brand image, it is not the only method. Establishing a brand identity and cultivating consumer loyalty may also be accomplished using conventional product and service advertising techniques. In addition to being costly and time-consuming, content marketing may not be possible for many organizations, especially those with limited resources and lower budgets. 
Due to consumers' increasing reliance on social media for locating and purchasing hospitality services, the success of a brand in the hospitality industry is dependent on the importance of online and dynamic advertising (Liu and Mattila, 2017a). 76% of travellers, according to a TripAdvisor study, consider online evaluations essential when reserving a hotel. Similarly, a Booking.com survey revealed that 57% of travellers say social media influences their choice of travel destination, and 21% are more inclined to schedule a hotel that is active on social media. These statistics demonstrate the significance of social media in the hospitality industry and the need for brands to have a strong online presence in order to attract consumers (Liu and Mattila, 2017a) . According to Compose.ly (2020), there has been an increase in demand for premium content. Recent projections indicate that the content marketing industry will grow by 14.3% per year and generate $107.5 billion in revenue by 2026. Over ninety percent of marketers around the world are now investing in content creation, but many are struggling to meet the rising demand for innovative, pertinent, and valuable content. To create ethical marketing material, you must be honest, transparent, comprehensive, original, genuine, useful, respectful, creative, and accurate. Providing ethical content has the added benefit of providing more appealing content. Furthermore, engaging and ethical content helps to increase both sales and brand recognition (Izea, 2019).
[bookmark: _Toc136522874]Content marketing for Airbnb and Brand Communications

Airbnb differentiates itself from conventional hotels by providing guests with a feeling of belonging and by creatively expressing a sense of belonging and individuality to its target audience with the use of the phrase "belong anywhere" (Liu and Mattila, 2017a). The ingenious marketing slogan "belong anywhere" embodies the substance of Airbnb's brand positioning. It indicates that Airbnb guests can feel at home and at home wherever they are in the globe, regardless of their physical location or culture. This phrase conveys a strong message to the intended audience, who typically desire a more personalised and genuine travel experience than conventional hotels can provide. Airbnb's success is dependent not only on providing hospitality but also on fostering a sense of community and belonging among its visitors. This strategy has resonated with Airbnb's target market, enabling the company to become a significant participant in the travel industry.
[bookmark: _Toc136522875]2.3	Influencer Marketing and Brand Communications 

As influencers create content to promote brands, products, or services, influencer marketing can be viewed as a form of content marketing. It is a method for brands to leverage the credibility and reach of influencers in order to engage with their target audience and enhance their brand communications. 
According to Geyser (2019a), Influencer marketing is a form of marketing communication that involves partnering with individuals who have a significant online following or social influence to promote a brand's products or services. Influencers create content featuring the brand's offerings and share it on their own social media platforms or other online channels, with the goal of reaching and engaging with their followers and driving awareness, consideration, and purchase of the brand's offerings.
Effectively executed influencer marketing and video content can have a significant impact on all phases of the sales funnel, including increasing brand awareness, retail traffic, sales conversion, and brand loyalty (Brouwer, 2017). Brands have recently realised the vast influence and exponential growth potential of partnering with social media influencers to endorse their products (De Veirman et al., 2017). Since their followers look up to them, influencers may help companies build a more trustworthy and approachable persona. Ultimately, influencer marketing may have a significant effect on brand awareness since it helps brands connect with more people. 
Frequently, influencers work closely with businesses to create social media content that promotes particular brands, products, or services. Although influencers can be found in a variety of locations, they are most commonly discovered on the most popular social media platforms available today, such as Facebook, YouTube, Instagram, and Twitter (Geyser, 2019b). Influencers have become an integral part of the marketing strategies of many businesses, as they have the ability to reach large audiences and are viewed as credible advocates by their followers. Therefore, influencers and businesses frequently collaborate to create social media content that highlights the features and benefits of specific products or services. Businesses need to carefully choose the right influencers to work with based on their niche, audience, and engagement metrics for the influencer marketing to work. Businesses can make their influencer marketing campaigns more effective by choosing influencers who are in line with their brand's values and their target audience. This will lead to more conversions and sales.
Instagram is one of the most popular ways for social media influencers to connect with the people they want to reach. Influencers can be put into three groups on this platform: mega, macro, and micro influencers (Vries, 2023). Mega influencers are those with more than one million followers. Typically, they are celebrities, well-known public figures, or social media personalities who have achieved widespread recognition. Mega influencers have a vast reach and can significantly affect the behaviour of their followers. A macro influencer has between 100,000 and one million followers. Typically, they are specialists in a specific niche or industry and have developed a following on the strength of their knowledge. Micro influencers have between one thousand and one hundred thousand followers. Typically, they are ordinary individuals who have built a following based on their enthusiasm for a specific topic or interest. Micro influencers have a lesser following, but their audience is highly engaged and receptive to their advice.
According to Abell and Biswas (2023), influencer content is just one component of the limitless stream of material accessible to consumers. Many studies have been conducted to investigate different components of this material as well as the characteristics of influencers that might possibly increase user engagement. the above article cited argues that researchers are interested not only in understanding the benefits of influencer marketing, but also in investigating the potential negative effects that may occur. This is an important method since influencer marketing has become a popular marketing tactic with a major effect on customers. Moreover, from an ethical viewpoint, understanding the negative repercussions of influencer marketing is critical. 
[bookmark: _Toc136522876]2.4	The effectiveness of content marketing and influencer marketing in the Hospitality industry.

Although influencer marketing is a subset of content marketing, the two strategies can be combined to increase the effectiveness of brand communications. Influencers can assist in creating and distributing content that correlates with the brand's message, while also expanding the audience and boosting engagement.
Customers are critical to the success of any hospitality company, and developing and maintaining long-term connections with them is critical for long-term development. Building interaction with important consumers is critical in the service business, especially in hospitality. It is also crucial to evaluate service performance based on consumers' attitudes towards trust, confidence, integrity, enthusiasm, and pride within the customer-provider relationship (Rather and Sharma, 2017). By offering relevant information, increasing brand recognition, and enhancing customer happiness and loyalty, content marketing may help develop brand authority and engage consumers. Influencer marketing, on the other hand, may broaden a company's reach by utilising the credibility and influence of social media influencers to attract a larger audience, raise brand awareness, and improve brand image or reputation. Both approaches have the potential to be successful in increasing interaction with major consumers, which is essential for service industry long-term development.
Two common marketing techniques used in the hotel sector to draw in and keep clients are content marketing and influencer marketing. According to Siripipatthanakul et al (2022), the primary objective of content marketing is to generate lucrative customer actions via the creation and distribution of useful, relevant, and consistent material to a targeted audience while influencer marketing's primary objective is to utilise prominent social media figures to promote a brand's message and interact with a specific audience (Jarrar et al., 2020). Consequently, despite the fact that both strategies may have comparable objectives in terms of reaching a specific audience, their approaches and methods are distinct. 
The advancement of technology has shown to be beneficial to tourist business. In particular, the advancement of the internet, especially social media, has played a critical role in many elements of tourism, including but not limited to information search, marketing and promotion, consumer interactions, and more (Raj and M, 2023). This also implied that technological advancements have enhanced the client experience in the hotel business. Hotels, for example, may leverage technology to tailor their customers’ visits, from delivering personalised suggestions based on their tastes to allowing mobile check-in and keyless admission. Moreover, the availability of internet reviews and ratings enables clients to make better educated choices when booking hotels and lodging. Overall, this demonstrates how technology has benefitted the hotel business in a variety of ways, from marketing and promotion to client interactions and individual experiences. It implies that firms who invest in technology are more likely to thrive in today’s competitive market, and that technological improvements will continue to play an important part in the hospitality industry’s future growth and success.
Based on reviewed literature on content marketing in hospitality industry, virtual communities are among the various media used to disseminate content to target consumers (Illum et al., 2009). Virtual groups can be a strong way for marketers, companies, and content makers to get their information to the people they want to reach. By finding and joining the right online groups, they can get their word, product, or service to the right people. This method can be more successful than standard mass marketing because virtual communities tend to be more focused and specific, and their members are often more open to the material shared within the community. 
The increased use of influencer marketing in recent years is primarily attributable to technological advancements and the COVID-19 pandemic. As fewer individuals are able to tour physical stores, they have shifted to online purchasing, resulting in a larger reliance on influencer marketing to reach consumers (Terziev and Vasileva, 2021). The statement establishes a causal link between the transition to online shopping and the growing reliance on influencer marketing. Although online purchases have increased during the pandemic, it is unclear why this has led to a greater reliance on influencer marketing. There are numerous other online marketing strategies, such as search engine marketing, social media advertising, and email marketing, that can be used to reach consumers.
Mody et al., (2017), argued that the hotel industry could improve its marketing strategy by employing a content marketing strategy that incorporates elements of the experience economy. This means that the strategy would allow hotels to provide consumers with meaningful and pertinent experiences. In addition, the authors suggested that the industry optimise its use of branding, signage, and promotional messaging in order to encourage consumers to perceive their experiences in accordance with these dimensions.
The research by Aşan (2021), highlights the potential effects that travel influencers can have on their followers, including informative effects, motivating effects, role model effects, and communal effects. While these effects may suggest the benefits of influencer marketing for businesses in the hospitality and travel sectors, it is important to critically analyze the limitations and potential biases of Aşan's research. Thus, businesses in the hospitality and travel industries may consider partnering with travel influencers to promote their offerings, while ensuring that the experiences they provide correlate with the preferences and values of their target audience. In addition, future research may investigate the influence of travel influencers on other facets of consumer behaviour, such as brand loyalty and decision-making processes.
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A critical analysis of the literature on the impact of content marketing and influencer marketing on consumer engagement, brand image, and brand loyalty could explore the strengths and limitations of previous research, identify gaps in knowledge, and provide practical insights for businesses in the hospitality industry.
When it comes to the purchasing process, today's consumers are more informed than previous customers, often evaluating rivals' goods in order to raise their satisfaction levels with high value (Weerasinghe, 2019). Businesses must concentrate on designing and selling items that provide higher value in order to meet the requirements and expectations of these knowledgeable consumers. Companies who can successfully explain the value of their goods to clients have a better chance of success in today's highly competitive market. 
When developing a content plan, customer engagement always plays an intermediary role, and while digital content marketing can serve various purposes, it ultimately aims to increase brand loyalty, trust, and evaluations through this engagement (Khairani and Fachira, 2021). When consumers interact with a brand's content, they are more likely to develop a favourable impression of the brand, increase their trust in it, and become brand loyalists. By emphasising consumer engagement in their content strategy, brands can achieve these objectives and ultimately drive business expansion. 
Responses from customers to content marketing can be used to map the different ways in which customers are engaged. The goal of this planning process is to find trends in how customers connect with and respond to your business (Prasetya and Susilo, 2022). By analysing customer responses to content marketing, businesses can determine the various dimensions of customer engagement, including the most engaging form of content, the preferred channels for engagement, and the degree of customer satisfaction. This mapping process can aid businesses in gaining a deeper understanding of their consumers and their requirements, thereby facilitating the creation of a more effective content marketing strategy.
According to Pandey and Yadav (2019), prior studies conducted by the Marketing Science Institute have identified consumer engagement in relation to the influence of influencers as a critical area for further study by both academics and practitioners. This specific area encompasses the development of specific customer engagement dimensions that are theoretically related to consumer brand engagement concepts. Influencers have a substantial impact on the growth of consumer brand engagement by eliciting emotions, sentiments, and excitement among consumers. Influencers are able to establish an aspirational lifestyle that their followers can aspire to through their creative and visually enticing content. This visceral connection encourages consumers to engage with the brand more profoundly, which can lead to increased brand loyalty and advocacy. Furthermore, influencers contribute to the growth of consumer brand engagement by giving honest and relevant product evaluations and suggestions. Customers often trust influencers more than conventional advertising approaches because they view them to be more real and trustworthy. As a consequence, influencers have a large effect on a brand's reputation and overall image.
[bookmark: _Toc136522878]2.6	Literature review of successful brand communication strategies in the US Market and Airbnb.

