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Background

Background: A brief introduction of the project: the brief, the problem,
the product you worked with, why you chose this product, etc.

THE BRIEF

The goal of this project is to imagine what a project would be like in 2025.  

THE PROBLEM

The problem: Airbnb currently isn’t taking advantage of the technology and features that will exist  
in 2025.

INTRODUCTION

For our Product Reboot Project, our team decided to choose the company Airbnb.  The reason 
we were attracted to Airbnb, is because of its potential and it’s ever-growing popularity.  This is 
definitely a company that we see continuing to grow and while providing their users with the 
best home-sharing experience possible.  We wanted to take the Airbnb’s current mobile app 
and take it in the direction that we believe will become Airbnb’s future.



Background

CONTRIBUTIONS

Paige Rittenhouse:  Interviews, Comparison Matrix, Self Journey Map, User Flow & Wireframes, Personality Survey  
mobile pages.

Willow Cook:  Research, Interview, Competitive Analysis, User Flow & Wireframes, Usability Test takeaways, VR and 
3D mobile pages.

Eli Kiesel:  Research, Interview, Company Background, Potential User Journey Map, User flow & Wireframes, Smart 
Home & Door lock mobile page.

TEAM MEMBERS

Paige Rittenhouse

Willow Cook

Eli Kiesel
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Problem

B. Problem: What problem did you set out to tackle?

INTRODUCTION

Airbnb is a popular app, but the user interface design is not perfect.  The problems we set out to correct 
for this Airbnb redesign were space-viewing features, search improvements, and ease of check-in.  After 
researching users’ experiences with Airbnb, several problems became apparent.  Users would prefer to 
be able to see the space they are going to rent in greater detail.  

Another issue we focused on is ease of checking in to the space.  Finally we decided to solve the 
problem of users not having similar preferences to the hosts.  We conducted a survey of Airbnb 
users and potential Airbnb users to find out what they liked—and didn’t like—about the current app 
experience.    

These problems emerged as the biggest “pain points” of the app.  As we moved forward with the 
redesign, we decided to focus on eliminating these to make the app a better experience.  
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Solution

For travelers in search of adventure, the Airbnb mobile app provides users with customized browsing, 
new viewing technology, and a smart-home system to ensure a personalized experience.

We decided to make the user experience central to the design, while retaining much of the original 
style of the app and making small changes to the brand to modernize the design.  We approached the 
problem by considering, “what is the best version of this app in 2025?”    
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Target Audience

Whether you are looking for adventure or affordable travel, Airbnb’s ever-expanding community is ready to 
welcome you as a host or traveler so you have a local, authentic, diverse, and inclusive  
experience!

As reflected by our Target Demographic Statement above, our target audience is Airbnb users and potential 
users looking for an easy, affordable way to travel.  Our target audience is users aged 20 to 65 who want to 
travel on a budget while connecting with hosts and the community.  Our target demographic lives mostly 
in the United States, but also encompasses people worldwide who use the app.  

We determined our target audience based on research, current Airbnb user statistics, and demographic 
information from a survey that we conducted.  

Ages:
20-65

From:
THE UNITED STATES

Travel Experience:
“UNIVERSAL,” PERSONALIZED & INCLUSIVE

USER PERSONA

NAME: Linda
AGE: 35
IDEAL TRAVEL EXPERIENCE: Traveling on a budget and 
getting to see the world.  She would like to experience the 
local culture and not feel like a tourist.  She wants booking 
an Airbnb to be the easiest experience possible. 
OCCUPATION: Teacher.  
HOBBIES: Hiking, birdwatching, and writing.  



Target Audience

The key takeaways from this are that the audience spans a large age range, and is likely to be traveling on a budget.  

Based on our survey with a sample size of 60, we collected these demographic statistics: 

 

How old are you? ^^^ 
 

 

 
What is your gender identity? ^^^ 

 

 

 
 
What is your estimated yearly salary? ^^^ 
 

HOW OLD ARE YOU? WHAT IS YOUR GENDER IDENTITY? WHAT IS YOUR ESTIMATED YEARLY SALARY? 



Pain Points & Opportunities

We interviewed several users to determine what pain points were part of their experiences using the app.  Responses included: feeling 
overwhelmed by all the app’s choices, “inaccurate results, showing results not from the town I have chosen,” too much information and ways 
to get lost while using the app, difficulty communicating with the host, and “navigating through the process of renting.”  

What people said they would like added to the app included user-friendly navigation, more accurate search results, “easy to understand, 
self-explanatory, and not too busy with larger print,” and “Easy to find specific houses/apartments in the area you are looking within specific 
price points, maybe adding in a simple guide for people who haven’t used the app before and aren’t used to using apps.”   Based on this 
information, we discovered that we would update the search function, increase the type size, and make the navigation simpler.  

