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Production, distribution, ownership or use
of products and services

is shared between companies or people
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SHARING ECONOMY

TWO TYPES
• Corporate sharing or B2C (not new)
• Peer to peer or P2P (new)

DISRUPTIVE
• New sharers P2P are challenging old sharers B2C
• P2P technology is blurring industry borders

WHY P2P NOW?
• Information technology
• Wealth surplus on investment side
• Wealth shortage on consumer side
• Poor execution by traditional producers
• Ideological and generational dynamics
• Fashion
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“It must be confessed that the hotels, or noble men's houses 
are truly noble and stately, having great portes cocheres and 
courts before them.”

John Nutt, A View of Paris, 1701
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SHARED LODGING

• Shared lodging is nothing new
• Hospitality industry started as families sharing homes
• The word hotel derives from France

◦ Hôtel was urban equivalent of château
◦ Grand private residence
◦ Nobility and aristocracy shared facilities and staff with friends

• Airbnb
◦ Started as floor with air mattress (Air) and breakfast (B and B)
◦ Individual consumer living rooms

• Over time shared lodging shifts
1758 Duc de Crillon N2N
1909 Hôtel de Crillon B2C
2018 Jeff Crillon P2P

HHA 2018



HHA 2018

WHY P2P DANGEROUS FOR HOTELS?



HHA 2018

WHY P2P DANGEROUS FOR HOTELS?
• Airbnb has significant inventory



HHA 2018

Airbnb has more than 4 million listings in 191 countries.

More listings than top five hotel brands combined.

WHY P2P DANGEROUS FOR HOTELS?
• Airbnb has significant inventory

Farronato, C. & Fradkin, A. (2018) “The Welfare Effects of Peer Entry in the Accommodation Market: The Case of Airbnb,” NBER Working Paper 24361 / pages 52-53 and page 19
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Phocuswright https://www.phocuswright.com/Travel-Research/Research-Updates/2017/Hotels-vs-the-OTA-World
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Expedia Group Booking Holdings

2016  Combined share of OTA market USA exceeds 90%
2016  First year OTA lodging bookings exceed hotel website bookings USA
2018  Private accommodation bookings will grow from 12% to 16% of total

Phocuswright https://www.phocuswright.com/Travel-Research/Research-Updates/2017/Hotels-vs-the-OTA-World / 12% to 16% = 33% growth

WHY P2P DANGEROUS FOR HOTELS?
• Airbnb has significant inventory
• OTA distribution of P2P increasing
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WHY P2P DANGEROUS FOR HOTELS?
• Airbnb has significant inventory
• OTA distribution of P2P increasing
• Vast increase in potential supply

◦ New competitors with different cost structure
◦ Downward pricing pressure

Farronato, C. & Fradkin, A. (2018) “The Welfare Effects of Peer Entry in the Accommodation Market: The Case of Airbnb,” NBER Working Paper 24361 / pages 52-53 and page 19

10 cities with largest Airbnb inventory percentage
• ADR reduced $70
• Revenue reduced 1%
• Profit reduced 3%
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BUT…

• Growth is slowing
• Airbnb is now relatively mature company
• Disruption is one-trick pony

◦ Novelty has worn off
◦ Industry structure now realigned and stabilized
◦ Competing on low price results in margin compression

• Consumer trials and repeats are declining
Utility often inferior to traditional hotel

◦ Consistency
◦ Reliability
◦ Safety
◦ Comfort
◦ Services
◦ Location
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HOW AIRBNB CONTINUE GROW?

Igor Ansoff, Carnegie Mellon and Vanderbilt
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HOW AIRBNB CONTINUE GROW?

• MARKET PENETRATION
◦ Incremental gains in existing markets
◦ Fight for market share with promotion and pricing
◦ Airbnb cannot get more publicity and cannot lower price
◦ More revenue from same units requires raising price

• MARKET DEVELOPMENT
◦ New markets

Demographic
Geographic

◦ Already done
• PRODUCT DEVELOPMENT

◦ Sell something else
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WHAT IS CULTURE?

• GROWTH OR CULTIVATION (Latin cultura 1450 and 1651)
◦ Agricultural
◦ Intellectual and emotional

HHA 2018



WHAT IS CULTURE?

• GROWTH OR CULTIVATION
• CREATIVE OR ARTISTIC OUTPUT (1856)

◦ High culture = creative norms recognized by cognoscenti
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WHAT IS CULTURE?

• GROWTH OR CULTIVATION
• CREATIVE OR ARTISTIC OUTPUT
• GROUP BEHAVIORS OR BELIEFS (1860)

◦ Ethnic culture = collective norms with racial or national overlay
◦ Local culture = collective norms with geographic overlay

HHA 2018



WHAT IS CULTURE?