By conducting a literature evaluation of Airbnb's brand communications strategy, it would be possible to obtain insight into the company's use of content marketing and influencer marketing to develop its brand image and engage with its customers. One of the most successful brand communication strategies on the US market has been Nike's "Just Do It" campaign. Since its debut in 1988, the campaign has become a cultural phenomenon, and its slogan has become synonymous with Nike's corporate identity (Snyder, 2019). Given Kaepernick's controversial stance on racial injustice and police brutality, Nike's 2018-2019 "Just Do It" campaign featuring the former NFL quarterback Colin Kaepernick’s was a bold move. The advertisement highlighted Kaepernick's perseverance and resolve to surmount adversity, and urged viewers to "Believe in something. Even if it requires giving up everything," Some consumers burned Nike merchandise in protest, while others praised the company for taking a position on a controversial issue. Nike's sales increased despite the backlash, as the campaign resonated with a younger, more diverse audience.
Wendy's effective brand communication strategy in the United States was centred on their genuine and witty social media presence, especially on Twitter. They set the standard for other brands by eliminating bureaucratic evaluations and empowering their social media team to cultivate an engaged and loyal following. Their dedication to individuality and tone enables them to communicate with consumers on a personal and emotional level (McCall, 2022).
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Airbnb.com, which was founded in 2008 in San Francisco and acquired prominence rapidly, is a well-known online marketplace for short-term accommodations. Airbnb has 300,000 listings as of 2013, placing it on par with Marriott's 535,000 rooms worldwide in terms of aggregate capacity (Edelman and Luca, 2014). Prior to approximately 2011, Airbnb's usage was restricted, but the company experienced significant and rapid expansion (Guttentag, 2019). To be more precise, Airbnb recorded 140,000 visitor arrivals in 2010, which grew to 800,000 in 2011, 3,000,000 in 2012, and 6,000,000 in 2013. In 2014, there were 16 million arrivals, 40 million in 2015, and 80 million in 2016. Airbnb hosted an estimated 115 million visitors in 2017 and a staggering 164 million in 2018 (Molla, 2017). 
According to Comparably, (2023), Airbnb's mission is to cultivate a world in which people experience a sense of belonging everywhere and can reside in a location, as opposed to merely visiting it as a traveller. By promoting the concept of "belonging everywhere," the firm hopes to create a world in which individuals may feel at home in any location. This is accomplished by providing travellers with the opportunity to live like locals, immerse themselves in local cultures, and develop true relationships with the people they encounter along the road. This underlines Airbnb's distinct travel philosophy, which emphasises living in a region rather than just visiting it. This strategy aims to provide visitors a more immersive, genuine experience by allowing them to live like locals, experience local culture and traditions, and develop a better knowledge of the areas they visit. As a whole, Airbnb's mission statement highlights the company's dedication to making the world a better place by fostering a more interconnected and welcoming environment.
According to Xaif (2023), the goal of Airbnb's product strategy is to build a community for people who want to share their homes with tourists looking for off-the-beaten-path adventures. Airbnb's mission is to make it simple for travellers to locate lodging that suits their individual requirements, tastes, and budgets via its simple and effective web platform. In addition, Airbnb provides a variety of resources for hosts to use in order to take care of their listings, interact with guests, and provide a great service to visitors. With listings in more than 220 countries and 900,000 cities, Airbnb has become the platform of choice for those looking for off-the-beaten-path vacations. According to CoSchedule (2023), Airbnb's early success may be attributed in large part to the company's pricing strategy, which consisted of offering lodgings at prices that were much lower than those of comparable hotels in the area. 
Airbnb takes several different approaches to build the biggest community of travellers in the world. The brand's tone is relatable to young travellers since it mirrors their own outlook on the globe. As part of its digital advertising strategy, Airbnb also uses social media channels including Tik Tok, Instagram Reels, and YouTube Shorts. Airbnb placed a premium on earning the confidence of its hosts and guests alike (buildd, 2023).
The Airbnb brand may benefit greatly from careful control of its brand identity (Cardoso et al., 2022). Airbnb can stand out from the competition, raise its profile, and win over new consumers with a well-executed brand identity. By maintaining tight control over its brand's image, Airbnb can make sure that its message is consistent across all of its channels. Customers' confidence in the brand and its values and purpose are bolstered by its reliability.
Airbnb's brand marketing approach relies heavily on marketing segmentation, since the company must promote itself to both guests and hosts to keep its rental system running well. Airbnb uses both online and offline ads, as well as word of mouth and referral programmes, to reach potential guests. On the other hand, Airbnb helps its hosts by publishing helpful articles and launching promotional initiatives like the "Made Possible by Hosts" campaign (CoSchedule, 2023).
In tourism, marketing, and service research, consumer segmentation research is a well-established field. On the assumption of a heterogeneous market, these studies entail dividing consumers into groups that are internally homogeneous but maximally distinct from other groups (Lutz and Newlands, 2018). The ultimate objective of consumer segmentation studies is to better understand the requirements and preferences of various consumer groups and to tailor marketing strategies to more effectively reach and engage them. Marketers can derive great value from quantitative survey-based data-driven consumer segmentation studies. These studies allow businesses to identify desirable market segments and modify their marketing strategies accordingly, positioning their products to appeal to particular consumer groups. Consequently, consumer segmentation studies have a great deal of practical value for businesses that wish to effectively target and engage their desired audience (Dolnicar, 2012). According to a 2016 Pew survey, Smith (2016), 11% of Americans who had used online home-sharing services had used Airbnb, which is headquartered in the United States and has the country's largest single market. The usage of online home-sharing services, such as Airbnb, is however stratified by demographics. Online home-sharing service users are typically older, affluent, and better educated than the average American (Smith, 2016). According to STR, the hotel industry in the United States experienced its highest annual occupancy rate and average daily rates in 2015 (Lane, 2016). On the basis of these numbers alone, it appears that the expansion of the sharing economy into the traditional lodging sector has not yet had a negative effect on the overall performance of hotels. However, there is a correlation between traditional hotel performance and the markets with the greatest Airbnb unit supply growth. In the hotel industry, the revenue per available room (RevPAR) is a standard metric for assessing the viability of a market (Lane, 2016). This metric considers the average hotel occupancy level and the average daily room rate. Comparing the hotel RevPAR to the number of active Airbnb units suggests that hosts respond to incentives such as increased rates and demand by introducing more Airbnb units to the market. This trend holds true at both the macro and micro levels, with more active Airbnb units in markets with higher ADRs and occupancy rates. Moreover, during major events such as the Super Bowl and New Year's Eve, the number of active Airbnb units increases significantly.
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In tourism, marketing, and service research, consumer segmentation research is a well-established field. On the assumption of a heterogeneous market, these studies entail dividing consumers into groups that are internally homogeneous but maximally distinct from other groups (Lutz and Newlands, 2018). The ultimate objective of consumer segmentation studies is to better understand the requirements and preferences of various consumer groups and to tailor marketing strategies to more effectively reach and engage them. Marketers can derive great value from quantitative survey-based data-driven consumer segmentation studies. These studies allow businesses to identify desirable market segments and modify their marketing strategies accordingly, positioning their products to appeal to particular consumer groups. Consequently, consumer segmentation studies have a great deal of practical value for businesses that wish to effectively target and engage their desired audience (Dolnicar, 2012). According to a 2016 Pew survey (Smith, 2016), 11% of Americans who had used online home-sharing services had used Airbnb, which is headquartered in the United States and has the country's largest single market. The usage of online home-sharing services, such as Airbnb, is however stratified by demographics. Online home-sharing service users are typically older, affluent, and better educated than the average American (Smith, 2016). According to STR, the hotel industry in the United States experienced its highest annual occupancy rate and average daily rates in 2015 (Lane, 2016). On the basis of these numbers alone, it appears that the expansion of the sharing economy into the traditional lodging sector has not yet had a negative effect on the overall performance of hotels. However, there is a correlation between traditional hotel performance and the markets with the greatest Airbnb unit supply growth. In the hotel industry, the revenue per available room (RevPAR) is a standard metric for assessing the viability of a market (Lane, 2016). This metric considers the average hotel occupancy level and the average daily room rate. Comparing the hotel RevPAR to the number of active Airbnb units suggests that hosts respond to incentives such as increased rates and demand by introducing more Airbnb units to the market. This trend holds true at both the macro and micro levels, with more active Airbnb units in markets with higher ADRs and occupancy rates. Moreover, during major events such as the Super Bowl and New Year's Eve, the number of active Airbnb units increases significantly. 
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[bookmark: _Toc136398770]Figure 1: Hotel RevPAR and Airbnb Units in a Market in USA in 2015  (Lane, 2016).