From the User Journey Map, the user thought there should be more clarification in the wording of the app, as well as thinking the process 
was “slightly unwieldy.”   The most stressful part of the process was booking a space. 

USER JOURNEY MAP

Choose Destination Choose Dates Choose Guest Amount Click Search Browse Through Spaces Look Through Pictures Choose Housing Click ReserveSee ReviewsSee Rules & Amenities & Location 

Calm 

Stressed Stressed 

Calm  

Annoyed  

Stressed  

Annoyed  Annoyed  

Calm Calm

Discomfort with 
the phrasing of 
13+ as "adult." 

This was slightly 
unwieldly.  

Task

Stress Levels



Pain Points & Opportunities

During the Self Journey Map, pain points that showed up included being overwhelmed by results, bad photographs, error messages, and non-
translating reviews, and an extra service fee that was not previously disclosed.  The most stressful points  of the process included navigating 
the search filters and reading the reviews.  Some improvement opportunities that emerged from this include: updating the quality of the 
views of the space and streamlining the filter process.   

We also did research to compare Airbnb with its most similar competitors.  This helped us look for potential improvement opportunities, as 
well as looking for ways to differentiate the redesign from its competitors.  Airbnb already has more features than Tripping and VRBO, with its 
web search function.  Homeaway and VRBO have easier customer service, and Homeaway and VRBO have an easier way to switch languages.  
Homestay is actually free, but lacks many of Airbnb’s features.   

SELF JOURNEY MAP

Clicked search Clicked places to stay Added number of 
people staying

Clicked reserveClicked reviews 

Calm 

Slightly annoyed Slightly stressed  

Less stressed  

Annoyed  

Very frustrated

Annoyed  

Didn’t want to choose 
dates yet. 

Overwhelmed 
by results.

Bad photo made place 
seem unappealing.  

Foreign reviews 
wouldn’t translate. 
Annoying pop-ups.
Couldn’t see what 
score indivtcation.  

Service fee popped up in billing 
that was not mentioned under 
additional fees section of the 
location

Calm 

Task

Stress Levels



Comparison Matrix

Airbnb FlipKey VRBO Tripping HomeToGo

Web Search Engine

Mobile App

Past Guest Reviews

World Map Viewing

Search Filters

List of Amenities

Contact Owner Function

Ability to Host Your Home

Fully Included Partially Included Not Included



Competitive Analysis

COMPETITIVE ANALYSIS Homeaway VRBO Homestay Couchsurfing Airbnb

Home Page Appearance
 

Minimalistic; 
Limited color palette; white back-
grounds similar to Airbnb

Nearly identical to Homeaway
Minimalistic; 
Limited color palette; white back-
grounds

Primarily gray, pink, and orange 
with a gray background.  There are a 
lot of photographs. 

Also minimalistic, but uses a color palette consisting mostly of blue.  Minimalistic; white background with large photo-
graphs.  The main color  
is pink.

Cost to List a Space $499 per year per listing $499 per year per listing Free; but you pay 15% of your reve-
nue

FREE Free (with fees later)

Strengths -Can choose a language to view 
the site in
-Customer support
-“Help” button

Book with Confidence guarantee
-Host insurance
-Customer support
-“Help” button
-Hosts can respond to reviews

-Very cheap prices
-Get to know the local culture even 
more than with Airbnb
-The host is there for the duration of 
your stay
-The website lets you choose a 
language

-Free to rent 
-Easy to use
-On-website messaging
-FREE

-Host Protection Insurance
-Host Guarantees
-Cancellation policies 
-Superhost
-Experiences
-Airbnb for work
-Listings are free
-The host chooses the price
-Learn about local cultures

Weaknesses Fees; high listing costs Fees; high listing costs; can’t rent small 
spaces
-You can only rent whole large spaces, 
like houses (no rooms)

-Pay 15% of your revenue
-No insurance or guarantees provid-
ed for hosts
-If the renter cancels, the renter has 
to pay 15% to 25%  of the total price

-Anyone can join, so safety is a concern
-You have to plan in advance
-The website looks out of date and is kind of hard to use

-Hosts can’t respond to reviews
-Fees

Popularity Very popular in other countries, 
but has less hosts and renters 
than Airbnb

More popular in America, but encom-
passes the entire world

Less popular overall than many of its 
competitors, but somewhat popular 
among students

-Very popular among people who want a place to stay for FREE Very popular worldwide, especially in America 
Over 150 million users

