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AIRBNB.COM


http://AIRBNB.COM

HOW AIRBNB STARTED ...

Or How 3 Guys Went From Renting Air Mattresses To A 10 Billion Dollar Company
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II‘II Funders and Founders based on reports in Telegraph, WSJ, and The Atlantic



3 friends some extra space

...looking for an idea
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AirBed & Breakfast

Forget hoteis

Stay with a local
when traveling.

You can sty in 478 cities I 62 countries

Where are you going?

Crech in 5 Chack out . Guesw

(memdd ivryy e i Pyvvy (1 Search

SonUpiSgnin  Post a Room
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AianB A new way to trave NS ok 1000

Find a place to stay.

Rent nightly from real peopie in 753 cities in 72 countries.

Where are you going?

Check in Check out Guests
mm/dd/yyyy mm/dd yyyy Loss$

* Hip Fun Areal” - New York, NY <l
$89/night

San Francisco, CA
Rooms from $28/night

Paris, France
Rooms from $20¢night

Frances & Greg, Los Angeles Washington DC
Recently reviewed From $10/night

Asseenon:  CNN]  EheNewjork@imes TechCrunch Rlairaniasrd  THEWALLSTREETJOURNAL ,]’8%

About | FAQ  Contact Terms & Privacy Biggest Deals: New York San Francisco | Paris | Join us on: Twitter  Facebook



QAVRY  Travel Tke ahuman

Find a place to stay.

R gty al paogie in 1234 alses In B4 countries

Where are you going?

Cheet in Choos out Guests
men (A yyyy eendd yvey 1 &

*Gulinness Guestroom|® - Dublin, Ireland i
tinight

PARIS | MIAM
839 ' ‘

I
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N
NBC

Asseenon: CRN  EheNewlorkBimes TechCrunch Dlatranrd  THEWALLSTREET JOURNAL

About  Blog Melp AnbContact  Terms A Privacy  BipgestDealss New Yok San Francisco  Parls | Joinuson: Twiier | Facetook
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Dlscover save, and share your favorite
WISH “SIS A places on Airbnb.
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SignUp Login Helpww List Your Space

-
—~
~

WELCOME HOME .

Rent unique places to stay from local hests in190+ cc;untries.

M}wcrc do you want to go? Check In Check Out 1Guest v Search




Growth Journey Snapshot

2008
i B AirBnB

Existence

Survival
* Rent out home with  « Invites co-founder
air mattress to build website
*Creates a simple «Launches
website unsuccessfully at
«Realises business SXSW
potential *Innovates and sells

cereal to promote
Airbnb

*Gets first funding

fromY combinator

wwmw

ravel (ke 2 humar

Growth
«Partners with
professional
photographers
*Doubles revenue
with in weeks
*Raises $60,000
from Squoia
« Expands
internationally

2014

ati - Q)

Consolidétion

«Grows rapidly
internationally

«Faces many Legal

Maturity
*Rebrands to ‘belo’
logo and ‘Belong
anywhere' slogan

and financial *Rises to larges
battles hospitality service
*Security scandal provider in the
+Valued at $1Bn e
- Secures multiple . Controvgrsues and
top tier investors ege; 15su6s

continues



Designed for:

The Value Proposition Canvas

Do they...

Do something customers are looking for?

Create savings that make your customer happy?
(eg.good design,guarantees, specfc or more feature, )

(et interms of time, money and efort,

Fulfill something customers are dreaming about?

your customer expects or that go
(g helpbig acievements, produce bigeles,

Produce outcom
beyond their expectations?

evel, more of something, less of somethin

Produce positive outcomes matching your customers

success and failure criteria?

(e better performance, lower cost, )

Copy or outperform current solutions that delight your
customer?
g specific features, performan

o Help make adoption easier?
Mak (e lower cost, less investments, lower risk, better quality,

(e fatter learning curve, usability, accessibility,

your customer’s job or life easier?
nore services, lower performe

e, design, .)

costof ownership, ..

Create positive social consequences that your
customer desires?

(e:g makes them look good, produces an increase in power, status, .)

i =

Products & Services

Buyer
(e productsand servics hat help cust

mers compare offers,

decide, buy, take delivery of ctor service

Co-creator

(e products and services that help custo

jons, otherwise contribute value to the o

Transferrer
(et products and services t

 help customers dispose of

a product, ransfer it to athers,or resell

Products and services may eiher by tangble (eg, manufactured goods, face-t
taljvirtual eg, dowrloads, online e

s, qualty assurance), o financial(eg

Pain Relievers

emations, undesired costs and ituations, and isks

Produce savings?

e interms of time, money,or efforts, .)