Airbnb serves a diverse demographic that includes all age categories. However, the target demographic for accommodations is typically 18 to 45 years old, whereas the target demographic for experiences is 18 to 60 years old. Students, employees, and professionals constitute the target audience for both accommodations and activities. Senior managers and executives are also part of the target market for experiences (Carmely, 2022). Although senior and more financially secure individuals still prefer traditional, more expensive hotels, they are amenable to Airbnb-style accommodations. 54% of Airbnb users are female, compared to 46% who are male.
When examining the impact of content and influencer marketing on brand communications in the U.S. market, the information about Airbnb's target demographic is a crucial consideration. By employing a mixed methodology, this study can analyse how Airbnb has utilised these strategies to reach its target audience and identify best practises and recommendations for other companies seeking to better their brand communications in this highly competitive market.
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In this study, the literature review of Airbnb's brand communication strategy in the US market is expanded by consolidating the major themes and concepts from the literature review. Additionally, a conceptual framework is presented to illustrate how these concepts described and critically analysed above are interrelated.
According to Adom and Hussein, (2018), the theoretical and conceptual framework guides research and establishes a robust theoretical constructs-based foundation. The primary goal of these frameworks is to increase the significance of research findings by aligning them with theoretical concepts in the field of study and ensuring their generalizability. According to Adom and Hussein, (2018), the theoretical framework should guide every stage of the research, including problem definition, literature review, methodology, results presentation and analysis, and conclusion drawing. In this study, there is a linking between the following theories and the hypotheses that are to be tested in the research.
H1: Content and influencer marketing have a significant impact on brand communications for Airbnb in the US market, and there are significant differences between the effects of content and influencer marketing.
The Social Influence Theory, examines how individuals are influenced by external factors, such as the opinions and processing styles of others. The Social Influence Theory of according to Sherif (1935), is a social psychology theory that attempts to explain how individuals' attitudes and behaviours are influenced by the attitudes and behaviours of others in their social group. People are perpetually pursuing social validation and acceptability, and are influenced by the opinions and actions of others, according to this theory. This can contribute to the development of social norms, which are the unwritten rules and expectations that govern group behaviour. To prove his theory, Sherif (1935) conducted numerous experiments, including the renowned auto-kinetic effect study. In this investigation, participants estimated the distance a dot of light travelled in a black room. When participants were asked to estimate independently, they provided estimates that varied greatly. In contrast, when participants were situated in groups and asked to estimate together, their estimates converged over time as they were influenced by the estimates of others. This theory could be used to examine how influencer marketing contributes to Airbnb's success in the U.S. market and how this strategy impacts potential consumers' brand perceptions. Therefore, the reach and credibility of influencers who share or promote the content may impact the extent to which content marketing impacts brand communications for Airbnb in the US market. This hypothesis can be investigated further by identifying the factors that influence this relationship, such as the compatibility of the content with the Airbnb brand, the compatibility of the influencers with the Airbnb brand, and the level of engagement that the content generates among potential consumers.
H1: The impact of content and influencer marketing on Airbnb's brand awareness, customer engagement, and conversions in the US market is significantly different, with each strategy having unique strengths and weaknesses in achieving these objectives.
Brand Equity Theory is an essential marketing and business strategy concept. According to Steenkamp (2019), Brand Equity Theory posits that a brand's value is derived from the perception of consumers and is influenced by variables such as brand awareness, perceived quality, brand associations, and brand loyalty. This theory suggests that establishing and sustaining a strong brand is crucial to attaining long-term market success. This theory could be applied to examine how Airbnb measures the effectiveness of its content and influencer marketing campaigns in the United States in terms of brand awareness, consumer engagement, and conversions. It could also be used to examine how the use of content and influencer marketing impacts Airbnb's brand equity and how this impacts. 
H1: There is a significant relationship between the effectiveness of content marketing and influencer marketing for Airbnb in the US market, and several factors such as the quality and relevance of the content, the credibility and reach of the influencers, and the fit between the influencers and the Airbnb brand, that influence this relationship.
The Elaboration Likelihood Model (ELM) is a social psychology theory that describes how individuals process information and make decisions when exposed to persuasive messages, such as advertisements and marketing campaigns (Petty and Briñol, 2012a). According to the ELM, there are two primary routes to influence: the central route and the peripheral route. The central route entails digesting information with care and deliberation, such as attentively evaluating the arguments and evidence presented in a persuasive message. The peripheral route entails more superficial processing, such as relying on superficial indicators such as the attractiveness of an influencer or the appearance of a piece of content. This theory could be applied to examine how content marketing influences brand communications for Airbnb in the US market and how this influences Airbnb's brand image. It could also be used to examine how potential consumers interact with Airbnb's content marketing and influencer marketing campaigns, as well as how this interaction influences their brand perceptions. Therefore, the framework for quantifying the efficacy of content and influencer marketing campaigns can account for the two routes of the ELM and identify metrics that capture the impact of the campaigns on potential customers using either the central or peripheral route. This hypothesis can be investigated further by identifying the factors that influence the relationship between the effectiveness of content marketing and influencer marketing, such as the quality and relevance of the content, the credibility and reach of the influencers, and the influencers' compatibility with the Airbnb brand, and evaluating their impact on potential customers via either the central or peripheral route.
H1: The use of content and influencer marketing as part of Airbnb's brand communication strategy in the highly competitive US market presents several challenges and opportunities. These factors include the need for continuous innovation and differentiation in the content, the need for effective management and monitoring of influencers, and the need for alignment with the overall brand strategy.
According to Freeman and Mcvea (2001), the stakeholder’s theory suggests that when making strategic decisions, businesses should consider the interests of all stakeholders, including employees, customers, suppliers, and the broader community, not just shareholders. The hypotheses investigate the challenges and opportunities Airbnb may face when incorporating content and influencer marketing into its brand communication strategy for the highly competitive US market. According to the Stakeholder Theory, Airbnb should consider the requirements and interests of its stakeholders when determining its marketing strategies. 
According to Porter (1998), the competitive advantage theory suggests that a company's competitive advantage stems from its ability to provide consumers with greater value than its competitors. According to the theory, a company can gain a competitive advantage in a variety of ways, such as by providing reduced prices, superior products or services, or more innovative solutions. The theory also emphasises differentiation, which entails developing a unique selling proposition that distinguishes a business from its competitors. This theory could be used to analyse the challenges and opportunities related to Airbnb's use of content and influencer marketing as part of its brand communication strategy in the highly competitive US market. It could also be used to determine how Airbnb can leverage its marketing strategies to achieve a competitive advantage and market differentiation. Consequently, this hypothesis can be investigated further by identifying the factors that influence the relationship between the effectiveness of content marketing and influencer marketing and assessing their impact on Airbnb's brand equity and competitive advantage in the US market. These factors may include the quality and relevance of the content, the influencers' credibility and reach, and their compatibility with the Airbnb brand.
Here is a model developed for testing the research hypotheses which consists of three main constructs; content marketing, influencer marketing and brand communications.

CONTENT MARKETING

BRAND COMMUNICATIONS 

INFLUENCER MARKETING


The literature review emphasizes the lack of studies that investigate comprehensively how Airbnb's content and influencer marketing strategies influence the perception of millennials in the U.S. market. There may be studies examining content marketing or influencer marketing separately, but a comprehensive examination of both may be lacking, especially in the context of Airbnb and with a focus on the millennial demographic.
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In spite of the increasing interest in content and influencer marketing over the past few years, there is a scarcity of research on the impact of these strategies on brand communication in the highly competitive US market.
This study seeks to contribute to the literature by investigating the relationship between content and influencer marketing and brand communication with Millennials using Airbnb in the United States market. It endeavours to identify the factors that influence this relationship and assess the efficacy of these strategies in terms of brand awareness, consumer engagement, and conversions.
In addition, this study is pertinent because it addresses the need for companies to develop effective brand communication strategies in the digital age. Content and influencer marketing have become increasingly essential for developing brand awareness and engaging potential consumers, and businesses must comprehend how to implement these strategies effectively to remain competitive.
This study has the potential to provide valuable insights regarding the impact of content and influencer marketing on Airbnb's brand communication in the US market. By identifying the factors that influence this relationship and assessing the efficacy of these strategies, this study can contribute to the development of more effective brand communication strategies for businesses operating in the highly competitive US market.








[bookmark: _Toc136522883]3.	Methodology and Research Design
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The chapter on research methodology provided a comprehensive description of the approach used to conduct the research study. According to Goundar (2012), research methodology refers to the methodical strategy employed to solve a problem. It entails a scientific examination of research methodology. In essence, research methodology refers to the techniques used by researchers to observe, explain, and predict phenomena. In addition, it is the investigation of methods for acquiring knowledge with the aim of establishing a clear research plan. 
This research employed an intepretivist approach, which assumed that reality is socially constructed and requires the researcher to interpret the subjective meanings that individuals attribute to their experiences. This method is appropriate for examining the impact of content and influencer marketing on Airbnb's brand communication because it acknowledges the subjectivity of individual experiences and the influence of social context on the meanings attributed to marketing strategies.
Using a qualitative research methodology, this study investigates the influence of content and influencer marketing on Airbnb's brand communication with millennials in the US market. Qualitative research enables the in-depth examination of complex issues, thereby shedding light on human behaviour, perceptions, and experiences. This methodology is appropriate for this study because it seeks to comprehend the underlying causes, attitudes, and motivations underlying millennials' interaction with Airbnb's marketing. 
The primary data collection method for this study are online qualitative surveys with open-ended questions and content analysis with millennials who have interacted with Airbnb's content and influencer marketing. Qualitative surveys provide a rich source of information, allowing the researcher to explore participants' thoughts, feelings, and experiences in relation to the research study. 
The primary source of data for this study is online qualitative survey and content analysis with millennials. Primary data are original data that have been collected specifically for the purpose of research and have not been published or analysed previously. This information will provide unique insights into the experiences of millennials with Airbnb's marketing strategies and enable the researcher to answer the specific research questions.
Participants who are millennials and have interacted with Airbnb's content and influencer marketing in the US market will be selected using purposive sampling. Purpose sampling is a non-probability sampling technique that enables the researcher to select participants based on particular characteristics pertinent to the research study. Data saturation, which occurs when no new themes or insights arise from the collected data, will be used to determine the sample size. In general, 30 - 35 participants are deemed sufficient for qualitative research samples.
Using thematic analysis, the research identified patterns and themes in the qualitative data gathered from qualitative surveys and content analysis. Thematic analysis is a versatile and extensively employed method for analysing qualitative data, providing a systematic approach to identifying, organising, and interpreting themes within the data. This methodology is particularly suitable for this study because it enables the researcher to investigate the complex and nuanced experiences of millennials with Airbnb's marketing strategies. The process of analysis consists of familiarising oneself with the data, generating initial codes, searching for themes, evaluating themes, defining and designating themes, and producing a final report.
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According to Ebohon et al (2021), a research paradigm is a commonly held set of ideas and understandings within a particular profession that directs researchers and practitioners on how to interpret and approach issues that arise in their area of expertise. The research paradigm that this study focuses is the intepretivist approach. According to Pervin and Mokhtar  (2022), the intepretivist paradigm is founded on the notion that through studying consumers, one may understand their perceptions, ideas, thoughts, and the meanings that are important to them. People's behaviour and experiences, according to intepretivist scholars, cannot be reduced to simple cause-and-effect correlations or generalizable rules. Instead, they seek to comprehend the subjective and complicated character of human experience by investigating the many interpretations that people assign to their experiences.  The core idea of interpretivism is to work with the subjective meanings that already exist in the social environment. This entails recognising their existence, recreating them, interpreting them, without changing them, and using them as the foundation for developing hypotheses (Bessong, 2012). 
The reasons for adopting the interpretivism research approach are based on several reasons. This methodology permits the researcher to investigate the subjective perspectives of Millennials in the US market and how they perceive and interpret Airbnb's brand communication via content and influencer marketing. The intepretivist research approach acknowledges the significance of context in moulding human experiences and comprehension. The research questions centre on the specific context of Airbnb's brand communication strategies aimed at Millennials in the U.S. market, and an intepretivist approach enables a more in-depth examination of these contextual factors. Lastly, the research questions address the complexity of content and influencer marketing, as well as their impact on Airbnb's brand awareness, consumer engagement, and conversions among Millennials in the US market. An intepretivist approach is ideally suited to investigate these complexities and provide a nuanced comprehension of the various aspects of brand communication and perception.
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Researchers can use qualitative case study methodology to examine complex phenomena in their contexts by leveraging various tools (Baxter and Jack, 2010). The research design that is most suitable for this study is the mixed-method approach but however the qualitative case study design is adopted. The case study design allows for an in-depth exploration of the impact of content and influencer marketing on Airbnb's brand communication for Millennials in the US market. This approach enables the researcher to understand the strategies, tactics, and perceptions related to content and influencer marketing within the specific context of Airbnb. The qualitative case study design involves collecting rich, detailed data through various data collection methods such as qualitative surveys, social media analysis, and content analysis. These methods enable the researcher to gather insights which includes Millennials who have used Airbnb. By focusing on a single organization (Airbnb) and a specific target audience (Millennials in the US market), the case study design allows for a more focused and contextualized understanding of the research study. This approach enables the researcher to uncover the underlying reasons for the impact of content and influencer marketing on Airbnb's brand communication and provide valuable insights that can inform future marketing strategies for the company.
While the case study design may not provide the breadth of quantitative data that a mixed-methods approach offers, it compensates by offering a deeper, more nuanced understanding of the study within a specific context. This design is particularly suitable for exploring complex and multifaceted phenomena like the impact of content and influencer marketing on brand communication.
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The data collection methods chosen are qualitative surveys and content analysis using Reddit. Qualitative surveys were written with open-ended questions to generate rich, detailed data that leave room for nuanced interpretation. The questions allow for the participants or respondents to share their perceptions and experiences.
Content analysis is also another excellent method to collect qualitative data, especially for this study, which seeks to comprehend millennials' perceptions and interactions with a brand such as Airbnb. For this study, the first way to examine the content of Airbnb Millennials. 
Using these data collection technique, the researcher collected rich, detailed data to investigate the effect of content and influencer marketing on Airbnb's brand communication for the US Millennial market. Using insights from qualitative surveys and content analysis; the qualitative case study design provides a comprehensive understanding of the research topic, revealing the underlying reasons for the success of their marketing strategies and informing Airbnb's future marketing strategies.
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This study captures primary data which is exploratory and descriptive in nature. The exploratory nature of data is by utilizing open-ended qualitative surveys and content analysis, which the researcher used to discover new insights, collect perceptions and experiences, and gain a deeper understanding of how Millennials perceive and interact with Airbnb's brand communication. This is accomplished by allowing respondents to freely articulate their opinions and by analysing various facets of Airbnb's social media presence. The descriptive nature of the data paints a complete picture of the current state of affairs. By analysing Airbnb's responses to their content and influencer marketing strategies, the researcher intends to describe and present a comprehensive view of how these strategies influence Millennials' brand perceptions and engagement.

