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Introduction
The rise of Home Sharing Platforms
The advent of internet paved the way for short-term rental market to scale up and move online…

Rapid growth of
commercial airlines
led to a boom in
the travel industry.
This led to an
increase in the
hotels around city
centres.

Short-term rental is
not new. They have
been around as
early as 1950 where
homeowners list
their spare rooms in
newspaper ads.

First dot com era.
Travel websites with
online reservation
capabilities
emerged.

Increasing
popularity of travel
forums and meta
search models.

Airbnb was
launched. iOS SDK
and Android was
made available,
allowing travel
companies to
engage customers
directly via mobile
apps.

Worldwide internet
penetration rate
increased from 30%
in 2010 to 56% as
at Mar 2019. The
online travel market
boomed.

In the 1920s, the travel industry boomed due to the rapid growth of commercial airlines.
Hotels started to sprout around city centres and became the travel accommodation of choice.
While short-term rentals1 as a travel accommodation choice has recently become more
popular, it certainly is not new. We found that short-term home rental activities have been
around as early as 1950s where homeowners would list their spare rooms or entire house on
newspaper ads as an alternative to hotel stays. However, the advent of the internet has paved
the way for the short-term rental market to move online and scale up fast.

The rapid rise in
internet penetration
increased accessibility
to online content

During the ﬁrst dot com era in the 1990s, we saw travel websites with simple online reservation
capabilities emerging. In the 2000s, travel forums and meta search models became more
popular, with TripAdvisor leading the way for two-way communication where users would
share their travel experiences with other users online. In the 2010s, worldwide internet
penetration rate jumped from 30% in 2010 to 56% in Mar 2019, with China growing at the
fastest pace at 24% CAGR versus 13% CAGR for the World and 18% for Asia Paciﬁc over
2000-2016. Increasing internet penetration led the way for the sharing economy to take off,
and home sharing platforms like Airbnb and HomeAway, emerged towards the end of the
last decade.
Home sharing platforms made it easy for homeowners to list their apartments or spare rooms
online and enabled private homes to compete in the travel accommodation mix. Today,
travellers no longer just consider hotels when looking for a place to stay. They now enjoy
a wider range of travel accommodation choices, ranging from professionally-run hotels to
exotic and unique experiences offered on home-sharing platforms.
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Internet Penetration Rate (%)

Source: The World Bank
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Home Sharing Platforms
Around the World
Home Sharing Platforms and the tourism pie
We believe that growth of home sharing platforms has helped enlarged the tourism pie, by
offering travelers more supply and choices. The home sharing platform and the short-term
rental sector started to grow more prominently after the year 2010 and we see the same
upward trend in the number of tourist arrivals for many countries.
Tourist arrivals in the United States from 2000-2010 grew by 2% CAGR, and picked up to
4% in 2010-2017. For Australia, the growth was 2% and 6% while Japan recorded 6% and
a robust 19%, and Thailand’s increased 5% and 12% during the respective time periods.
Home Sharing Platforms have helped enlarged the Tourism Pie
US Tourist Arrivals (Millions)

AU Tourist Arrivals (Millions)

JP Tourist Arrivals (Millions)

TH Tourist Arrivals (Millions)

Source: The World Bank
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North America and Europe: Short-term rentals
an increasing popular option
North America, Europe
and Asia equally sized
in global US$587B
hotel sector in 2018

While the short-term rental market has grown rapidly in recent years, hotels continue to be
the main travel accommodation choice. Globally, the market size of the hotel sector versus
the market size of the short-term rental sector in 2018 was US$587bn against US$101bn
respectively.
Broken down by region, Asia, North America and Europe2 are the three largest in the hotel
industry and similar in terms of market size – US$159bn for Asia, US$164bn for North
America and US$162bn for Europe. This meant that they each command about 27% to
28% of the global market for a combined market share of 82%.
Market Size of Hotels by Region in 2018 (%)

Source: Euromonitor

Market size of shortterm rental sector is
proportionately higher
in the West

This is in stark contrast to the market size for short-term rentals in 2018 – US$7bn for Asia,
US$50bn for North America and US$29bn for Europe. This is likely due to the fact that
signiﬁcant home sharing platforms such as Airbnb and Home Away started in the US and
North America before moving to Europe and has only more recently started to focus in the
Asia Paciﬁc. Dividing the market size of the short-term rental sector by the hotel sector for
each region using 2018 numbers gives us 5% for Asia, 18% for Europe and 31% for North
America. As a result, hoteliers in North America and Europe feel signiﬁcantly more pressure
coming from the short-term rentals market as compared to their peers in Asia.
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A number of studies on the impact of Airbnb in the US have shown that a higher supply
of Airbnb properties led to a decrease in average revenue per room, resulting in lost hotel
revenues. A research published by Tarik Dogru, Makarand Mody and Courtney Suess in June
20193, found that a 1% increase in the number of Airbnb properties decreased the average
revenue per room by 0.02%.
2018 Retail Value of the Short-term Rental and Hotel Sector in USD’bn

Source: Euromonitor

Asia: Growth in short-term rental options set to
accelerate
Asia is smaller than
North America and
Europe but growing
faster in the US$101B
global short-term rental
sector

Hoteliers in Asia are likely to feel the presence of home sharing platforms more markedly
in the years ahead. In the year 2013, the market size of Asia’s short-term rental sector
(US$1.4bn) was only 5% the size of North America’s and 7% of Europe’s short-term rental
sector. Based on latest actual ﬁgures, the 2018 market size of Asia’s short-term rental sector
(US$7.4bn) grew to 15% of North America’s and 26% of Europe’s short-term rental sector,
indicating very rapid growth in the last ﬁve years.
Retail Value of Short-term Rental in USD’bn

Source: Euromonitor
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Although Asia’s short-term rental sector is comparatively smaller than North America and
Europe, it has been growing at a strong CAGR of 39%, compared to 12% for North America
and 7% for Europe from 2013-2018. Looking ahead, the growth rate is projected to be
27% CAGR for Asia, 9% for North America and 7% for Europe over the period 2019-2023
according to Euromonitor.
Assuming Asia’s short-term rental sector continues to grow at 27% y-o-y beyond 2023, and
Europe at 7%, the market size of Asia’s short-term rental sector is set to overtake Europe’s
by 2026.
Breaking down Asia’s short-term rental sector by country, the main country contributing to
this huge growth in Asia is China which we will discuss later in this report.
This comes as no surprise when we look back at the speed of growth of China’s internet
penetration rate at 24% CAGR from 2000-2016, reaching 53% in 2016 compared to 41%
for Asia as a whole in 2016.
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Case Study: Airbnb
The world’s largest home sharing platform
Airbnb owns 27% of
the US$101B global
short-term rental sector
in 2018

Airbnb is the world’s largest home sharing platform by market share commanding 27%
of the US$101bn global short-term rental sector in 2018, with HomeAway second at
18%. HomeAway was founded in 2005 and acquired by Expedia in 2015 for US$3.9bn,
and recently rebranded as Vrbo (pronounced VER-bo) in early May 2019, a brand that
HomeAway acquired back in 2006.