Target Audience The target audience is of similar 
demographics to Airbnb, but is in 
countries other than the US

The target audience of renters resides 
mostly in America

Students.  This is a service similar to 
Airbnb and the others, but targeted 
to students

People who are really traveling on a budget; people who want to travel 
to a lot of different places for short stays

Millennials mostly; people ages 20 to 60 
Mostly Americans 

Countries/ 
Regions

Europe; India;  
Australia

US and worldwide (less) Worldwide Worldwide America and worldwide (less) 

Communication On-website/in-app communica-
tion with hosts
Customer support

On-website/in-app communication 
with hosts
Customer support

On-website messages; Email/faqs 
for customer support 

In-website/in-App Messaging On-website/in-app communication with hosts

Main Features Search; list a space; rent a space; 
help; trip boards; choose a lan-
guage; customer support; choose 
a language

Search; list a space; rent a space; help; 
trip boards; choose a language; cus-
tomer support; choose a language

Search; list a room; FAQs; Reviews 
from travelers on the front page; 
choose a language; choose a type of 
money

Search; FAQs; makes it easy to travel for free Search; browse rooms; “Saved,” trip, and inbox features 
in the app



Assumption Validation

WE HAD MANY ASSUMPTIONS ABOUT AIRBNB, BUT SOME THAT STOOD OUT IN THE FRAMING QUESTIONS PROCESS 
INCLUDED: 

• The product is well branded, this product has fostered a new culture of space sharing, expanded the market of land 
ownership, and maintained a reputation as generally safe and trustworthy.

• People are annoyed because you can’t see details of a place without logging in.  The home screen was also confusing on the 
phone app (why is the front page just online experiences?).  Also, you can’t browse places to rent without searching first.

• Some of the language used in the guest system is confusing and uncomfortable for a potential user as an adult was labeled 
as 13+.

• There are opportunities for UI clarity and adjustment, terminology rephrasing or clarification, and the expansion of the 
app to include new, more interactive and immersive technology that will enhance the potential user’s experience of 
preemptively viewing a space before renting

• Using new technology such as VR could enhance room viewing for potential renters

• It would be beneficial to interact with it at a bigger scale; photographs of the house/apartment could change to show the 
weather in real time; unlocking the door with your phone by scanning something.

• People who are using this product are also probably traveling, potentially renting transportation, visiting local and tourist 
locations, meeting new people, and potentially cooking.

• People 18 to 60, with the bulk being in their 20s and 30s, are using Airbnb.

• Airbnb is targeting people who are looking for a cheap place to stay or people looking for a luxurious vacation where they 
can feel less like tourists.



Assumption Validation

OUR ASSUMPTIONS INCLUDED: 

• Airbnb is interested in expanding their community of hosts and travelers.  This product is being used 
any time of year but with typically more traffic around the holidays and in summer.  People use 
Airbnb because they want to list another room or house for rent; to leave a review to check reviews, 
or to find a place to stay again. 

• People are using Airbnb from anywhere.  

• People are not using this product because they are not traveling, are uncomfortable with home-
sharing, because they have competing brand loyalty, and are concerned about convenient host 
service.

• People would recommend Airbnb because they made a lot of money by renting out a space or had a 
good time on a vacation

• The pain points exist due to technical UI design, potentially unavoidable legal terminology, and 
inconsistent photographic representations that are due to a lack  of technological communication 
between Airbnb and the hosts. 

• People use Airbnb for booking a place to stay; putting up places for rent; leaving reviews; browsing.

• Use frequency depends on the type of user. Those who travel frequently will use the product 
significantly more than users who only travel for specific holidays. 



Assumption Validation

We used the framing questions to consolidate and organize our assumptions.  The Competitive 
Research Analysis and Comparison Matrix helped confirm some of our assumptions about the user.  
If another similar company had implemented the assumption successfully, it gained credibility.  To 
narrow down our assumptions and test the most important ones, we went through a series of “how 
might we” questions, before narrowing our questions down to 10 key hypotheses.  After tailoring them 
to our strategy statement, we included the most important five in the survey as yes/no questions.  After 
creating 10 key hypotheses from the framing questions, our top hypotheses were: 

• As a host, I want to use new technology to create a higher quality standard so I get more views on my 
listings and to make the renting process simpler.  

• As a traveler, I want to be able to efficiently browse and rent spaces and communicate easily with the 
host

• As a host, I want to use technology to make the hosting process more secure and to verify travelers, 
so I can be more at ease renting and not feel like I have to turn away potential bookers.

• As a traveler, I want to make sure that the room I have booked is worth the price I paid, and is simple 
for me to access. 