[bookmark: _Toc136522889]Sampling method and Population size 

Employing the appropriate sampling method enables the identification of the intended target consumer. The sampling method used for this research is the purposive sampling and random sampling methods can be used. Purposive sampling is a valuable research instrument because it enables the efficient and swift selection of a specific group of potential participants (Thomas, 2022). Purposive sampling is a non-probability sampling technique in which the researcher selects participants based on particular characteristics or experiences pertinent to the research question (Tongco, 2007). This method is appropriate for qualitative studies because it permits the collection of in-depth insights and diverse perspectives from individuals with direct experience of the study.
In this study, Millennials in the United States who have used Airbnb and been exposed to or engaged with the platform's content and influencer marketing campaigns were selected using purposive sampling. This allows the researcher to collect extensive data on the impact of Airbnb's brand communication strategies. The millennials that was considered within this age group are from 25 to 45 years old.
There is no definitive equation for determining the sample size in qualitative research. Instead, the sample size is determined by the extent to which data saturation was achieved. In qualitative studies, data saturation is only determined when new data no longer brings additional insights to the research findings, but the data to be gathered for the qualitative survey was supposed to be about 40 respondents, but 35 respondents were gathered for this research. However, this is necessary due to the complexity of the research study.
Population size refers to the entire quantity of members of the designated group (Shukla, 2020). For this study, the population comprises of Airbnb usage by Millennials in the United States. Recent data indicates that approximately 60 percent of Airbnb's consumer base is comprised of Millennials (Deane, 2022). However, the precise number of Millennials who use Airbnb in the United States is not readily available. Monitoring data saturation during the data collection process helped ensure a comprehensive understanding of the research study.
[bookmark: _Toc136522890]	3.3.3	Access and Ethical Issues

The researcher ensured that all participants understood the purpose of the study, the nature of their participation, and the intended use of their data. Before taking part in the investigation, participants provided the informed consent. 
The researcher has an ethical obligation to safeguard the privacy of the study's participants. Without the permission of the participants, their names should not be divulged in any written materials. The researcher has an obligation to safeguard the study's data against loss, alteration, or destruction.
The researcher takes into account the ethical aspects of influencer marketing and social media platforms, such as the veracity and openness of the material shared by influencers, in order to conduct a credible study. 
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For this study, a thematic approach is used to analyse the qualitative data that is to be gathered. 
Thematic analysis is a widely used method in qualitative research that involves identifying, analysing, and interpreting patterns or themes within the data (Braun and Clarke, 2012). The first step in the process of thematic analysis is to become familiar with the data by perusing and reviewing the collected data. This involved reading and rereading data from qualitative surveys and Reddit post content analysis with regards to Airbnb in the US. As the researcher reviewed review the data, it was very necessary to records initial thoughts and impressions. 
After familiarising with the data, the researcher commenced with the coding process. Coding entails affixing labels or identifiers to data segments that represent meaningful concepts or ideas pertinent to the research query. This was being accomplished manually for qualitative data analysis. As many potential themes or patterns as feasible were coded. The researcher designated instances in which respondents mention a specific influencer or Airbnb marketing campaign.
Next, the researcher examined the initial themes to ensure that they faithfully reflect the data and address the research question. This involved integrating, dividing, or discarding themes and re-examining the data to ensure that all pertinent information was been captured. To avoid imposing preconceived notions on the data, it was essential to maintain a critical and reflective stance during this phase.
After refining the themes, the researcher provided a concise definition for each theme. This facilitates the accurate communication of each theme's essence and makes the findings more accessible. Clearly and orderly present the concluding themes and supporting evidence. This entailed supplying a detailed description of each theme, along with pertinent quotations or data examples that illustrate the theme. Additionally, the analysis included a discussion of how the themes relate to the research questions and contribute to an overall comprehension of the study.
By following these approach for thematic analysis, the researcher systematically analysed the qualitative data acquired for this study and unearth meaningful insights regarding the influence of content and influencer marketing on Airbnb's brand communication for the US Millennial market. This approach enabled the researcher to provide a comprehensive and nuanced understanding of the research topic and contribute to the field's advancement.

[bookmark: _Toc136522892]3.5	Conclusion

In conclusion, this study provided valuable insights into the impact of content and influencer marketing on Airbnb's brand communication for millennials in the US market. The qualitative research approach, intepretivist research paradigm, and the use of qualitative survey, content analysis as the primary data collection method allowed for a comprehensive understanding of the experiences, perceptions, and motivations of millennials who have interacted with Airbnb's marketing strategies. This chapter provided a comprehensive description of the methodology employed in this study, ensuring the validity and reliability of the findings. The following chapter discussed the implications of the study's findings for theory and practise.











[bookmark: _Toc136522893]4.	Presentation and Discussion of Findings
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The aim of this chapter was to present and discuss the data collected in this study. The exploration primarily focused on understanding the impact of content and influencer marketing on Airbnb’s brand communication for Millennials in the US market. The two methods of data collection were an online qualitative survey distributed to Millennial Airbnb users and an analysis of online content on Reddit. 
The survey participants in this study were Millennials who are active Airbnb users based in the United States. These participants ranged in age from 25 to 45, representing a wide spectrum within the Millennial generation. Their occupations varied, with respondents identifying as students, self-employed individuals, professionals, and some who were currently unemployed. The geographical distribution of the respondents spanned across a multitude of major U.S. cities. These included places where Airbnb has carved a significant market presence, such as New York, Los Angeles, San Francisco, Chicago, Miami, Austin, Seattle, Boston, and Washington DC. The research also accounted for the voices of those located in other cities, including Texas, Oregon, North Carolina, Philadelphia, New Jersey, Atlanta Georgia, Arizona, Maryland, Kentucky, and Springfield Illinois. The respondents gathered and achieved during data saturation were 35 respondents which includes two invalid respondents. 
This diverse respondent pool helped to gather varied insights and provide a comprehensive view of the Millennial perception and experience of Airbnb's brand communication, content, and influencer marketing strategies. In order to respect the privacy and maintain the confidentiality of the respondents, their names were not included in the research data. The collected data has been thoroughly examined and is systematically presented in the ensuing section of the study.
The analysis of their responses provided a deep understanding of their perceptions and experiences related to Airbnb's brand, its content and influencer marketing efforts, and how these factors influenced their behaviours and decisions. One of the key findings was that the perception of Airbnb's brand among Millennial users in the U.S. varied, though some common themes emerged. Many respondents mentioned appreciating Airbnb for its unique and diverse accommodation options and its user-friendly platform. However, some also voiced concerns about pricing transparency and unexpected fees. 
An analysis of online content from Reddit revealed similar themes. Many users reminisced about Airbnb's earlier days, expressing a preference for personal homeowner rentals over commercialized properties managed by larger companies. Some users felt that Airbnb had moved away from its original model, leading to a loss of its unique appeal.
Additionally, the researcher has underscored pertinent keywords and detailed aspects mentioned by respondents, crucial to the interpretation of the findings. This section also establishes a comparative correlation with findings from secondary data, identifying discrepancies and debates that arise among creatives over particular matters. The perspective presented here is shaped by four notable hypotheses formulated by the author, and further justified by the theories that were drawn from comprehensive literature research.
H1: Content and influencer marketing have a significant impact on brand communications for Airbnb in the US market, and there are significant differences between the effects of content and influencer marketing.
H2: The impact of content and influencer marketing on Airbnb's brand awareness, customer engagement, and conversions in the US market is significantly different, with each strategy having unique strengths and weaknesses in achieving these objectives.
H3: There is a significant relationship between the effectiveness of content marketing and influencer marketing for Airbnb in the US market, and several factors such as the quality and relevance of the content, the credibility and reach of the influencers, and the fit between the influencers and the Airbnb brand, that influence this relationship.
H4: The use of content and influencer marketing as part of Airbnb's brand communication strategy in the highly competitive US market presents several challenges and opportunities. These factors include the need for continuous innovation and differentiation in the content, the need for effective management and monitoring of influencers, and the need for alignment with the overall brand strategy.
[bookmark: _Toc136398771]Table 1: Sociodemographic Characteristics of Participants (Millennials who have used Airbnb in the US)
	Basic Characteristics
	
	

	
	N
	%

	Age
	 
	 

	
	
	

	 25 -30
	17
	51.5

	 30 – 35
	9
	27.3

	    35 – 40
	3
	9.1

	    40 - 45
	4
	12.1

	Occupation
	33
	100.0

	
	 
	 

	
	 
	 

	    Professional
	16
	48.5

	    Students
	15
	45.5

	    Self-employed
	1
	3.0

	    Unemployed
	1
	3.0

	 
	33
	100.0

	Cities
	 
	 

	
	 
	 

	Philadelphia
	6
	18.2

	North Carolina
	4
	12.1

	Oregon
	4
	12.1

	Texas
	3
	9.1

	Miami, Florida
	3
	9.1

	New York City
	2
	6.1

	New Jersey
	2
	6.1

	Atlanta, Georgia
	2
	6.1

	Arizona
	2
	6.1

	San Francisco
	1
	3.0

	Chicago
	1
	3.0

	Maryland
	1
	3.0

	Kentucky
	1
	3.0

	Springfield, Illinois
	1
	3.0

	Invalid
	33
	100.0

	
	 
	 

	
	 
	 

	United Kingdom
	2
	5.7

	 
	 
	 

	Total No of Respondents
	35
	94.3




[bookmark: _Toc136522895]4.2	Content and influencer marketing have a significant impact on brand communications for Airbnb in the US market, and there are significant differences between the effects of content and influencer marketing.