Home Sharing Platforms 2018 Market Share^ in Global Short-term Rental Sector

^Market share refers to the proportion of a company’s revenue to the total retail value of the sector
Source: Euromonitor

Airbnb continues to
dominate the global
short-term rental sector

Despite the fact that Airbnb was only established in August 2008, several years after
HomeAway, Airbnb pulled ahead of HomeAway in terms of market share in 2014. These
two names currently dominate the short-term rental market with a combined market share
of 45% globally, according to data from Euromonitor. Both operate on a global scale while
other players such as Tujia operate predominantly in a single market (in this instance, China).
Based on Euromonitor, half of the global short-term rental sector remains untapped by
major home sharing platforms and this suggests large room for growth for existing and
new players.
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Home Sharing Platforms Market Share^ in Global Short-term Rental Sector

^Market share refers to the proportion of a company’s revenue to the total retail value of the sector
Source: Euromonitor

Inventory size larger than the world’s 5 largest
hotel chains combined
By inventory size, Airbnb is also the world’s largest travel accommodation player, at 5 million
room listings (or 6 million room listings according to Skift as at March 2019). This is larger
than the world’s 5 largest hotel chains (Marriott, Hilton, Intercontinental, Accor and Choice
Hotels) combined. In fact, the next two largest home sharing platforms, HomeAway and
Tujia, also have more room listings at 2 million and 1.4 million respectively, than the largest
hotel chain Marriott.
While hotel rooms are available 365 days a year, room listings on home sharing platforms
are generally available for a limited number of days each year, especially in areas where
residential home listings for short-term rental are regulated.
Marriott International is the largest hotel chain in the world, with 30 brands and over 7,000
properties in 131 countries and territories globally. As at 31 March 2019, it owned or leased
63 properties with 17,010 rooms, managed 2,035 properties with 559,569 rooms, and
franchised or licensed another 4,905 properties with 756,156 rooms. Marriott has another
475,000 rooms in the development pipeline.
Hilton Worldwide Holdings’ portfolio as at 31 March 2019 includes 5,757 properties with
923,110 rooms in 113 countries and territories, including 689 that are managed and 4,947
that are franchised (for a total of 893,494 rooms), with 68 owned or leased properties. It
has 15 brands in its portfolio.
Intercontinental Hotels Group’s portfolio as at 31 March 2019 includes 5,656 hotels with
842,759 rooms in over 100 countries, including 582,607 rooms that are franchised, 253,815
rooms that are managed and 6,337 rooms that are owned, leased and managed leases.
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Intercontinental has another 278,712 rooms in the development pipeline.
Accor Hotels’ portfolio as at 31 March 2019, includes 4,835 hotels with 709,945 rooms in
over 100 countries. This includes 46,038 rooms that are owned and leased, 424,505 rooms
that are managed, and 239,402 rooms that are franchised. Accor has another 200,000
rooms in the development pipeline.
Choice Hotels is primarily a hotel franchisor with franchise agreements representing 7,005
operating hotels and 1,104 hotels under construction. As at 31 March 2019, Choice has
673,737 rooms in over 40 countries, mainly in the United States.
Approx. Inventory Size* of Home Sharing Platforms (in Millions)

Home Sharing Platforms
Approx Inventory Size of Hotels (in Millions)

Traditional Hoteliers
Note:
*Inventory size refers to the number of rooms listed on its platform. According to Skift, Airbnb has more than 6M listings as at Mar 2019.
Source: Individual companies’ website retrieved in Apr 2019
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Vertical and horizontal expansion to broaden its
customer base
Who is Airbnb and how
did it manage to grow
so quickly?

Founded in 2008, Airbnb started as a website for couch surfers. Today, it connects 50+
million guests and 1.5+ million hosts across 34,000+ cities in 190 countries. It has 5+ million
rooms (or 6+ million rooms as at March 2019 according to Skift).
Over the years, Airbnb has reinvented itself from where it ﬁrst started – a website for couch
surfers to offering a wide array of travel accommodation options, and local tour experiences.
In 2015, Airbnb for Work was launched, and aims to offer work-friendly homes, spaces to
collaborate for meetings and team-building offsite locations.
In 2016, Airbnb Experiences was launched. Experiences allows hosts to offer tours and
events to guests. From cooking, music or art classes, to outdoor adventures which allow
guests to explore the neighborhood with a local guide.
Airbnb Friendly Building Program was also launched around the same time with the aim
of getting the incumbents in the private residential space to support short-term rental.
Landlords not allowing subletting is not unheard of as it comes with higher risk and no
additional proﬁt to the landlords.
Airbnb realises that in order to increase its inventory size and bypass the conﬂict around
home sharing, it needs the support of landlords and residents. With this program, Airbnb
initiates open discussions and get stakeholders to come to an agreement on short-term
rental rules. Airbnb then offers a proﬁt-sharing scheme to landlords to get their buy-in,
thereby allowing tenants to list their apartments on Airbnb.
In 2017, Airbnb Restaurants was launched through a partnership with Resy. This partnership
enables guests to make reservations with Resy’s selected local favourites and award-winning
restaurants.
In 2018, Airbnb Plus was launched. Airbnb Plus offers a collection of ‘hotel-like’ homes
vetted in-person by Airbnb for quality of service and design.
In June 2019, Airbnb Luxe was launched, a brand that aims to offer the world’s best
accommodations.
Aside from private residential, Airbnb plans to take on the role of Hotels’ online distribution
channel. It does this by charging only 3-5% commission fees. In addition, Airbnb’s partnership
with SiteMinder enables booking information to be connected to a hotel’s existing property
management system, allowing easier transition.
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Most interestingly, Airbnb is partnering Newgard, a multifamily housing developer to build
14 different apartment complexes by the end of 2019 under the “Niido Powered by Airbnb”
enterprise brand, designed for home sharing in the United States.

Evolution of Airbnb

2008
Airbnb.com was launched. It reached
its 10 millionth booking in June 2012.

2016
Airbnb Experiences. Allows hosts to
offer tours and events to guests, from
local cuisines to outdoor adventures.
Airbnb Friendly Building Program.
To allow tenants to list on Airbnb by
getting stakeholders to establish rules
on short-term rental under this proﬁtsharing scheme.

2015
Airbnb for Work. Expanded
into business travel, offering
work-friendly homes, spaces to
collaborate and team-building
experiences.

2017
Airbnb Restaurants. Partnered
with Resy, enabling guests to make
reservations with Resy’s selected
local favorites and award-winning
restaurants.

2018
Airbnb Plus. Offers a collection of
‘hotel-like’ homes vetted in-person
by Airbnb for quality of services and
design.
Airbnb as Hotels’ Online
Distribution Channel. Partnership
with SiteMinder enables booking
information to be connected to hotels’
existing property management system.
Partnership with Property
Developers. Launched a brand of
residential complexes called “Niido
Powered by Airbnb” designed for
home-sharing.
Backyard by Airbnb. A team set up
to design new ways of building homesharing spaces.