• As a traveler, I want to feel comfortable with the provided security measures in my Airbnb.

• As a host, I want the App UI experience to be easier to list, technologically accessible, easy to 
communicate on, and have easy-to-understand legal restraints. 

• As a host, I want to feel comfortable with Airbnb’s impact on local businesses, and my ability to 
integrate recommendations into my listing’s offers.

• As a host, I want the App UI experience to be easier to list, technologically accessible, easy to 
communicate on, and have easy-to-understand legal restraints.

PRODUCT STATE-
MENT:

FRAMING QUESTIONS & HYPOTHESIS



Assumption Validation

We conducted a survey with a sample size of 60 people.  These were the major takeaways.  

• For those who had not heard of Airbnb from a friend, the most common responses were “advertising”  and “social 
media.”  The most common reasons people chose Airbnb over its competitors included familiarity, cost, and 
reputation.  

• People’s top concerns about their Airbnb included privacy, security, cleanliness, cost, cancellation policy, reliability, 
and location.  

• The most common dealbreakers were the space being too expensive, being dirty, being pet-friendly, bad smells, 
not knowing much about the host, not having privacy or having cameras installed in the building, and safety of the 
neighborhood.  The survey confirmed most of our assumptions: 

SURVEY

So, what’s the problem?

Would you prefer to view a video over pictures when browsing spaces to rent?
Would you prefer video over pictures 
when choosing a space to rent ?

So, what’s the problem?

Would you use VR to view a space before rentings if the technology was available?Would you use VR to view a space if 
the technology was available? 

So, what’s the problem?

Would you feel comfortable video recording your space for your listing?Would you be comfortable video recording 
the space for your listing? 

Do you want to use all the app’s 
features without logging in? 

If you are comfortable recording your listing, would 
you prefer to create the video independently with a 
provided kit or have Airbnb provide a professional to 
visit and film the space? 

So, what’s the problem?

Would you prefer to view a video over pictures when browsing spaces to rent?Did you learn about Airbnb 
from a friend? 

EACH PERCENTAGE 
IS OUT OF 60 PEOPLE



Definition

We had explored the potential of standardizing all Airbnb photos while also incorporating video space viewing capability.  We had 
the idea of creating a service for hosts to either receive special photography or videography equipment by mail, or allowing someone 
from Airbnb to come by and film their space.  

We thought this idea could help heighten the overall quality of photos and videos being posted by hosts, and in return hosts would 
likely receive more guests.  Some other ideas we explored included adding a user flow for the host when listing a space, leaving 
reviews in AR space, adding an in-app messaging system, and sending out email recommendations of things to do near the place 
the traveler is staying.  

We chose our final concept of creating a VR/360-video experience, updating the search function, and updating the check-in process 
because it best aligned with our strategy statement and overall vision of the product.  Based on our research, these were the top 
three redesigns that would make a better experience for users and differentiate our redesign from its close competitors.  We felt this 
direction would best bring the app into 2025 while giving the app’s users the changes they wanted most.   



Definition

PRODUCT STATEMENT:

For travelers in search of adventure, the Airbnb mobile app provides users 
with customized browsing, new viewing technology, and a smart-home  
system to ensure a personalized experience.

We organized our user goals with a priority pyramid to determine 
which goals were the most important.  This priority pyramid helped us 
determine what to focus on in the user flow and wireframes.  Knowing 
which goals to focus on early in the process makes it easier to spend 
more time testing them and implementing them.  We determined the 
priority of each goal by referencing our past research of the app and its 
users.  The following user flows and wireframe sketches helped us build 
the low-fi prototype for testing.    

PRIORITY PYRAMID

As a traveler, I want to use new 
technology to view the space to make 
the renting process simpler.  

I want to use technology to make the renting process more secure and 
to verify hosts, so I can be more at ease renting a space. 

As a traveler, I want to make sure that the room I have booked is worth 
the price I paid, and is simple for me to access. 

I want the App UI experience to be easier to browse, technologically accessible, 
easy to communicate on, and have easy-to-understand legal restraints. 

I want to feel comfortable with Airbnb’s impact on local businesses, and my 
ability to see recommendations in my listing’s offers.

I want to engage with local businesses  while I am staying at my destination to immerse 
myself with the local community.

As a traveler, I want to be able to share my past Airbnb experiences with others through 
the app and connect with like-minded hosts.

As a traveler, I want to feel comfortable with the provided security 
measures in my Airbnb.



Definition

USER FLOWS



Visual Design

WIREFRAMES



Visual Design

LOW-FI PROTOTYPE

This is a sampling of our first low-fi 
prototype designs.  We wanted to give 
the user an idea of the final design 
without going into too much detail with 
time-consuming finished graphics.  After 
the testing phase, we made significant 
improvements to the design.  