The first hypothesis is linked to the first objective of this research. The objective and the hypothesis complement each other. The objective seeks to investigate the subjective experiences and perceptions of millennials in relation to Airbnb's brand communication, with a special focus on their interactions with and reactions to the company's content and influencer marketing efforts.
Airbnb's influencer marketing can be seen as a form of social influence theory. Influencers are individuals who have amassed a significant following and have built trust and credibility with their audience. When influencers endorse Airbnb, their followers, who in this study are millennials in the U.S. market, might perceive this as a form of social proof. They may view the influencer's endorsement as a cue that Airbnb is a trusted and desirable service, thus positively influencing their perception of Airbnb's brand communication. However, the hypothesis suggests that there are significant differences between the effects of content and influencer marketing. The Social Influence Theory explain this through the concepts of informational social influence and normative social influence. 
To support the argument using the Social Influence Theory, the following respondents’ responses were broken down into key themes like, “Noteworthy Content”, “Influencer-driven Perception”, and “Influencer Promotion.”
The Social Influence Theory of according to Sherif (1935), is a social psychology theory that attempts to explain how individuals' attitudes and behaviours are influenced by the attitudes and behaviours of others in their social group. People are perpetually pursuing social validation and acceptability, and are influenced by the opinions and actions of others, according to this theory. Informational social influence occurs when individuals seek information and guidance from others, typically in unfamiliar or ambiguous situations. Content marketing can provide this kind of influence, offering practical information about Airbnb's services, accommodations, locations, and so on. According to Mcleod (2022), informational social influence pertains to an individual's tendency to conform due to their aspiration for correctness, and hence, they resort to others presumed to possess superior information. This form of conformity typically manifests when an individual is uncertain about a situation or lacks sufficient knowledge, often leading to internalization. For the informational social influence theory, one of the respondents argued that: 
“I’ve seen individuals post their specific Airbnb […] The view from the room and the inexpensive cost to stay.” -Respondent 3 (Professional)
According to the responses by respondent 3, who resides in Miami and is between the ages of 35-40, had used Airbnb on several occasions. Respondent 3 suggested that contents related to Airbnb standing out revolves around the view from the room and the inexpensive costs. This perspective arose from the response on the consistent exposure to individual posts via Airbnb's content marketing. 
Moving from individual trends which was suggested by the previous respondent, another respondent, Respondent 23 suggested below that Airbnb leverages to create a new norm in the hospitality industry and influence travellers' decisions. According to Haywood et al. (2017), they suggested that the effect of the expanding lodging industry on the traditional sector remains a contentious topic. According to their findings, accommodation sharing platforms, headed by Airbnb, have emerged as formidable competitors, posing a significant threat to traditional establishments' market share. Airbnb.com enables hosts to target prospective Millennials in the U.S. by providing a comprehensive, standardized presentation of their property to its enormous global network of 150 million members. This robust value proposition is propelled primarily by the network's enormous size. As the number of network members - prospective visitors - grows, the visibility of the property listing increases, thereby increasing the likelihood of securing bookings (Reinhold and Dolnicar, 2021).
“Accessibility, innovation, trust and safety and authenticity […] Airbnb has Revolutionized the global travel and hospitality industry. Enabling travellers to connect with local host.” -Respondent 23 
In terms of consensus, both Respondent 23 and 25 concur on the factors contributing to Airbnb's dominance in the hospitality industry in U.S. In their responses, they pointed out Airbnb's persistent innovation and creativity as the driving forces. Looking at the frequency of usage, Respondent 23 availed Airbnb's services 7 times in a year while Respondent 25 frequency of usage is 2 times in a year. This frequent interaction with the brand further solidified concurs to respondent 23 viewpoints, as it provided ample opportunities for them to continuously observe and appreciate Airbnb's continuous evolution and innovation.
However, two responses below were linked together from an online content analysis on Reddit argued about the hidden charges from Airbnb.
“It's 100% on Airbnb. Not correctly listing the price has been an issue with an easy fix since pretty much the beginning. It's just getting more ridiculous now with new random charges. But the core issue has been ignored by Airbnb for years. What kind of company would let hosts just pile on arbitrary fees like this in the first place? People given carte blanch freedom to legally steal from people always will” -Reddit user
Drawing from the content analysis carried out on Reddit.com, this response above underlined the issue of hidden fees implemented by Airbnb during the booking process for millennials in the U.S. As per the above remark, this seems to be associated with Airbnb's practices of not displaying prices accurately, which consequently forces guests to shoulder additional costs when securing their bookings. According to Korn (2022), guests have encountered extra charges when they didn't fulfill certain tasks stipulated by the hosts at the conclusion of their stay. A rising concern has been noted among customers regarding unexpectedly high charges for customers using Airbnb. It appears that the final total costs are exceeding their initial expectations. Cleaning fees and additional charges are frequently cited as the main culprits behind this dissatisfaction. Expressing their grievances, travellers have turned to social media platforms, commenting that not only the cleaning fees but also the conditions set for certain listings on the site are overly excessive (Fry, 2021).
Subsequently, normative influence pertains to the phenomenon whereby individuals modify their attitudes, beliefs, or actions with the intent to gain approval and acceptance from their peers. This leads to conformity as individuals adjust their speech patterns or behaviour to align more closely with what they understand to be the societal standard (Baumeister and Vohs, 2007). For normative social influence, one of the respondents (respondent 3) shared an insight on influence of the influencer on Airbnb; 
“Whenever someone takes photos and share their experience it makes me want to book the Airbnb as well […] Airbnb content makes me forget about the hotel industry.” -Respondent 3
Response 3 suggests that their perceptions and decisions are shaped by the experiences of others who have previously used Airbnb in the U.S. This is further influenced by the meaningful content created by Airbnb, which has led respondent 3 to favour Airbnb over traditional hotel stays. By examining customer reviews, we can gain insights into customer expectations, as revealed in their feedback. These insights can then be utilized to formulate strategies aimed at enhancing customer satisfaction, thereby providing an effective solution for anticipating and meeting customer needs (Ding et al., 2023a).  According to normative social influence, this millennial may be motivated to book an Airbnb after seeing others share positive experiences, desiring to conform to perceived social norms and conform to the behavior of their social group.  The effect of normative social influence stems from a social exchange mechanism where behaviour is adjusted to comply with group norms and role expectations, thus securing the acceptance of the group's members.  (Zixiu Guo et al., 2006).
In conclusion, based on the cited literatures and the responses from the participants, the normative social influence theory proposes that individuals are influenced by their desire to conform to social norms while the informational social influence proposes the accepting of information from individuals as evidence about reality.
[bookmark: _Toc136522896]4.3	The impact of content and influencer marketing on Airbnb's brand awareness, customer engagement, and conversions in the US market is significantly different, with each strategy having unique strengths and weaknesses.

The second hypothesis is linked with the second objective of this research. This objective is focused on the role and impact of content and influencer marketing - it aims to gauge how these marketing strategies influence the perceptions and decisions of millennials in the US market. This directly corresponds with the hypothesis, which posits that content and influencer marketing have differing impacts on Airbnb's brand awareness, customer engagement, and conversions. The objective and the hypothesis both involve evaluating the effects of these marketing strategies and discerning the unique strengths and weaknesses of each. The second hypothesis was analysed using the brand equity theory with key themes; “Brand Perception”, and “Brand Association.” 
According to Steenkamp (2019), Brand Equity Theory posits that a brand's value is derived from the perception of consumers and is influenced by variables such as brand awareness, perceived quality, brand associations, and brand loyalty. Based on the obtained responses, this theory clarifies the argument by investigating the efficacy of content marketing and influencer marketing. It assesses the contribution of these strategies to increasing Airbnb's brand awareness, nurturing customer engagement, and facilitating conversion rates. It clarifies how these marketing techniques contribute to Airbnb's brand communication and performance in the highly competitive US market. Upon cross-analysis of the themes, it is evident that two respondents (respondent 1 and 3) who belong to the same age group of 30-35 years and identify as professionals, share a similar perception of the brand. However, the perspective diverges when considering respondent 14, a student in the age group of 25-30, who offered a distinct opinion on the matter.
“Seeing Airbnb as a house, it is amazing and a good way to make extra income if you want to be a host.” -Respondent 1(Professional)
Respondent 1, describes Airbnb as amazing and seeing that it is a house, respondent 1 also suggests that it is a good way to earn extra income as a host. A significant number of hosts are utilizing their earnings from Airbnb to cover crucial expenses, including their mortgage or rent payments. As per Airbnb's own data, approximately half of their global hosts reported that the income they earned through the platform has enabled them to maintain their residences. Furthermore, a recent survey indicated that during the pandemic, about 29% of Airbnb hosts in the US have been able to cover their rent or mortgage payments using the income they've generated through hosting (Airbnb, 2022). According to Airbnb's internal statistics, a typical host with a solitary property is able to generate an additional $7,530 per year. This additional income is made possible by renting out their home for an average of 66 days per year, thereby maximizing the use of an asset that would otherwise be idle. This additional income of $7,530 could play a crucial role in reducing the impact of the income disparity that has emerged since 2001 as a result of economic stagnation (Sperling, 2014).
Likewise, as previously noted, respondent 3 holds a similar viewpoint on the brand's perception. 
“Innovative. And brilliant because it can turn anyone into a business owner with their own Airbnb […] Uber/Lyft of the hotel industry.” -Respondent 3
Respondent 3 sees Airbnb as innovative and brilliant because it can turn anyone into a home owner just by letting spaces to guests. Examining Airbnb's distinctive business model through the lens of disruptive innovation. This model, which is based on modern internet technologies and has a unique appeal, emphasizes cost-effectiveness, the convenience of home-like amenities, and the promise of more authentic local experiences (Guttentag, 2015). The findings suggest that a primary motivation for hosting via Airbnb is the opportunity it presents for individuals to become entrepreneurs. The prospect of establishing a business that serves as a significant income source offers sufficient incentive for individuals to begin offering their spaces for rent on Airbnb (Calinao et al., 2019). As mentioned previously, Respondent 14 offered the following suggestion below linking two responses together:
“I would describe Airbnb’s brand as homely, comfortable because the homeliness vibe and access to more amenities and even a chance to meet hosts and learn about the community.” -Respondent 14
In the same way, respondent 14 characterizes Airbnb as a place that offers a sense of homeliness and comfort, attributing this to the warm ambiance and ready availability of amenities. However, Respondent 13's view varies, likely due to disparities in age and profession as stated in the responses given by the participant in the survey, which tend to shape differing perspectives. Airbnb positions itself as "the world's foremost community-focused hospitality company." It facilitates a one-of-a-kind travel experience by connecting travellers (guests) with local caretakers making it feel homely for their guest. Depending on their preferences and needs, guests have the option of booking a room in a host's residence, with the host often present during their stay, or the entire property (Roelofsen and Minca, 2018).
Finally, these responses indicate that Airbnb has established a strong brand that appeals to millennials in the U.S. not only for its functional benefits, but also for its emotive resonance, innovation, and empowerment, all of which have significantly contributed to its brand equity.