2019
Airbnb Luxe. Offers pristine, expertly
designed homes with luxury amenities,
services, and a dedicated trip designer.
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Widening product
offerings and disrupting
players on all fronts

Considering the range of product offerings that Airbnb has launched in recent years, it
is apparent that Airbnb will disrupt all players in the travel eco-system – from hoteliers to
Online Travel Agencies.
Airbnb for Work and Airbnb Plus aim to provide consistent quality and ‘hotel-like’ rooms,
which is largely similar to offerings from traditional brands like Novotel and Mercure. Airbnb
Luxe aims to provide world-class accommodation and villas. This segment will compete
head-on with players like the Banyan Tree and Shangri-La.
Niido Powered by Airbnb aims to provide home sharing apartment-style residentials, similar
to what players like Ascott and Frasers are offering.
As Airbnb continues to work its way towards becoming an end-to-end travel platform,
Online Travel Agencies like Expedia and Booking will be affected as well.
It is clear that Airbnb is building its way to be a major player in the Travel Ecosystem.

Diversiﬁcation of conventional product offerings

Airbnb Plus
Providing consistent
quality and ‘hotel-like‘
rooms

Airbnb Luxe

Niido Powered
By Airbnb

Airbnb

Providing world class
accomodations and villas
with concierge services

Providing home-sharing
residentials

Travel Ecosystem Play.
Providing an end-to-end
travel platform

Disrupted Brands

Existing

Upcoming
Source: Forbes, Tech Crunch, Bloomberg and other news sources
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Providing solutions to
“Where you stay, What
you do, and How you
get there”

When we track the company’s choice of acquisitions and initiatives over time, it is evident
that Airbnb aims to become an end-to-end travel platform that provides solutions to
everyone on Where you stay, What you do, and How you get there.

Airbnb acquisitions and strategic investments
1

Offers tours and
activities hosted by local
insiders in EU

1

2
Sep 2016

3
Feb 2017

2

3 Offers travel services to
people with mobility
difﬁculties

5 Rent short-term
meeting spaces

4
Nov 2017

Offers personalized and
full-service private villas

5
Dec 2018

4 Offers property
management services
for short-term rental
hosts

7

Covers close to 500K
rooms in 8 countries
incl. India and China

6
Jan 2019

7
Mar 2019

Apr 2019

6 Find and reserve sameday hotel rooms and
last-minute deals

Source: Tech Crunch

Below is a summary of the companies Airbnb has acquired or has a stake in.

1. Where you stay
Luxury Retreats offers personalised and full-service private villas. Airbnb leveraged
on Luxury Retreats’ network to launch Airbnb Luxe in June 2019.
Accomable offers travel services to people with mobility difﬁculties.
Luckey Homes offers property management services for short-term rental hosts.
This acquisition seems to hint that the company may move towards taking on a more
active role in providing property management services, which helps to make hosting
easier and also helps to increase the quality of its room listings.
Gaest.com comes hand-in-hand with the idea behind Airbnb for Work. Gaest offers
short-term meeting spaces.
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Hotel Tonight helps last minute travelers to ﬁnd and reserve same-day hotel rooms
and deals.
OYO is the Airbnb equivalent in India, but its listings consist of mainly budget hotels
and has more than 500,000 rooms in India, China, Malaysia, UAE, Nepal, and
Indonesia.

2. What you do
Trip4Real offers tours and activities hosted by local insiders in Europe. This acquisition
took place around the same time when Airbnb launched Experiences in 2016.

3. How you get there
The company has yet to make signiﬁcant progress on “How you get there” but
recently hired former CEO of Virgin America, Fred Reid, in Feb 2019 to head Airbnb’s
global transportation efforts. This is likely to lead to Airbnb also offering its customers
transportation options, further integrating into the travel experience.
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The Rise and Evolution of
Home Sharing Platforms in
Asia
Focus on Asia Paciﬁc
Asia’s short-term rental
sector is projected to grow
to US$25bn by 2023

The focus on Asia’s short-term rental sector is on the three largest markets – China,
Thailand, and Japan. Unsurprisingly, these three countries are also Asia’s largest tourism
markets with China having the largest market share.

China will continue to
dominate Asia’ shortterm rental sector

In 2018, China commanded close to 60% of Asia’s relatively small but fast growing shortterm rental sector worth US$7bn. China’s short-term rental sector grew at 54% CAGR
from 2013-2018 and is projected to grow at 34% CAGR during 2019-2023 according to
Euromonitor. This is much faster when compared to other countries in Asia, and Japan
and Thailand.
Market Size of Short-term Rental Sector in Asia in USD’bn

Source: Euromonitor

Japan’s short-term rental market took a huge hit between 2017 and 2018, falling from
US$1bn to US$0.67bn, following a new home-sharing law requiring hosts to register with
the authorities. In June 2018, Airbnb voluntarily removed 80% of its room listings in Japan
that had not obtained permission from Japan’s local authorities to operate a week before
the law for home-sharing came into effect. Euromonitor hence projects the market to
expand by a much slower 5% CAGR from 2019 to 2023.
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Thailand does not have any speciﬁc restrictions on the short-term rental market, and its
short-term rental market has grown by a strong 37% CAGR during 2013-2018 and is
projected to grow at 16% CAGR during 2019-2023 to reach US$1.3bn by the end of 2023.
Aside from the rise in the number of internet users, home sharing is thriving in China
because the national building boom left a glut of empty apartments. Consequently, this has
led to real estate and property investors turning to home sharing platforms to rent them
out. According to Tujia’s CEO, there are about 50 million vacant houses in China as at Feb
2019, and this represents a huge supply for the short-term rental sector in the country.

Up and rising regional players
In Asia, Airbnb remains the largest home sharing platform by market share at 30% in 2018,
a drop from 34% in 2017. This is mainly due to the aggressive growth of home sharing
platforms in China where Tujia’s market share in Asia’s short-term rental sector shot up from
11% to 14% between 2017 and 2018, and Xiaozhu’s grew from 8% to 12% over the
same time period.
Looking at Asia’s largest short-term rental market by country, the market share of the same
players shows a similar trend. Tujia is the market leader in China’s US$4.3bn short-term
rental market in 2018 with 25% market share, followed by Xiaozhu, which has seen an
exponential growth in market share from 10% in 2016 to 22% in 2018. Airbnb on the
other hand, only has 7% of China’s short-term rental market as at end-2018 and is much
weaker in China as compared to other geographies in which it has a presence.
Tujia, backed by Ctrip, and Xiaozhu backed by Alibaba, are China’s two largest home sharing
platforms. Airbnb, also known as 䊂⿍怟 ’Aibiying’ in China, does not have a strong backer
in China and will have to learn how to navigate around the local, provincial and national
policies if it wishes to continue expanding in that segment in China.

What is the strategy
behind China’s
largest home sharing
platform?

Tujia sets itself apart from Airbnb by having both C2C and B2C business models. Most home
sharing platforms like Airbnb have adopted the C2C (consumer to consumer) business
model where listings are posted and managed by hosts.
Tujia’s B2C model (business to consumer), as Tujia’s CEO puts it, aims to help idle houses
realise their value by acting as an agent and by providing property management services
such as house preparation, packaging, online launch, operations, sales, and house cleaning
services. As at Feb 2019, Tujia’s ‘agent business’ manages c.10,000 units across 100 cities
in China. This may potentially be a path for home sharing platform players to embark on to
grow their business, helping asset owners unlock asset value and increasing property yield.
Out of Tujia’s 1.4 million listings, 400,000 are located outside China in countries frequented
by Chinese tourists.
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Market Share of Home Sharing Platforms in Asia’s Short-term Rental Sector

Source: Euromonitor

Beyond just cheap pricing
Despite hotel rates in Asia falling by ~3% CAGR during 2012-2018, short-term rentals
were on average US$7 per night cheaper than hotels4. Excluding Japan, Hong Kong and
Singapore, short-term rental is on average US$22 cheaper per night than hotels.