Eliminate risks your customers fear?
g financial, socal technical risks, or what wrong.)

Help your customers better sleep at night?

Make your customers feel better?
shing conc

at give them a headache, .)

or el

e by helping with big isues, d wating wor

e kil frustrations, annoyances, thing

Limit or eradicate common mistakes customers make?

(e:g usage mistakes, .)

Fix underperforming solutions?
ter qualiy, )

(e new features, bette performance,

Put an end to difficulties and challenges your Get rid of barriers that are keeping your customer
customers encounter? from adopting solutions:

(e.g.make things easier,helping them get don, climinate resistance, .) (e lower or no upfront investment
resistance o chang

sts, flatter learning curve, less

Wipe out negative social consequences your
customers encounter or fear
(e loss oface, power,trus, o status,.)

Use in Conjunction with the Business Model Canvas

Dy Mouh  ver

Oon:

Designed by:

Iteration:

Which savings would make your customer happy?
(e.g in terms of time, money and effort, ...)

What outcomes does your customer expect and what
would go beyond his/her expectations?

less of something ) ark each gainac

(e qua 1, more of somethin

How do current solutions delight your customer?

(e specific fea

What would make your customer’s job or life easier?
(e fatte services,lower cost o ownership,

learning curve, mor

W
customer des
(e.5:makes them look good,increase in power, status, )

hat positive social consequences does your

re?

What are customers looking for?

(e good design, guarantees, specific or more featu

What do customers dream about?

Gains = - =
T Customer Job(S) ) mmm

i includes funcional iy, soil g, positve emotions,andcos s What would increase the likelihood of adopting a solution?

(e Tower cost ess investments, lower risk, better qu

design,

What fisnctional jobs are you helping your customer get done?
fc problem,

(e perform or complete a specific task, solve a spe

What social jobs are you helping your customer get done?
(e tyingtolook god, gain power or satus

What emotional jobs are you helping your customer get don
e

esthetics, fel good, security,

What basic needs are you helping your customer satisfy?

e communication, sex,

What does your customer find too costly?

ime, costs too much money,requivessubstantial efforts,..)

Buyer (eg tryingto ook sod, ain power orsatus, ..

(e takes ot of

Co-creator (eg esthetcs feel good,sccurity,..)

What makes your customer feel bad?
sive them a headache,

Transferrer (e.g. products and services that help customers dispose
of aproduct, transfer it to others,or resell,.)

(e frustrations, annoyances, things th )

How are current solutions underperforming for
your customer?

(e lack of features, performance, malfunctioning

What are the main difficulties and challenges
your customer encouriters
derstanding how things work,diffic

Outline in which specific context a job
is done, because that may impose
constraints or limitations

(e while driving, out.

[ s getting thi

resistance, .)

What negative social consequences does your
customer encounter or fear?

(e oss offe, power,

What risks does your customer

What's keeping your customer awake at night?

(e bigissues, concerns, worrics,..)

What common mistakes does your customer make?

(e usage mistakes, .)

What barriers are keeping your customer from
adopting solutions?

tance to change, .)

observe

Copyright of Business Model Foundry GmbH
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PROBLEM/SOLUTION
FIT.

Validating Validating
Problem Solution
Do they care? Does our solution solve their
Do they need it? problem?
Do they have budget for it? Do they understand our solution?

Who really is “they”? Would they pay for it?



Testing the circle

Provide evidence
showing “what”
customers care
about (the circle)
before focusing on
“how” to help them
(the square)




“The hard part is finding the
problem to solve.”

Kevin Systrom
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When i say problems i mean Jobs to be Done

P -
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“Job to Be Done” o

Products are bought because o

they solve a “job to be done”.

Therefore not every
“problem” is “negative”. o~
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Testing the square

Products
& Services

| g

Gain Creators

22

SR ose™

Test card

£5'S
e
qer s eve et

: 3 pel
Pain Reliey ¢

a0
aners®"
ode!
s
s

Provide evidence
showing that your
customers care
about how your
products and
services Kill pains
and create gains









Product/Market Fit
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LOWER-fidelity HIGHER-fidelity







Why should you do landing
page tests?