[bookmark: _Toc136522897]4.4	There is a significant relationship between the effectiveness of content marketing and influencer marketing for Airbnb in the US market, and several factors such as the quality and relevance of the content, the credibility and reach of the influencers, and the fit between the influencers and the Airbnb brand, that influence this relationship.

The third objective is linked to the third hypothesis. This specific objective seeks to investigate the factors that contribute to the effectiveness of Airbnb's content and influencer marketing, including the quality and relevance of the content as well as the influencers' credibility and reach in reaching millennials in the U.S. market. The stated hypothesis focuses on the relationship between these factors and the efficacy of these marketing strategies. Consequently, any insights gained by achieving this objective would constitute beneficial evidence to support or refute the hypothesis. The objective and the hypothesis is linked to the Elaboration Likelihood Model (ELM). The Elaboration Likelihood Model (ELM) is a social psychology theory that describes how individuals process information and make decisions when exposed to persuasive messages, such as advertisements and marketing campaigns (Petty and Briñol, 2012a). In this case, the persuasion process is interpreted as a function of the likelihood of cognitive elaborations, hence using the Elaboration Likelihood Model to explain how content and influencer marketing can shape brand perception and engagement. The third hypothesis was analysed using the Elaboration Likelihood Model (ELM) with key themes like “Content Exposure”, “Content-driven Perception”, and “Influencer-driven Perception.” 
When individuals possess a high level of motivation and capacity for thought, they tend to follow what is known as the "central route to persuasion." However, when motivation is lacking or the ability to process information is impaired, people are more inclined to follow the "peripheral route to persuasion." (Petty and Briñol, 2012b).
Centering on the concept of the central route of persuasion, the author observe concordance in responses from two different categories of respondents. The first respondent, identified as Respondent 32, is a student within the age bracket of 25 - 30. This respondent provided insights into the nature of the content they've been exposed to, which ties in with another theme they identified. Specifically, Respondent 32 noted that Airbnb's content is dedicated to fostering a feeling of home for customers, regardless of where they may be traveling.
“They have a lot of ads pop up on social media and different websites […] The content shows their commitment towards ensuring that their customers take the feel of home wherever they go.”  -Respondent 32 (Student)
According to Respondent 32's feedback above, it appears that they've been exposed to various forms of Airbnb content across social media and various websites. Although the respondent did not specify the exact type of advertisements that was encountered, a cross-analysis with other responses given by the same respondent within the survey suggests a compelling connection between the content and Airbnb’s guests. This suggests that the content produced by Airbnb has a significant impact and deep connections with its millennial audience. The central route to persuasion emphasizes the effectiveness of message arguments, which are elements of evidence intended to support the perspective of the communicator. If these arguments are persuasive, individuals who are engaged with the message will have predominantly positive reactions. Consequently, they will experience a change in attitude that aligns with the recommended course of action (Wager and Petty, 2011). Similarly, for the second respondent (respondent 33), who is in a different age group 35 -40 and is a professional, has a similar view of seeing influencers videos on YouTube sponsored by Airbnb but cross analysing it with the another response by the same respondent, it seeks to answer the question of how Airbnb content affects their perception of which it doesn’t.
“I have seen influencer videos on YouTube that may have been sponsored by Airbnb […] It doesn't really. I usually browse by location and proximity to the location I want to stay in.” -Respondent 33 (Professional)
This response above by the respondent shows that the respondent has seen videos on YouTube which have been done by influencers but however, what is rather interesting is that this is linked to the another response by the respondent on how Airbnb content affects their perception. The peer-to-peer rental system of Airbnb allows hosts to submit textual or graphical information to present themselves and their properties. By interacting with this content, prospective guests can gain a fundamental comprehension of the property's amenities and the personality of the host (Liang et al., 2020). Given the growing reliance of consumers on social media for locating and acquiring hospitality services, robust online advertising has surfaced as a crucial factor in Airbnb's success. This highlights the significance of digital visibility, prompting Airbnb's brand to establish partnerships with publishers and social media platforms like Google, Facebook, and Twitter. These partnerships allow Airbnb to interact with a large pool of prospective consumers, highlighting the central role of content exposure in Airbnb's marketing strategy (Liu and Mattila, 2017b).
In conclusion, from the two responses given by the respondents (Respondent 32 and 33) the central route of the ELM plays a vital role in influencing their decisions and also influencing their perceptions in different ways based on their age group which has been be previously explained. This is very relevant and seen as an essential tool for attracting millennials in the US market through influencer and content marketing.
Similarly, when concentrating on the peripheral route of persuasion, a specific respondent, identified as respondent 19, who is a student aged between 25-30 and residing in North Carolina, expressed their viewpoint on how an influencer's presence shapes their perception of the brand. When cross-analysing this perspective with the same respondent's feedback about how Airbnb's content impacts them, there seems to be no significant difference. It appears that neither the content nor the influence of influencers significantly sways this respondent's perception of the brand 
“It doesn’t change anything about my perception […] It might not change much, except if there are newer features they want to roll out.” -Respondent 19 (student)
Based on respondent 19's feedback, their perception of Airbnb doesn't seem to alter their belief about the brand, unless a new feature is introduced. However, the respondent did not specify whether such changes would elicit a positive or negative response. Expectations formed before purchasing or accepting something directly shape our perceptions of its performance. Conversely, these perceptions can challenge our initial beliefs and directly impact our satisfaction after the purchase or acceptance (Ding et al., 2023b).
Based on all these responses from the Elaboration Likelihood Model (central and peripheral route), the effectiveness of this strategy may vary in individual perception of the millennials of influencers and content.
[bookmark: _Toc136522898]4.5	The use of content and influencer marketing as part of Airbnb's brand communication strategy in the highly competitive US market presents several challenges and opportunities. These factors include the need for continuous innovation and differentiation in the content, the need for effective management and monitoring of influencers, and the need for alignment with the overall brand strategy.

The fourth hypothesis is linked to the fourth objective. They both endeavour to comprehend the factors that necessitate careful management, including innovation, content differentiation, and the need for effective management and monitoring of influencers. Moreover, both emphasize the need to integrate these marketing efforts with Airbnb's overall brand strategy. The hypothesis and the objective is linked to the competitive advantage theory and the stakeholder’s theory. 
According to Porter (1998), the competitive advantage theory suggests that a company's competitive advantage stems from its ability to provide consumers with greater value than its competitors. The theory suggests that a business can secure a competitive edge through several approaches, including offering lower prices, superior or differentiated products and services, or ground-breaking solutions. This was analysed using key themes like “Airbnb Usage”, “Memorable Experience”, “Likes and Dislikes”, “Unique Features”, and “Marketing Influence.”
Analysing the frequency of Airbnb usage among respondents 14, 16, and 19 - all students aged between 25 and 30 - it's clear they each interact with the brand at varying rates. By examining their experiences, we can discern how these interactions potentially influence their frequency of usage.
“6 times in a year […] I think my most memorable experience was in New York City. It was so clean and had all the appliances I could possibly need.” – Respondent 14 (student)
“About once a year […] My most memorable experience using an Airbnb was getting to stay with a host that was super friendly and helpful. This was memorable to me because I was new to the town and was going to be moving there for a long time. The reception that I got gave me a positive opinion of the people that lived in the city.” – Respondent 31 (student)
“Yes. Like once in three months […] I had a retreat with friends from church and we all had fun and enjoyed living together.” – Respondent 19 (student)
Drawing from their responses, Respondent 14 recounted a positive experience with Airbnb in New York City, noting the cleanliness of the facility. Such pleasant memories have seemingly spurred their continued use of Airbnb (6 times a year). Respondent 31, who uses Airbnb approximately once a year, also reported favourable experiences with their bookings. They sought a conducive environment for an extended stay in the city, and the positive interaction with the host changed their perception about the city's inhabitants. Respondent 19 books Airbnb every three months, primarily due to periodic church retreats attended with friends. Multiple variables affect the quality of service on Airbnb, including the hospitality talents of individual hosts. As there is no guaranteed standard of service delivery, Airbnb guests' experiences can vary substantially, evoking a range of positive and negative emotions (Sthapit et al., 2021).
According to the competitive advantage theory, Airbnb's popularity and success among these respondents are a result of its unique value proposition and ability to differentiate itself from other accommodation options. Nonetheless, the theory emphasizes the need for continuous development and innovation to preserve this competitive advantage.
According to Freeman and Mcvea, (2001), the stakeholder’s theory, on the other hand, suggests that when making strategic decisions, businesses should consider the interests of all stakeholders, including employees, customers, suppliers, and the broader community, not just shareholders. These responses are intended to engage with the experiences and perspectives of the stakeholders (in this instance, the customers), including their interaction with Airbnb's marketing efforts, perceptions of the brand, and suggestions for improvement. In accordance with the principles of Stakeholder Theory, Airbnb's strategies for engaging and gratifying its stakeholders would be informed by these insights. The stakeholder’s theory was analysed using theme “Marketing-improved Suggestions.”
Three respondents offered diverse suggestions on how Airbnb could enhance their marketing strategies. These participants include Respondent 2, a professional aged between 25 and 30 living in San Francisco, and Respondents 14 and 19, who are students within the same age range, residing in North Carolina. This is cross analysed with the previous responses each of them have given.
“By offering special promotions and discounts to attract potential customers who may become returning customers […] Most Airbnb apartments are made to feel like your home unlike other accommodation services […] I like the fact that most of them give a home away from home experience.” – Respondent 2 (Professional)
“Offer more host services like access to a car or access to community chats or dinner at extra costs […] The homeliness vibe and access to more amenities and even a chance to meet hosts and learn about the community […] I like the fact that I feel much more at home in an Airbnb than in a hotel.” – Respondent 14 (Student)
“Not marketing exactly. Maybe Airbnb could open up to renting spaces or homes for hours during the day too. And maybe they can show me more and more how easy it is to use them or how safe they are and all the hard work they are doing behind the scenes to give me a better Airbnb experience […] It's flexibility, home-like service and ability to accommodate how many people I want […] Not much. I usually book one when I have the need.” – Respondent 19 (Student)
Based on their responses, Respondent 2 suggests that special promotions and discounts highlights potential ways to attract new customers but also encourage them to become repeat customers. Furthermore, Respondent 2 appreciates Airbnb's 'home away from home' experience, which distinguishes it from traditional accommodation services located in the U.S. This stems from Airbnb properties being designed to provide a homely feeling, thereby enhancing the guest (millennials) experience by making them feel comfortable and relaxed, similar to being in their own home. Respondent 14 suggest that Airbnb could extend its services by offering additional amenities by offering access to cars or participation in community chats or dinners, albeit at an extra cost. From the response by Respondent 14, this would make them engage more with the local community. And the engaging with the local community, aligns with Respondent 14 appreciation of the homeliness vibe and access to more amenities offered by Airbnb, which they believe foster a sense of connection with the host community. Also, respondent 14 highlights their preference for Airbnb over hotels, mainly due to the home-like feeling provided by Airbnb accommodations in the U.S.
Similarly, Respondent 19 suggests potential enhancements to Airbnb's current offerings. First, the respondent proposes a more flexible booking structure where customers in the U.S. could rent spaces for a few hours during the day. Based on this response, this could cater to a broader range of customer needs and promote Airbnb as a versatile accommodation provider. Also, the respondent expresses a desire for more transparency and communication from Airbnb regarding its operational aspects. They want to be reassured about the platform's safety measures and to understand how Airbnb is working to enhance their user experience. Further, the respondent praises Airbnb's flexibility and homely service, noting how it accommodates varying group sizes, an aspect which can significantly influence booking decisions. Finally, the respondent's booking behaviour appears to be need-driven which can imply that they book Airbnb accommodations as and when required, rather than planning far in advance.
In conclusion, the respondents are essentially stakeholders (millennials living in the U.S.) providing Airbnb with insights and recommendations. Their remarks illustrate how Airbnb can utilize the Stakeholder Theory to better comprehend the requirements and expectations of their stakeholders and apply these insights to improve their strategies and performance. 
[bookmark: _Toc136522899]4.6	Conclusion