Countries with higher
short-term rental
average daily rates
seem to have a wider
product offering

Interestingly, the short-term rental average daily rate (ADR) can be much higher than the
hotel ADR in countries where home sharing platforms like Airbnb have a wider product
offering. This suggests that Airbnb’s competitive advantage in these countries like the UK,
US, and Australia is being able to offer a superior and unique experience when compared
to other travel accommodation choices.
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Short-term rental average daily rate (ADR) vs. Hotel ADR in US$

Wider product offerings
Note:
Estimated ADR differ within country by cities. Estimated ADR for both hotels and short-term rentals are by rooms/ listing and not
adjusted by size and type of listing.
ADR for short-term rental sector looks at all short-term rental listing, not just Airbnb. Also includes players like HomeAway (now
known as Vrbo).
Source: Euromonitor and AirDNA

For example, Tony Stark’s iconic lakeside cabin featured in Avengers Endgame is listed on
Airbnb for over S$1,000 a night. You can also stay in homes that A-list actors like John
Legend, Ariana Grande and Britney Spears have stayed in for over S$10,000 a night. More
exotic and unique options like staying in treehouses or houseboats are also available. The
point is, hotels is no longer the only travel accommodation choice for travellers nowadays.
Travellers are able to choose from a wider variety of travel accommodation options at
different price points, which increases rivalry intensity in this space.
A quick response that hoteliers may take in reaction to the rise of short-term rental players is
to lower hotel rates, especially in Asia where short-term rental players have yet to command
a competitive advantage based on offering a superior experience. However, lowering prices
is a mutually destructive strategy and it is not sustainable in the long run, not just for the
hotelier but also for the market as a whole.
Therefore, hoteliers should start early and strive towards offering a superior experience that
meets the changing consumer needs before short-term rental players like Airbnb establish
themselves on that front in Asia.
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Airbnb for Work
Airbnb for Work is
gaining traction in
the West and could
replicate its success in
Asia

Airbnb for Work has gained quite a bit of traction in the West where the number of
companies using Airbnb for Work tripled from 250,000 in 2017 to 750,000 in 2018.
To expand into the business travel market, Airbnb integrated its listings with Concur (a
business travel platform owned by SAP) and forged partnerships with top earning travel
companies like Amex Global Business Travel, BCD Travel and Carlson Wagonlit Travel. These
partnerships have helped Airbnb’s bookings to be compliant with many corporate booking
systems, enabling it to scale up and lower switching costs.
Number of Companies using Airbnb for Work

Source: AIrbbnb

Asia makes up
the lion’s share of
millennials and they
welcome home sharing
accommodation

Looking ahead, millennials today are the working adults of tomorrow. According to a
McKinsey study on Asian Business Travelers published in 2016, they are 11% more likely to
choose sharing economy accommodation for business travel.
According to the Global Business Travel Association’s Business Travel Index, annual business
travel spending in China surged from US$32bn in 2000 to US$347bn in 2017 to overtake
the US as the largest business travel market, and the China market is expected to grow by
another 6.5% annually until 2022. Hence, we can expect home sharing platforms to make
a big push for market share gains in this segment in China.
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Global Millennial Population in Mn (2005-2030F)

Source: The World Bank

2017 Business Travel Spending in USD’bn

Source: Global Business Travel Association
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Where are Regulations
Heading?
Tightening regulations by Asian lawmakers
With home sharing platforms and surging short-term rentals market being a relatively new
phenomenon globally and the different pace of development in each market, regulations (if any)
differ widely across the various geographies. Furthermore, the level of enforcement also differs.
Rental cap is the most common regulatory measure adopted by regulators. A rental cap helps
to ensure that there is adequate housing supply to meet local needs. Speciﬁcally, it helps to
ensure that property owners do not rent the place out for 365 days a year, hence requiring
property owners to still stay in the property and that it remains primarily for residential use.
A minimum rental period is another regulatory feature. Countries like Singapore use this
restriction where a minimum 3-month rental period is required for private residential properties.
Restrictions of this nature help to limit stays to only longer term guests.
Other common forms of restrictions placed are:
1. Requiring hosts to apply for a business licence or permit to operate in the short-term rental
sector. This helps the regulator to control the type of players and sector growth rate.
2. Requiring either the host or the platform provider to share guests’ data either for tax
purposes or in the interest of national security.
Some cities started with having an accommodative stance but tightened up as concerns over
the impact on residential supply increased.
In 2015, Amsterdam City Council created a new category of accommodation called “Private
Rental” to enable residents to rent out their homes on short-term rental platforms, capped at
60 days per year.
However, as Airbnb expanded, the city council announced in 2018 that the number of days
permitted for short-term rental will be halved to 30 days from 2019 onwards, a step towards
tightening regulations on short-term rental to avail local housing supply for residential use.
Despite the current accommodative stance, which is partially due to regulations having yet to
catch up to developments taking place in the market, we are of the view that lawmakers in
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Asia will tighten short-term rental regulations as home sharing platforms continue to expand
their market share and inﬂuence in the region. Similar to what is taking place in the West,
where regulators have put in place various measures to regulate short-term rentals such as
placing a cap on the rental period, imposing rental tax, requiring speciﬁc licences or permits,
and/or disclosure requirements.

Navigating regulatory requirements
We have analysed some of Asia’s key hospitality markets in terms of how developed its
regulatory framework is with regards to the short-term rental market, and how restrictive the
short-term rental market is.
1. Level of development is considered if there is to begin with a regulatory framework
in place in the country. If short-term rental regulations are in place, we will assess if the
regulatory framework provides clear guidance in helping short-term rental players to
operate in the sector. We will also consider if the implicit intentions and impact of the
regulations are too onerous such that it impedes and discourages innovative growth, or
whether it balances the views of different stakeholders in the market.
2. Level of restriction considers how strict the rules are and also whether such regulations
are enforced in practice.
Short-term rentals have ﬂourished even in geographies with tight regulations

Note:
Level of development considers if a
regulatory framework is in place in
response to the rise of the short-term
rental sector
Level of restriction considers how tough
the regulation is in hampering the
growth of the short-term rental sector.
It also considers enforcement of such
regulations.
Source: Euromonitor
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UK, US, Australia and Germany
The regulators in the UK, US, Australia and Germany have each initiated discussions on how
to regulate the short-term rental sector and the decision is to take a decentralised approach.
This means that the regulator of each respective country will allow each state/ municipal to
have its own set of regulations to address the speciﬁc needs and operating environment of
the area. As a whole, this means that the government does not prohibit short-term rentals but
is aware that the needs of its residents are looked after especially in the more crowded cities.
Hence, the level of development in these four countries’ regulatory framework for the shortterm rental sector is deemed high. The level of restrictions on the short-term rental sector in
the UK, US, and Germany is largely the same. Australia does not ban home sharing activity
and has probably the least restrictive rental cap at 180 days for the Greater Sydney region.
Outside the Greater Sydney region, owner-occupied properties can be rented for 365 days
a year unless otherwise stated by respective councils or strata corporations. Hence, level of
restriction in Australia is deemed to be relatively lower.