= Understand your customer acquisition

= Little investment required
= No coding needed
= No product needed
= Little time
= Little $$



WHAT IS A LANDING PAGE?
JUKELY

The best way 10 dxscover
| get 3

Reserve your username and ©

eeeeeee

:
SINGLE WEB PAGE DESIGNED TO TURN VISITORS INTO CUSTOMERS

?/




c

our landing page stand out!
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TRE IDEAL PAGE

WHAT DO GREAT LANDING PAGES HAVE IN COMMON?



Never simpler. Turn visitors into leads and grow them into customers.

Our RERssl e EenGIEY have used KickofflLabs to add over iEloNe e N A== e o




Get started today’!

Enter your email

Choose a password

__ SonUpFREE

CLEAR CALL TO ACTION



g S e>repc rter

Source or sell news. /

TAGLINE

COULD YOU TWEET YOUR ELEVATOR PITCH?




INCENTIVE

Get first dibs on new arrivals and sales
at your local boutiques!

We'll let you know when we're ready.

Spread'the word.

e Oma

© 2012 i3

WHY SHOULD' | SIGN UP?



IMAGES OR VIDEC

wilL () (>
YINEOCDRS] m
INGOLE SEQUENZE E CLASSI INTERE

STIAMO PER LANCIARE IL NOSTRO NUOVO SITO! \
Scrivi qui la tua mail e Q(\, ®
riceverai | nostri video di yoga non appena Q)
saranno pronti

ey

{
¢

Condividi la tua passione per lo Yoga

Tutto in dafiano-} | m- -

La Scimmia Yoga® 2012 Facebook Privacy

THAT COULD STAND ON THIER OWN




SKIMMABLE COPY

FIRST AND LAST SENTENCES COUNT MOST




WHY SHOULD | TRUST YOU?

s our client had 1,500 signups to the serwc

uW’thIn 7/ day ‘
Y ConverS!On rate off'“;. i

OTHER PPC spend and an very health

- Casey John Ellis

TRUST FACTORS




Mind -

A smarter way to have a

conversalion on your ipad
More about MindMeld

How to use MindMeld

MindMeld for the iPad is coming soon to
the App Store. Sign up for early access

r ' i

Enter your email a0gres: It
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me.0.57j60j0I3j62.

=I'm+sorry+flowers@ag= f&oq=I'm+sorry+flowers&ags=chro

https [ Iwww.google.com/search?q

Search Images Mail Drive Calendar Sites Groups Contacts More ~
. > \
D ,)8\& I'm sorry flowers ’
-
Web images Maps Shopping More Search tools
Ads related to I'm sorry flowers ® Ads @
FTD® Flowers for $19.9
www. ftd.com/
Guaranteed Delivery on our Fre
Flowers. Up to 25% Off - Ordei

Apology Flowers | ProFlowers.com

www.proflowers.com/
xR 5,076 reviews for proflowers.com
Send Beautiful Flowers to Convey Your Feelings, from Just $19.99.
0
www.bloomstoday.com/
Join Others Who Have Saved 507

Free Delivery Birthday Flowers
Chnstmas Flowers

20% Off

THE BEST LANDING PAGES ARE

TARGETED




master data managem... X A

Master Data Management ads @
www.kalido.com/Master-Data

Master your data and gain control and insight.
Free white paper.

- Are you delivering on your I— N
promise? \

- Are you maintaining visual e - ;@
continuity in your banner
advertising?

FREE Managing Master

that Supports Aata QOvernance across the enterprise FRLE WWTE PAPER
Download the white paper 1o learn more about how “mm Master Data with
- Do your words and phrases T o e s g
appication thal enables business peopie 10 Vo —
collaboratively define. conscldate. authorize. publish ———
* govern and maintan master data
match pre- to post-click? B
o bt Thame

Ve - o

‘We reflocted a sales force realignment within
months, when & proviously would have taken us 9-12 PP —p————

months. Overall, with Kahdo 4" re reakzng cost Prrcacy Poke)
savings of $1.5M every yoar
Mike Stanton, Director of BV, Emsal
Your organization will see similar significant
impact from Kalido MDM.
G © St VL AP et | Py oy | e e e

Better message match is probably the single

greatest tactical improvements you can make!
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100 PEOPLE & 22 SIGNUPS = 22% CONVERSION RATE
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