This chapter provided a thorough examination of the four proposed hypotheses, yielding valuable insights into Airbnb's U.S. content and influencer marketing strategies amongst millennials. The results demonstrated that content and influencer marketing had a significant impact on Airbnb's brand communications. The responses of the respondents to Airbnb's content marketing and influencer endorsements revealed distinct effects on their perceptions and decisions, confirming that these strategies have a unique impact on Airbnb's brand communications. 
The results suggested nuanced effects on brand recognition, consumer engagement, and conversions with Millennials who have used Airbnb. According to reports, content marketing increases brand awareness and fosters customer engagement through the dissemination of pertinent and engaging information. Influencer marketing, on the other hand, emerged as a potent catalyst for conversions, utilizing the influencers' credibility and reach to convince their followers to use Airbnb.
Several factors were cited by respondents (millennials) as influencing the efficacy of both content and influencer marketing related with Airbnb. The quality and relevance of the content, the influencers' credibility and reach, and the influencers' compatibility with the Airbnb brand were all crucial factors influencing this relationship. These factors highlighted the complexity of effectively implementing these marketing strategies.
Airbnb's content and influencer marketing strategies in the highly competitive U.S. market were found to present a number of challenges and opportunities. The need for continuous innovation, the effective management of influencers, and alignment with Airbnb's overall brand strategy were cited as essential factors for overcoming obstacles and capitalizing on opportunities.
In conclusion, the findings underscore the significance of content and influencer marketing for Airbnb's brand communication strategy in the United States market. The insights gleaned from the respondents' perspectives highlight the importance of perpetually refining these strategies to meet the changing needs and preferences of Airbnb's key demographic, the Millennials. In addition, they emphasize the need for Airbnb to leverage its competitive advantages and engage effectively with its stakeholders in order to maintain and improve its market position.








[bookmark: _Toc136522900]5.0	Concluding Thoughts on the Contribution of this Research, its Limitations and Suggestions for Further Research
[bookmark: _Toc136522901]5.1	Implication of Findings for the Research Questions

The research findings provide substantial insights into Millennials' perception of Airbnb's brand communication, particularly in terms of content and influencer marketing in the US market. Generally, the respondents view the brand positively, appreciating the 'home away from home' feel and the affordability that Airbnb offers. The analysis suggests that both content (for example a respondent spoke on how the content shows Airbnb’s commitment towards ensuring that their customers take the feel of home wherever they go) and influencer marketing (a particular respondent has seen influencer videos on YouTube that may have been sponsored by Airbnb) significantly shape these perceptions, thereby enhancing brand awareness and encouraging platform usage. Further, the findings emphasize the critical role that both content and influencer marketing play in shaping Millennials' attitudes towards Airbnb, their decision to utilize the platform, and their overall satisfaction as it is demonstrated by social influence and brand equity theory. High-quality and relevant content like Airbnb extending its services by offering additional amenities at an extra cost helps promote brand awareness and engagement, while influencers, due to their credibility and reach, heavily influence Millennials' choice to use Airbnb. Consequently, a balanced marketing approach that utilizes both methods can significantly improve customer satisfaction and focusing on what is new in this study is the in-depth study on how millennials perceive things especially focusing on millennials in the U.S. market.  A significant discovery from this research is that the perception of Airbnb's brand among millennial users in the U.S. is diverse, despite the emergence of common themes identified and analysed in the previous chapter.
In terms of what makes Airbnb's content and influencer marketing strategies resonate with Millennials, the study suggests three crucial factors: the quality and relevance of the content, the credibility and reach of influencers, and how well the influencers align with Airbnb's brand image. Accordingly, a focused and a strategic approach to content and influencer marketing, considering these key factors, can enhance the brand's resonance with the Millennial market. The necessity for a strategic approach arises due to certain limitations observed in the literature review. Specifically, the reviewed articles focus either on content marketing or influencer marketing in relation to Airbnb and millennial marketing. However, these sources lack depth in examining the combination of these strategies. Therefore, to address this gap and provide a more comprehensive understanding of Airbnb's engagement with millennials, a more strategic approach that simultaneously considers both content and influencer marketing is necessary.
Moreover, the study reveals certain challenges and opportunities for Airbnb's marketing strategies from Millennials' perspective. Challenges include the constant demand for innovative content, the necessity for effective influencer management and alignment with Airbnb's overall brand strategy. The opportunities encompass the potential of targeted content marketing and leveraging the reach of credible influencers. To enhance these strategies, Millennials suggest offering more localized campaigns, boosting social media ads, and fostering more customer testimonials.
Lastly, the insights garnered from this study can guide the development of recommendations to augment Airbnb's content and influencer marketing strategies. Suggestions include investing in high-quality, innovative, and relevant content; aligning with credible influencers who resonate with the brand; managing influencer relationships proactively; and incorporating customer feedback to refine offerings and marketing strategies. These insights not only underscore the significance of content and influencer marketing in enhancing Airbnb's brand communications but also hint at the potential for improved business performance in the competitive US market.
[bookmark: _Toc136522902]5.2	Contributions and Limitations of the Research

This study's research made a number of significant contributions. First, it provided empirical evidence supporting the importance of content and influencer marketing in brand communication, especially in the hospitality industry. The study casts light on how these strategies could impact Millennials' engagement with the Airbnb brand, thereby providing crucial insights for developing more effective, demographically-targeted marketing strategies.
Moreover, the findings of this study were immediately applicable to Airbnb's operations. Airbnb’s competitive position in the highly competitive market could be strengthened as a result of the actionable recommendations derived from the findings. 
Significant connections are established between marketing practices with Airbnb and theories such as the Elaboration Likelihood Model, the Brand Equity Theory, the Competitive Advantage Theory, and the Stakeholder Theory. These associations have not only contributed to a deeper comprehension of the phenomena under investigation which is exploring the impact of content marketing and influencer marketing amongst millennials in the U.S. market using Airbnb, but have also helped to ground empirical findings within established academic structures. In doing so, the study expands our theoretical understanding and provides empirical data that complements existing academic frameworks.
Despite these significant contributions, the study had its flaws. Its focus on millennials in the US market may have limited the generalizability of its findings, as various age groups or markets may display distinct perceptions and behaviours. In addition, the study's reliance on self-reported data may have introduced bias, as respondents may have misremembered or presented themselves or their experiences in a particular perspective. Also gathering of this data was rather difficult as reaching a huge number of millennials by conducting interviews was poor the author had to opt for surveys as the author gathered as much respondents as possible to achieve data saturation. Upon analysing the survey data, the author noticed the initial set of questions was not completely adequate. There were necessary questions omitted such as the gender, educational background, in which city was the Airbnb used, and some included ones were found to be unnecessary (how would you describe Airbnb? this has already been asked with what comes to mind when you think of Airbnb?) Consequently, the survey's efficacy was compromised, indicating a need for a more thorough approach in future research design.
In addition, while the study focused predominantly on content and influencer marketing, other forms of marketing or external factors influencing brand communication and consumer behaviour may not have been adequately accounted for. Given the cross-sectional design of the study, the findings captured a moment in time. Given the rate of change in consumer behaviour and marketing trends, it is possible that some of the findings will no longer be applicable in the future. 
In future studies, resolving these limitations could improve the reliability and applicability of the findings. This may entail expanding the demographic scope, employing additional data collection techniques, considering a broader range of variables, and adopting longitudinal study designs to monitor changes over time. Despite these limitations, this research contributed significantly to industry practices and academic discourse by enhancing our understanding of Millennials' interactions with Airbnb's brand communication strategies.
[bookmark: _Toc136522903]5.3	Recommendations for practise

On the basis of the research findings and their implications, a number of practical recommendations can be derived. Airbnb should constantly innovate and differentiate their content, which not only increases brand awareness but also maintains audience engagement. The content should be pertinent, valuable, and reflective of Airbnb's unique value proposition.
Airbnb should continue to utilize influencer marketing in light of the influence of influencers on the perceptions and behaviours of Millennials. It is essential that brands collaborate with influencers who align well with their brand image. Furthermore, Airbnb must effectively manage and monitor influencers to ensure consistent and credible messaging.
As a number of respondents expressed concerns about hidden charges being added after a guest has made payment to book, addressing these concerns could boost customer satisfaction and loyalty. For instance, Airbnb could guarantee the quality of the listed properties and resolve privacy concerns. Airbnb should not ignore other forms of marketing, despite the importance of content and influencer marketing. A more comprehensive approach to brand communication could be achieved by integrating multiple strategies, thereby reaching a wider audience and satisfying diverse customer requirements.
Respondents indicated that evaluations from other users have a significant impact on their decisions, so Airbnb should capitalize on this by encouraging more users to share their experiences on their platform and on social media. Given the significance of Millennials as a customer segment, Airbnb could develop targeted marketing efforts for this group. This may entail implementing strategies that resonate with the values, preferences, and behaviours of Millennials.
Lastly, when implementing these recommendations, Airbnb should continuously collect and analyse customer feedback to determine the efficacy of its marketing strategies, make any necessary adjustments, and ensure consistency with its overall brand strategy.
[bookmark: _Toc136522904][bookmark: _GoBack]5.4	Recommendations for future research