Japan
In Japan, the Private Lodging Business Act was introduced in June 2018 to regulate the shortterm rental sector. The Private Lodging Business Act clear states the legal framework for the
operations in the short-term rental sector and addresses the concerns raised by different
stakeholders – for example, complaints on lower standard of living by the residents or lack
of safety measures for the guests. Although this approach is not completely decentralised,
it gives prefectural governors the power to order home sharing operators to improve their
business operations and/ or to suspend the operations for up to one year. Further, violators
of the Act may be subject to criminal sanctions. Hence, the level of development is deemed
high but because the severity of the punishment may discourage innovative growth, Japan is
pushed down a little lower than its Western counterparts. We consider the level of restriction
in Japan to be high.

China
In China, the regulator’s primary concern is data and public security. Hence, the requirements
to operate in the short-term rental sector is largely to ensure that data of guests and hosts are
submitted to the authorities in a timely manner. The regulator in China encourages innovative
growth and is open to new economic reforms. Hence, the level of development for China’s
regulatory framework on the short-term rental sector is high. The level of restriction is relatively
higher than in the case of Australia because the regulations requires foreigners to “submit the
temporary residence registration form to the local Public Security Bureau together with their
passport or identiﬁcation information within 24 hours of arrival”. The level of enforcement
for this rule is unclear but if it is strongly enforced, this requirement may be difﬁcult for home
sharing businesses that are not run by professionals to meet.
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Singapore
In Singapore, the regulator has made it clear that short-term rental is legal. However, the
minimum 3-month rental period for private residential properties and minimum 6-month
rental period for public housing (only a foreigner on an employment pass is allowed for public
housing) are prohibitive to the growth of home sharing platforms in Singapore. Hence, the
level of development for Singapore’s short-term rental regulatory framework is relatively low.
The level of restriction is high.

Hong Kong
In Hong Kong, the regulator has enforced hotel regulatory standards such as requiring homestay lodgings to abide by the same building structure requirements as hotels, and consumer
protection and ﬁre safety standards that hotels follow. This may prove to be a challenge given
that most private residential owners cannot re-design the existing building structure, limiting
innovative growth in this segment. Hence, the level of development of Hong Kong’s shortterm rental sector is deemed to be relatively low and level of enforcement is high.

Indonesia
In Indonesia, the regulator stipulates that the rental period needs to be more than 1 day, and
a business licence is required in areas with more hotels, subject to a rental cap of a maximum
of 180 days (360 days rental cap in areas with lesser hotels). Level of development is rated
medium and level of restriction is ranked low as it is not heavily enforced.

Thailand
In Thailand, a court ruling in May 2018 on Wan Vayla Condo in Hua Hin district of Prachuap
Khiri Khan province stated that short-term rentals without a hotel business license is illegal
under the 2004 Hotel Act, but a rental period above 30 days without a business license is
permitted. The regulatory framework governing the short-term rental sector remains unclear,
because many are arguing that most hotels in Thailand are not registered. Hence, it is not
entirely fair to expect short-term rental players to have a hotel business licence if hoteliers
themselves do not have one. According to an advisor to the Thai Hotels Association, more
than half of the hotels in the market are non-registered hotels. Hence, the level of restriction
is deemed low because of the lack of enforcement.
There are no speciﬁc restrictions on the short-term rental sector in both Malaysia and
Philippines, but short-term rental players may be subject to residential property management
by-laws, if any.
To conclude, Australia’s short-term rental sector relative to the size of its hotel sector, is the
largest at 71% because the regulations on its short-term rental sector are not restrictive and
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gives the market enough room to thrive. The push from China’s government for innovative
growth will help spur the development of the short-term rental market and present
opportunities in the travel accommodation space.
Supporters of the short-term rental market would say that home sharing platforms have helped
to make listing a vacant room or house online easy, leading to better use of underutilised assets.
From a tourism perspective, home sharing has also helped to enrich the travel experience of
visitors to the country as they get to experience how living like a local is like. Additionally, it has
also helped to alleviate shortage of hotel rooms in crowded cities, which is especially apparent
during periods of mega events like the 2016 Olympics in Rio de Janeiro.
From a revenue perspective, home sharing also provides additional income to host families
and helps to support the local economy.
As a result of lack or absence of established regulations for the short-term rental sector, quality
standards differ greatly across listings and issues such as ﬁre and personal safety may not be
considered by hosts. On the ﬂip side, home owners are also usually not properly insured for
the damage caused by guests.
For locals in the neighbourhood, there have been many complains on the lower quality
of living. Increased usage of local residential properties to meet tourist demand could also
dampen housing supply for local residents. In addition, most hoteliers feel that short-term
rental players are not competing on a level playing ﬁeld as they do not usually ﬁle business
taxes and are not subject to the tough regulations that hoteliers face.
In summary, we note that regulatory frameworks across Asia are still generally less developed
compared to the West, with most taking a more restrictive stance (i.e. limit room nights). One
of the reasons for this is that the market share of home rentals is generally still small (<10%) of
the total hotel accommodation market (as of 2018). However, as the pie expands, regulators
are likely to continue to revisit their frameworks to accommodate the growth of the overall
tourism market, supporting the interests of both incumbents and home sharing platforms.

Collaboration with lawmakers integral to
growth
The natural question following the view that lawmakers in Asia are likely to tighten short-term
rental regulations is – how will market players react and whether they will be able to manage
this change?
Looking at Airbnb as a case study, we believe that home sharing platforms willing to adapt
will survive. Airbnb has fought many legal battles in the West and has taken a cooperative
approach in managing them. We have listed some examples below:
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•

Airbnb has entered into agreements to collect and remit taxes with the authorities in
Shanghai, Guangzhou, India, Shenzhen and Taiwan.

•

If deemed reasonable, Airbnb has fulﬁlled authorities’ requests for user information.

•

To help hosts meet ﬁre safety standards, Airbnb has offered to provide free smoke and
carbon monoxide detectors to hosts.

•

In June 2018, Airbnb voluntarily removed 80% of listings in Japan that had not obtained
permission from Japan’s local authorities to operate a week before the law for home
sharing took effect.