• GROWTH OR CULTIVATION
• CREATIVE OR ARTISTIC OUTPUT
• GROUP BEHAVIORS OR BELIEFS
• INTERACTION OF CULTURES (1892 and 1935)

◦ Intercultural = interactions between different cultures
◦ Multicultural = diversity of cultures existing simultaneously
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WHAT IS CULTURE?

• GROWTH OR CULTIVATION
• CREATIVE OR ARTISTIC OUTPUT
• GROUP BEHAVIORS OR BELIEFS
• INTERACTION OF CULTURES
• INTERNAL FORCES ON BRAND (1940)
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WHAT IS CULTURE?

• GROWTH OR CULTIVATION
• CREATIVE OR ARTISTIC OUTPUT
• GROUP BEHAVIORS OR BELIEFS
• INTERACTION OF CULTURES
• INTERNAL FORCES ON BRAND
• EXTERNAL FORCES ON BRAND (1975)

◦ Inbound = your product or brand influenced by external culture
◦ Outbound = your brand becomes part of popular culture
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WHAT IS CULTURE?

• GROWTH OR CULTIVATION
• CREATIVE OR ARTISTIC OUTPUT
• GROUP BEHAVIORS OR BELIEFS
• INTERACTION OF CULTURES
• INTERNAL FORCES ON BRAND
• EXTERNAL FORCES ON BRAND 

How do we make sense of all this?
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CULTURAL CONTENT

Culture is...

The shared meanings of a group of people…

Transmitted by words, literature, and institutions…

Passed from person to person…

And passed down from generation to generation…

Oxford English Dictionary
Merriam-Webster Dictionary
Grewal and Levy, Marketing
Bradford Hudson
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“Only connect! That was the whole of her
sermon. Only connect the prose and the
passion, and both will be exalted, and human
love will be seen at its height. Live in
fragments no longer.”

E.M. Forster (1910) Howards End



HHA 2018Adam Kirsch (2010) “The Prose and the Passion,” New Republic, July 13

“Only connect! That was the whole of her
sermon. Only connect the prose and the
passion, and both will be exalted, and human
love will be seen at its height. Live in
fragments no longer.”

E.M. Forster (1910) Howards End

“The epigraph to Howards End seems to
capture the leading idea of all his work – the
moral importance of connection between
individuals, across the barriers of race,
class, and nation.”

Adam Kirsch, Columbia University
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CULTURAL CONNECTION

What facilitates the connection? What makes it operative?
• Physical, emotional or cognitive
• If physical, then activated through visual or hormonal stimuli
• If emotional, then reaction to physical or cognitive stimuli
• If cognitive, then activated by symbols that represent content
• What is that content?
• Experience or culture

PHYSICAL

EMOTIONALCOGNITIVE
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CULTURAL CONTENT

• THOUGHTS
◦ Ideas
◦ Facts
◦ Beliefs
◦ Superstitions
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=≠
10 years

2008 - 2018

200 years
1818 - 2018

100 years
1918 - 2018

WHAT IS HISTORY?

• Narratives or stories
• Record of the past
• Analysis of change over time
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Turn down
High tea
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CONNECTIONS BETWEEN TOURISTS AND CULTURAL ARTIFACTS
• Apartments removed from public sphere
• Hotels are part of public sphere
• Tourists can immerse themselves in cultural artifact
• Traditional hotel is cultural experience

◦ European and American historical norms
◦ Disappearing standards and skills
◦ Formality and ritual

CONNECTIONS BETWEEN TOURISTS AND LOCAL PEOPLE
• Relationship marketing with guests

◦ Your staff are local
◦ Facilitating interactions
◦ Managed carefully to avoid overload or safety concerns

Guided tours of hotel or neighborhood
Curated experiences inside hotel
Lunch with house historian
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Authentic AuthenticArtificial
Disconnected

AIRBNB HOSTLOCAL CULTUREYOUR HOTEL



HHA 2018

AIRBNB HOSTLOCAL CULTUREYOUR HOTEL



HHA 2018

Genuine Authentic Authentic

Experience Experience
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Inferior
Experience

Superior
Experience

Inferior
Utility

Superior
Utility

Genuine Authentic Authentic

AIRBNB HOSTLOCAL CULTUREYOUR HOTEL
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WHAT IS CULTURAL BRANDING?

• Name and logo are symbols that activate mental associations
• Brand is a meaning system
• Complete identity of your hotel in past and present
• Behavioral phenomenon blending company identity with consumer identity
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CULTURAL BRANDING
• Marketing approach involving culture
• Interrelationship your hotel with culture
• Symbiotic process inbound and outbound

UNIQUE ARTIFACT
• Your hotel is genuine cultural artifact
• Unique and defensible
• Differentiation and competitive advantage

COMMUNITY FOCAL POINT
• Your hotel is symbol, centerpiece and rallying point for

authentic travel experiences that millennials hope to achieve

IMMERSIVE EXPERIENCE
• Why stay at apartment and venture into local culture as an observer…

if you can stay at a historic hotel and become part of culture?

HHA 2018
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