In light of the current study's limitations and scope, there are a number of prospective avenues for future research. This study focused predominantly on Millennials in the U.S. market, leaving room for future research to investigate other demographic groups or geographic markets. There may be significant differences in perceptions and behaviours across age groups, cultural contexts, and regions, which could provide Airbnb with valuable marketing insights.
While this study focused on the role of content and influencer marketing, it would be fascinating to investigate the effect of other forms of marketing and external factors on brand communication and consumer behaviour. This may include conventional advertising strategies, partnerships, or economic, social, and technological trends. In addition, future research could supplement this study's reliance on self-reported data with other data acquisition techniques. These may include observational techniques, or controlled experiments designed to cross-validate findings and reduce potential bias. 
Considering the present study's cross-sectional approach, future research could benefit from utilizing a longitudinal design to encapsulate the evolving dynamics of consumer behavior and marketing trends as they unfold over time. Such an investigation could provide a deeper understanding of the longevity of various marketing strategies and their long-term effects on brand communication, consumer engagement, and conversions.
This future research could ultimately contribute to both theoretical knowledge and practical applications by enhancing our comprehension of brand communication strategies in the competitive hospitality industry.
[bookmark: _Toc136522905]5.5	Final Conclusions and Reflections

This study's primary objective was to explore and comprehend the impact of content and influencer marketing on Millennials' perceptions and interactions with the Airbnb brand in the US market.  There was a gap in the literature as existing literature offers generalized insights into content and influencer marketing effectiveness but lacks a deep dive into how these strategies impact Millennials' perceptions and decisions in the context of Airbnb's brand communication.  The study's findings confirmed the hypotheses posed at the outset of the research, demonstrating that these marketing strategies have a significant impact on brand communication, consumer engagement, brand awareness, and conversions. In a competitive market, they also present distinct opportunities and challenges for Airbnb's brand strategy, and practical applications. It has been an enriching and enlightening experience to conduct research. It was a valuable experience that the iterative nature of the research design allowed for continuous learning and adaptation. It was fascinating to explore the viewpoints of Millennials and learn how they interact with and are influenced by various marketing strategies.
As I conclude this study, I am profoundly appreciative of the opportunity to conduct this research and contribute to the understanding of brand communication strategies in the hospitality industry. The experience has been extraordinarily enlightening and has increased my enthusiasm for marketing research.
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Plain Language Statement
Introduction to the Research Study
Research Study Title:  Exploring the Impact of Content and influencer marketing on Airbnb's brand communication among Millennials in the U.S. Market: A Comprehensive Study.
University: Griffith College, Graduate Business School.
Principal Investigator: Dr Garrett Ryan. 
Researcher Name: Jennifer Osuji
Email: jenniferchizobam.osuji@gmail.com
Details of what involvement in the Research Study will require: This project involves taking part in an online qualitative survey with open-ended questions. The survey responses will seek to gather information on your experience of using Airbnb. Questions are directed towards your thoughts on series of questions about your experiences and perceptions related to Airbnb’s marketing and brand communication. I estimate the online survey will take no longer than 20 minutes to complete. 

Potential risks to participants from involvement in the Research Study (if greater than that encountered in everyday life) I do not anticipate any risk to participants as a result of participation in this Research Study.
Benefits (direct or indirect) to participants from involvement in the Research Study: The objective of this Research Study is to gain new knowledge that will enable understanding the influence and effectiveness of Airbnb's content and influencer marketing strategies, as well as identifying potential improvements to better connect with the Millennial demographic in the U.S. market. This study may, therefore, be of benefit to you by providing you with the opportunity to contribute to body of knowledge on content marketing, influencer marketing and brand communications so that you and or society may benefit.
Advice as to arrangements to be made to protect the confidentiality of data, including that confidentiality of information provided is subject to legal limitations: Respondent's personal identifiers such as names, addresses, and contact information will be replaced with coded identifiers. Participant biographical details and or mention of other persons will be omitted in the final report. Confidentiality of information provided is subject to legal limitations.   
Advice as to whether or not data is to be destroyed after a minimum period: The data will be destroyed after the research work is completed
Statement that involvement in the Research Study is voluntary: Involvement in this Research Study is voluntary.  Participants who decide to take part may withdraw from the Research Study at any point.  There will be no penalty for withdrawing before all stages of the Research Study are complete.  

If participants have concerns about this study and wish to contact an independent 
person, please contact: 

Dr Garrett Ryan
Graduate Business School
Research Committee
Griffith College
South Circular Road, Dublin 8, Ireland
Phone:  + 353 1 416 3324
Email: garrett.ryan@griffith.ie
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Coding Extract 

	Code
	Sub Codes
	Description
	Examples

	Airbnb Usage
	Frequent and non- frequent users
	Frequency of use 
	“Yes, Once a year”

	Occupation
	
	Respondents job or occupation
	

	Memorable Experiences
	Positive experience
Negative experience
Mixed review
Indifference 
	This describes the respondents' overall experience in booking and staying at an Airbnb
	“It was definitely better than being in a hotel, almost like a home away from home.”


	Likes and Dislikes
	Costs
Hosts
Nature of accommodation
	This describes what the respondents liked or did not like about the airbnb process from booking to check out. 
	
“Sometimes, there's a lack of adequate privacy”

	Brand Perception
	
	This describes how the respondents feel about the brand 
	“Innovative. And brilliant because it can turn anyone into a business owner with their own Airbnb.”


	Brand Associations
	
	This describes the feelings and the experiences of the respondents
	“The Uber/Lyft of the Hotel Industry”

	Unique Features
	Homely experience
Interactions with hosts
Flexibility to choose
	This describes how the distinctive features affects respondent’s experience of Airbnb
	“That will be its unique and diverse accommodation, flexibility and customization, local and authentic experiences.”

	Content Exposure
	Internet ads
Individual advertisement
	This describes how Airbnb has been able to communicate with the respondents through content
	“Yes I’ve seen individuals post their specific Airbnb”

	Noteworthy Content
	
	This describes how the contents in relation to Airbnb and how impactful it is to the respondents
	“Yes. The view from the room and the inexpensive cost to stay”

	Content-driven Perception
	No impact 
Change in perception compared to other competitors. 
	This describes how respondents' perception of Airbnb is shaped by their content
	The content shows their commitment towards ensuring that their customers take the feel of home wherever they go.

	Influencer Recognition
	
	This describes how specific influencers or celebrities have mentioned Airbnb using online marketing
	“Endorsements? Not that I can remember.
I've heard them mentioned by influencers in conversation”

	Influencer-driven Perception
	
	This describes how  seeing an influencer use Airbnb affects the respondent’s view of the platform
	“I would feel as though they are trying too hard.”

	Influencer Promotion
	
	This describes instances where social media influencer's endorsements, reviews, or promotion of Airbnb directly affects a respondent decision to use Airbnb's services.
	“Yes, influencer’s promotion especially of the price made me book and reserve my spot at a particular Airbnb”

	Marketing Influence
	
	This describes the degree to which contents and influencers or celebrities influence the respondents perception in using Airbnb
	“If I constantly see such a promotion, it subconsciously registers in my head.”

	Marketing-driven booking
	
	This describes how the respondent makes the decision in booking with Airbnb through the influence of the influencer
	Yes, in Jamaica. I saw influencer’s promote the home I stayed in.

	Marketing Improvement Suggestions
	
	This describes the suggestions given by the respondents on how Airbnb should improve its marketing 
	“I can’t think of a better way than using influencers social media since most are on their social media platforms more than they watch television, read a paper, and/or magazine.”
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2. Which of the following categories best describes your current occupation? *

Mark only one oval.

3. Inwhich of the following ciies do you currently reside? *

Mark only one oval.

) New York Gity

) Los Angeles
() sanFrancisco
(") chicago

) Miami

) Austin

) seattle
() Boston
(") Washington D.C.

) Other:

Usage and perception of Airbnb

4. Have you ever used Airbnb? If so, how frequently? *
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5. Can you share your most memorable experience using Airbnb? *

6. What do you like most about Airbnb? What do you like least? *

7. How would you describe Airbnb's brand? *

8. What words come to mind when you think about Airbnb? *
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9. Inyour view, what sets Airbnb apart from other accommodation services? *

Impact of Content and Influencer Marketing

10, Have you come across any Airbnb content marketing (blogs, social media ~ *
posts, videos, et )?

1. Can you recall any specific content that stood out to you? Why did it stand out? *

12. How does Airbnb's content affect your perception of their brand? *
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Have you seen any influencers or celebrities endorsing or partnering with ~ *
Arbnb? If so, who?

How does seeing an influencer use Airbnb affect your view of the platform? *

‘Can you recall a specific instance where an influencer's promotion of Aitbnb ~ *
influenced your decision to use their service?

Influence on Decision Making and Suggestion for Improvement

How much does influencer marketing and content affect your decision fo use  *
Airbnb over other accommodation options?
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17. Can you share an example when content o influencer marketing influenced ~ *
your decision to book an Alrbnb?

18, Are there ways Airbnb could improve their marketing to better appeal to you? If *
50, what are they?

This contant is nither created nor endorsed by Google

Google Forms
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Survey on the Impact of Content and
Influencer Marketing on Airbnb's Brand
Communication for Millennials

We are conducting a comprehensive study that seeks to understand the impact of
‘content and influencer marketing on Airbbs brand communication, specifically among
Millennials in the US market. This study is part of a broader research project aimed at
‘examining the trends and effectiveness of modem marketing techniques in shaping
‘consumer perceptions and behaviors.

Were interested in your thoughts, experiences, and perspectives on Airbnb's marketing
Strategies, particularly the influence of content marketing (e.g.,blog posts, videos, social
‘media posts) and influencer marketing (partnerships with popular individuals or
influencers). This includes your perception of Airbnb as a brand, your experiences with
their marketing content, and how these marketing strategies might have influenced your
decision to use Airbnb o not.

Your participation in this study is entirely voluntary and all your responses will be kept
‘confidential. The data collected will be sed for academic purposes only and will not be
shared with third parties.

Your insights and experiences are invaluable to our research. Thank you in advance for
your time and willngness to contribute to this study.

To start the survey, please click the Next button.

“Thank you for your participation!

Mark only one oval.
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