We point out that it is not the intention of most regulators to clamp down on the rise of shortterm rentals. Airbnb’s contribution to tourism growth cannot be denied. This is evident in the
partnerships formed between Airbnb and various government organisations. According to
Deloitte Access Economics, Airbnb guests in 2015-16 contributed an estimated AU$1.6bn to
GDP, supporting over 14,000 jobs in Australia.
Summary of Airbnb’s tourism partnerships in Asia
Country
CN

Organization
Guilin Municipal Government Tourism
Development Committee
Yanqing District Tourism Development Committee

IN

National Skill Development Corporation and the
Tourism and Hospitality Sector Skill Council
Self Employed Women’s Association
North Eastern Council and the North East Tourism
Development Council

JP

San’in Tourism Organization
Nara Prefecture Community

MY
KR

TW
TH

Malaysia Digital Economy Corporation and
Malaysia Productivity Corporation
Korean Ministry of Agriculture, Food and Rural
Affairs and, The Korea Chamber of Commerce &
Industry
Eastern Taiwan Joint Services Center and Taitung
County
Thailand Boutique Accommodation Trade
Association
Thailand Ministry of Interior’s Department of Local
Administration

Partnership Terms
Expand and support the growth of sustainable and
ecologically-friendly tourism in Guilin.
Promote home-sharing developments in Yanqing
and promote the destination to international
audiences.
Provide hospitality skills training to citizens to
pursue livelihood opportunities through hosting
Provide hospitality and home sharing training to
women in Gujarat by listing their homes on Airbnb
Provide and promote tourism attractions in the
North East of India to boost tourism through
Airbnb
Promote rural farming and ﬁshing communities as
an ideal tourist destination in the San’in region
Drive tourism to Yoshino and proﬁts from hosting
will be reinvested in local projects
Draw more international tourists to Malaysia and
support the growth of hospitality entrepreneurs
Promote tourists into the rural area of Korea via
home sharing and promotion of rural attractions
Promote tourism along Taiwan’s eastern coast
Revitalise local neighbourhoods by driving tourist
footfall outside of traditional tourist districts
Conduct digital literacy skills to help locals create
and manage their own listing on Airbnb
Source: Airbnb
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Word on the Street: Reactions
from the ground
We have gathered some feedback and reaction from players in the travel accommodation
sector. We classiﬁed the reactions into a two-dimensional matrix.
The vertical axis considers the action taken by the interviewee; whether passive and not doing
much in reaction to this phenomenon, or whether they are actively monitoring, planning or
strategising in response to the expected disruption at the present time or in the future.
The horizontal axis considers the state of mind of the interviewee; whether they are relaxed
and unconcerned about this new wave, or whether they are concerned and worried about it.
Reactions from the ground are mixed. The one common factor is that the industry players are
aware and are monitoring the growth of home sharing platforms very closely. We group the
responses into 4 quadrants as follows:
Hotel owners’ reactions are mixed

Passive

Active

“Open to working with online channels
to drive bookings of our rooms“

“Offline players are making efforts to
build its online presence to reduce
reliance on OTA players“

“Listing our service residences on Airbnb has
helped us to increase our revenue by 2-3%
and Airbnb charges lower commission rate“

“We do not see HSPs as a
threat for business travel.
Companies want assurance on
employees‘ safety and service
quality“

“We‘re not investing in new
brands for the sake of change if
the returns do not justify it.
Guests can still interact via the
activities that we organize“

Relaxed

“We have launched co-living projects
designed for millennials and have a stake
in rising home sharing platforms“

“HSPs invites social issues
and the government will
need to clamp down and
regulate this space“

“HSPs have an unfair advantage over
hoteliers. The regulators will need to
introduce new laws to govern them“

Concerned

Source: Airbnb
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Quadrant 1 (“Active & relaxed”)
Industry players in the ﬁrst quadrant see home sharing platforms as a potential partner to help
them distribute available rooms and have beneﬁted from the increased rivalry among online
travel platforms. Players who are working with home sharing platforms have seen a rise in
revenue from increased bookings and are satisﬁed with the lower commission fees charged
compared to existing online travel agencies. This group of industry players do not see the rise
of home sharing platforms as a threat to their businesses and have taken an active approach
in identifying partnership opportunities.

Quadrant 2 (“Active & Concerned”)
Industry players in the second quadrant are taking actions to either build up their online
presence or have a stake in home sharing platforms. They are taking active steps to navigate
around the challenges as they recognise the growing presence of these players in the travel
accommodation space.

Quadrant 3 (“Passive & Relaxed”)
Most industry players that we spoke to fall in Quadrant 3 (“Passive & Relaxed”) where most
are still adopting a “wait and see” approach. Most see their businesses serving a different
target segment, thus more resilient to such a trend.

Quadrant 4 (“Passive & Concerned”)
Industry players in the fourth quadrant are concerned but passive because they believe that
the government will tighten the market and introduce new laws to set a level playing ﬁeld.
These players typically have majority of their operations in Singapore and/or Hong Kong which
are typically not the key target markets for these home sharing platforms.
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Key Success Factors
Four key success factors for the travel
accommodation sector
With the expected disruptions brought about by home sharing platforms in the Asian
hospitality space coupled with changing consumer preferences towards travel in the future,
hospitality players are likely to be re-look and/or reshape their business strategies to navigate
the changes in the operating landscape. In our view, the key success factors are as follows:
1.

Having/ being part of a robust direct booking channel
With more bookings done online and increasing trafﬁc through hotel websites, we
believe this is a key revenue management tool. Available only to select groups with
scale, a robust direct booking channel reduces reliance on online travel agencies
(OTAs) as a distribution channel which will then accordingly help to reduce or eliminate
the incurrence of high and recurring commission fees, which eats into margins. The
companies in this category have their own booking website, which is generally robust,
with a solid Search Engine Optimization strategy that increases both the quantity and
quality of website trafﬁc and an intuitive UI/UX (User Interface/User experience) design.

2.

Large scale and extensive global footprint
Along with the theme that “big is better”, we believe that groups with a larger inventory
size and wider global presence do help to provide travellers with a broader choice and
availability. This category considers the number of rooms and the number of countries/
cities in which they have a presence.

3.

Constructing a well-deﬁned brand strategy
We believe that brands that are impressionable to travellers will be key as it encourages
repeat visits. Hospitality players may look to differentiate themselves or to offer a variety
of brands to cater to both leisure and business travellers. This category considers the
company’s portfolio of branded experiences, as well as product consistency and brand
image.

4.

Strong customer loyalty program
A strong loyalty program in our view is key to drive customer stickiness and top-of-mind
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awareness, thus increasing the number of repeat customers. This category considers the
number of members under the program and the number of members who are repeat
guests as this helps to gauge stickiness and the effectiveness of its customer loyalty
programme offerings.

Application to Airbnb
Offering the best direct booking channel experience
Airbnb trumps other websites in terms of number and duration of site visits. To assess direct
booking channel experience, we looked at the number of site visits and average site duration5
to ascertain the strength in attracting visits to these platforms. According to data from
Similar Web which captures these datapoints, we found that Airbnb stands out as a clear
winner when compared against a selected group of hotel websites such as Marriott, Hilton,
HomeAway (another HSP), Accor and Hyatt.
We believe that that one of the key reasons for strong visitations to Airbnb is the superior UX/
UI which based on online reviews reveal that users “feel at home” and there is some sense
of “trust” when using the website. One of the key factors is the choices of accommodation
available and user reviews which provides users with a more holistic booking experience and
hopefully high conversion rate. This strong UX/UI comes as no surprise because Gebbia and
Chesky, founders of Airbnb, are designers themselves.
Number of site visits in March 2019 and Average site duration in minutes

Note: Data arranged by number of site visits for the month of March 2019
Source: Similar Web
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Online travel agencies
under siege

While we believe that online travel agencies (OTA) like Booking.com and Expedia are still
relevant in the travel eco-system, they are possibly the most disrupted group on the back
of the growth of HSPs. Commission fees of OTAs are hefty at ~20-30%, compared to HSPs
like Airbnb on the other hand, with attractive ~3-5% commission rates, which is attracting
owners and even hoteliers to list on their website. With its high visitation rate, we believe that
hospitality players, especially those with a smaller foot print, will be enticed to list on Airbnb
to gain visibility with users.
While this low commission rate strategy might be part of Airbnb’s near-term strategy to
grab market share, we see a structural trend ahead where OTAs will have to also lower their
commission rates given the intensity of rivalry among OTAs and HSPs. This will most likely
result in lower distribution costs for hoteliers.
Airbnb is undercutting prices to increase hotel listings
~3 – 5%
processing fee
~20-30%
processing fee

Opportunity for
hospitality players

~13 – 20%
processing fee
Major Online
Travel Agencies

0%
processing fee

While the preferred strategy will be to have a strong direct booking channel in-house, which
would empower hospitality players (owners and operators) with the ability to drive trafﬁc and
sales in a more cost-efﬁcient manner and in the process, eliminating the “middle-man” to an
extent. While this strategy might be costly and is only available for hotel operators with scale
and offerings, we believe that hospitality players with smaller scale might consider tapping the
reach of the HSPs like Airbnb to gain more online visibility with users.

Scale is going to increasingly matter more
Bigger is better

To assess the scale and global footprint across major hospitality players and Airbnb, we looked
at the number of rooms or room listings, and the number of countries the establishment is
present in. Additionally, we also included the number of rooms in their pipeline projects (both
owned and managed) for comparison (these numbers are based on the latest available ﬁgures
from respective companies’ corporate presentations and various news sources).
The beneﬁt of having operational scale gives operators the ability to offer guests a more
all-encompassing service that will appeal to a wider addressable market, reaching as many
market segments and geographies. Most importantly, having scale in the hospitality sector is
important as this raises conﬁdence of owners or franchisees that these hospitality players will
remain relevant and can generate the highest relative returns. Scale also brings about clout
and purchasing power when negotiating contracts with suppliers and staff.
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5 Million room listings, 190 countries

Approximate inventory size of hotels (in millions) and Num. of countries present

Note: Based on latest available information retrieved in April 2019
Source: Individual companies’ presentations and various news sources

Airbnb offers the largest number of inventory but owns minimal number of rooms on its
books. We found that Airbnb has the highest room inventory (or in this case, listings), though
it does not own many of them . We found that Airbnb’s room listings of 5 million (or reportedly
6 million listings as at March 2019 according to Skift) towers over the room inventory of the
other major hospitality groups like Marriott, Intercontinental (IHG), Hilton and Accor, which
stand at 1.78 million, 1.28 million, 1.12 million and 0.9 million respectively. We note that
most hospitality groups focused in Asia are smaller. Airbnb also triumphs in the number of
countries in which it has a presence.

Heading towards a
management model
to scale up the way
forward for hoteliers

While the number of rooms listed under Airbnb may be signiﬁcant, we note that most of the
listings are not owned properties, which implies that the cost of expansion is low compared to
other hospitality players who typically own a sizeable portion of their hotel portfolio. Although
Airbnb does not own many of the rooms it is aiming at an IPO sometime in 2019 or early 2020
to raise funds. These funds could be utilised towards asset ownership, enabling it to compete
directly with traditional hoteliers in our view.
In order to expand, we have seen hotel groups combining such as the merger between
Starwood & Marriott to form the world’s largest hospitality group while other players have
looked at growing their platforms through acquisitions of smaller groups or taking on an
“asset light” strategy to grow their respective platforms through management contracts,
which require less equity outlay.
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M&A to continue to
drive consolidation

The importance of scale will continue to drive consolidation in the travel accommodation
sector. That said, smaller hotel groups might look to work together with Airbnb to put their
inventory onto the Airbnb platform to leverage on its scale in order to gain visibility among
guests internationally.

Addressing a wide range of travellers needs
Airbnb differentiates offerings and is expanding across market segments. In terms of branding,
the general understanding among respondents is that Airbnb offers guests “value for money”
lodging options. However, the mindset of most guests is that Airbnb only caters to the younger
crowd, which is not so.
Airbnb has been expanding its product range and now offers a wider range of travel
accommodation options for guests, aiming to turn itself into platform that offer “experiences”
apart from just accommodation. Targeting the luxury and higher tier guests, Airbnb is rolling
out Airbnb Plus and Airbnb Luxe, which according to the company, is premised on “quality
and comfort”, pitting itself against traditional hoteliers like the Ritz Carlton, Grand Hyatt and
the JW Marriott which currently dominate this space.
While one may argue that Airbnb’s presence has helped to expand the hospitality market, we
remain cautious on the strategy of having a suite of diversiﬁed brands. While we acknowledge
that these brands are still fairly new, guests, especially millennials, may warm up to the concept
of Airbnb Plus and Airbnb Luxe over time and these could become mainstream choices for
holidays of the future. This differentiation strategy is worth monitoring in our view as it will
result in increasing competition across the various tiers of the hospitality market.
Airbnb for Work, launched in 2015 targeting business travellers, is understood to have caught
on well with companies and travellers and we believe this would be a disruptor to traditional
hoteliers as the platform gains popularity over time.

How are hoteliers
responding?

To leverage on changing preferences and life-style choices of the millennials, hoteliers are not
sitting on their laurels and have also expanded their offerings and brand portfolio to gain a
presence in various sub-segments of the hospitality sector. Some hospitality groups are even
expanding into the home rental space, an area where HSPs dominate. The likes of Marriott
have started a new brand – Homes & Villas - mainly targeted to guests in Europe, while other
hospitality groups are also jumping on the “co-living” bandwagon. Some of these groups
include the likes of Lyf by Ascott Limited, a refreshing concept which in our view, attracts
millennials and which will expand its market reach towards business travellers of the future.
We believe that with travellers now seeking “experiences” in their travels be it for leisure or
work, it is important to have a distinct brand that will leave an impression.
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Home Sharing Platforms are able to offer a wide range of travel accommodation
options
Luxury

Upscale & Others

New Concept

Airbnb

Marriott

Hilton

Accor

Hyatt

Ascott

Millennium
&
Copthorne

Source: Individual companies’ presentations and various news sources

Yet to go big on loyalty programmes
How loyal are your
guests?

In our view, the key to repeat guests and visits is an attractive customer loyalty programme. The
major hospitality groups like Marriott, Hilton, Accor and Hyatt have memberships that offer
rewards for repeat visits which in our view keeps guests returning to stay at their preferred
brands. As of now, Marriott Bonvoy and Hilton Honors have the largest customer base with
over 125 million and 85 million members respectively and growing. Over time, data collected
can be consumed and analysed internally to better understand guests’ consumption trends,
preferences, and hopefully over time improve customer acquisition and retention rates.
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We have analysed the various loyalty programmes by number of members held by
established hotel names, and the nature of the loyalty programmes available for online
travel accommodation players.
At this point, we found that most HSPs (Airbnb, HomeAway and even Booking.com) have
yet to institute a loyalty programme but are instead focused on retaining and attracting
hosts while offering discounts to continue to attract repeat guests. We understand that
Airbnb is close to launching a Super-guest loyalty programme but intends to entrench itself
further into the communities ﬁrst. If launched, beneﬁts may include access to nearby gyms
or coffee discounts.

What are the ways to
keep guests “sticky”?

1.

Expand the beneﬁts under the rewards programme and have favourable
redemption policies
With results showing that HSPs have yet to go big on loyalty programmes, this could
potentially be a “last line of defence” by hoteliers against HSPs taking more market
share in the travel space. While most loyalty programmes allow guests to claim
further room nights within each operator, we believe offerings and beneﬁts could be
extended. Expanding the offerings and enhancing the loyalty programmes to beyond
room nights to include other tangible beneﬁts and amenities like spa visits, shopping
or ﬂights may encourage guests to “earn them” in order to meet the desired rewards.
This, in our view, would add to the “value” of rewards programmes for guests.

2.

Be part of or start an alliance programme
Similar to an airline alliance programme, we believe that smaller groups or independent
hospitality owners can consider banding together with various tourism bodies to form
hospitality alliances (similar to online platform DISCOVERY, but to focus mainly on
resorts, etc) to gain scale and expand their offerings to attract guests. By banding
together with like-minded groups, we believe the beneﬁts will be multi-fold over time
as smaller, mid-sized hospitality players will be able to gain visibility with travellers to
compete with major hospitality groups and growing marketing power of HSPs.

DBS Asian Insights

SECTOR BRIEFING 79
39

The Future of Home Sharing
Platforms
How will it be different tomorrow?
Today’s travel accommodation ecosystem involves several intermediaries. Business travellers
are still largely reliant on business travel platforms due to long-standing partnerships.
Business travel is a higher touch business compared to leisure travel. Business travel
agencies’ knowledge and expertise in handling more complex cases like relocation and
understanding individual companies’ policies, keeps them still relevant today. Increasingly,
leisure travellers are booking travel accommodation via online channels. By and large,
hotel bookings are mostly through online travel agency platforms while private residential
accommodation is done through home sharing platforms.
Present

Hotels & Service
Apartments

Business Travel
Platforms

Business
Travellers
Stronger linkage

Future

Residentials

Online Travel
Agencies

Hotels & Service
Apartments

Home Sharing
Platforms

Leisure
Travellers
Weaker linkage

Residentials

Travel Ecosystem
Player

Business
Travellers

Leisure
Travellers
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How about tomorrow’s accommodation and home sharing economy? As more
“aggregators” enter the market, we are of the view that a major travel ecosystem player
will consolidate existing aggregators, by connecting all travel accommodation players to
both business and leisure travellers.
Potentially, home sharing platforms may be the property managers of tomorrow,
competing directly with players like Marriott. Instead of offering a platform to connect
hosts and guests, home sharing platform providers can take a step further to help asset
owners improve yields and provide more options for asset investors and developers. With
that future in mind, what are the opportunities?

Bigger is better; Leverage upon the beneﬁts of a direct
booking channel
Bigger players with scale and stronger marketing capability may look to grow their brands
to include home rentals and seek greater operational scale through working with owners
through management contracts or as potential consolidation candidates. While smaller
players could be acquired to be part of the bigger group, we believe small-to-mid-sized
players may look to leverage part of their home sharing platform to be part of a larger
network. Therefore, instead of competing in the global arena, start in the region you
know best for e.g. by creating your own ‘Airbnb’ in Southeast Asia.

Go “Niche” - the key to customer mindshare
Airbnb is starting to differentiate and add brands to its portfolio to expand into the
various segments of the travel market. Airbnb no longer wants to be seen just as a “value
for money” option. Hospitality players are also ﬁghting back by adding new brands to
differentiate their products and some are even jumping on the home rentals market. We
believe a key factor to gain customer mindshare and expand market share is to have
distinctive brands.

Customer loyalty programmes - last line of defence but
for how long?
While these customer loyalty programmes have been a key reason for guests’ stickiness
over time, home sharing platforms could easily replicate this within their network. We
believe that hospitality players should continue to enhance their offerings in order to
improve the “value add” of its network or form alliances so that one is able to enjoy the
beneﬁts of scale and combined marketing power.
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References
1.

According to Euromonitor, short-term rental covers privately-owned houses or individual rooms rented to tourists, privately owned holiday
homes rented out to tourists, and organized rentals which are commercially owned and are allocated tourist apartments or ﬂats. Rentals are
distinguishable from hotels through the absence of services such as catering and housekeeping, while they generally are fully furnished with
access to a kitchen and household equipment. Stays over 90 days are excluded from short-term rentals.

2.

The major markets of Asia are China, Hong Kong, India, Indonesia, Japan, Malaysia, Philippines, Singapore, South Korea, Taiwan, Thailand
and Vietnam. Asia is separate from Australasia. North America includes Canada and USA. Europe includes Bulgaria, Croatia, Czech Republic,
Hungary, Poland, Romania, Russia, Slovakia, Slovenia, Ukraine, Austria, Belgium, Denmark, Finland, France, Germany, Greece, Ireland, Italy,
Netherlands, Norway, Portugal, Spain, Sweden, Switzerland, Turkey, United Kingdom.

3.

The research studied Airbnb’s impact on hotels’ performance in 10 major U.S. cities. The research included data from 2008 – 2017 in Boston,
Chicago, Denver, Houston, Los Angeles, Miami, Nashville, New York, San Francisco and Seattle.

4.

Based on estimated average daily rate for hotels in 2018 and estimated average daily rate for short-term rentals in the month of Apr 2019.

5.

The number of site visits is the sum of all visits to the analysed domain in March 2019. Quoting SimilarWeb, it “calculates a visit (session) for a
website if a visitor accesses one or more pages. Subsequent page views are included in the same visit until the user is inactive for more than 30
minutes. If a user becomes active again after 30 minutes, that counts as a new visit. A new session will also start at midnight. The average site
duration in minutes is the average duration a user spends on the website.
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Disclaimers and Important Notices
The information herein is published by DBS Bank Ltd
(the “Company”). It is based on information obtained
from sources believed to be reliable, but the Company
does not make any representation or warranty, express
or implied, as to its accuracy, completeness, timeliness
or correctness for any particular purpose. Opinions
expressed are subject to change without notice. Any
recommendation contained herein does not have
regard to the speciﬁc investment objectives, ﬁnancial
situation and the particular needs of any speciﬁc
addressee.
The information herein is published for the information
of addressees only and is not to be taken in substitution
for the exercise of judgement by addressees, who
should obtain separate legal or ﬁnancial advice. The
Company, or any of its related companies or any
individuals connected with the group accepts no
liability for any direct, special, indirect, consequential,
incidental damages or any other loss or damages of
any kind arising from any use of the information herein
(including any error, omission or misstatement herein,
negligent or otherwise) or further communication
thereof, even if the Company or any other person has
been advised of the possibility thereof.
The information herein is not to be construed as an offer
or a solicitation of an offer to buy or sell any securities,
futures, options or other ﬁnancial instruments or
to provide any investment advice or services. The
Company and its associates, their directors, ofﬁcers
and/or employees may have positions or other interests
in, and may effect transactions in securities mentioned
herein and may also perform or seek to perform
broking, investment banking and other banking or
ﬁnancial services for these companies.
The information herein is not intended for distribution
to, or use by, any person or entity in any jurisdiction
or country where such distribution or use would be
contrary to law or regulation.
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