Visual Design

PRELIMINARY DESIGNS

These preliminary designs helped us test the best 
app screen layouts and finalize the color scheme.  
This exploration was also useful for identifying and 
correcting flaws in button size and placement.  We 
got feedback on these visual designs, which helped 
to decide the final direction.  We decided to stay with 
the coral color scheme, as it was deemed the most 
successful.  From the experimentation with the door 
locks screen, we decided to incorporate teal into the 
color palette to update the app’s brand.    



Visual Design



Testing & Analysis

75% of users said the app redesign was 
easy to understand. 

Some aspects that could be improved included:  
moving the “Learn More About 3D and VR” button, as 
well as making the search filters option more obvious 
and making it more apparent that the home page can 
scroll down.  

75% of users said the app redesign was 
innovative. 

Users thought it was a good idea to be able to lock and 
unlock the door from the app. 

75% of users said the app redesign was 
easy to use. 

 This was mostly because most people were not 
aware that the home screen could scroll to reveal 
more content.  

75% of users said the layout was effective.  

It is clear that there are too many choices on the 
“Check In” screen.  

100% of users thought the form usability was satisfactory.  

100% of users said it was easy to identify the main navigation.

75% of users thought the navigation menu was used consistently.

Some users thought the navigation menu should appear on every 
screen.  To make the buttons more clear and descriptive, some 
people said the text and some of the buttons should be enlarged.

Next, we tested the low-fi prototype to get more  
information about how the redesign was working.  
Four people tested the low-fi prototype. 

*EACH GRAPH IS OUT OF 4 PEOPLE.



Testing & Analysis

Next, we tested our high-fi prototype.  Several key findings emerged:

A need for reducing the complexity of the door locks screen

• The personality survey search filter was a popular addition

• The teal color could be used more throughout

• A need for clarifying the differences between 3D and VR

• A need for integrating the 3D and VR into one function

• A need for updating the Length of Stay calendar

• A need for reducing the size of the checkmark on the “Order Cardboard” screen

• A need for updating the photo on the “About Cardboard” screen

• A need for  making the “Trips” description longer

• A need for keeping consistency in title capitalization

Based on these findings, we incorporated changes into the final design to make the user flow more seamless 
and the layout clearer and more usable. 
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Outcome

Airbnb: The travel app of the future.



Outcome

The personality survey tailors search results to 
find hosts that share the traveler’s preferences.  
You can turn tailored search results on and off in 
the filters section.  



Outcome

The updated home page refreshes the brand with 
teal, and introduces the app’s new features.

An updated Trips section features a nearly-effortless 
check-in with in-app door locking and unlocking 
capabilities.  It’s secure, easy to use, and expires 
when the stay is done.    



Outcome

You can browse the space in 360 video or Virtual 
Reality—all from one screen.  Find out if the listing 
is right for you—from anywhere.    

It’s easy to turn your phone into a VR headset with 
Google Cardboard.  It’s free with the app.  

Access a 360 and VR tour of the space from 
the search.  



Outcome

CHALLENGES

We encountered several challenges through making this product.  The 
first was the learning curve of using Figma.  However, it was worth it 
for a better result.  Another challenge was matching the Airbnb style 
guide.  This took research, compilation of typefaces and colors, and 
creating our own style guide to keep the style consistent.  Working 
as a group of three on a project without any physical interaction was 
definitely a challenge.  It was also difficult for us to conduct surveys and 
interviews when each of us were in close contact with so few people.  
We also had to learn new programs and new ways of communicating 
in order to come together and complete the project. 



Outcome

REFLECTION VISION & FUTURE GOALS

There is a lot of potential for Airbnb.  We implemented use of 
viewing spaces in Virtual Reality, but in the future we could 
see that being pushed even further.  A potential partner app 
could be produced for those who already own VR equipment 
at home to provide a VR exclusive experience.  Airbnb 
could  create its own VR headset so it didn’t have to rely on 
Cardboard.  Although these changes could expand the app’s 
capabilities, our redesign is complete and usable with the 
technology that exists today and in the near future.  These 
changes could be made when technology catches up to our 
ultimate vision.  These are just some of the ways that the work 
we had put into Airbnb’s mobile app could be expanded for 
future use down the line.

We learned a lot from completing this Airbnb redesign.  First 
and foremost, we learned to work as a team through Slack 
and Zoom.  These may be the communication tools of the 
future.  We learned how to test a prototype and base changes 
and goals on actual data, rather than assumptions.  Basing 
designs on what the user actually needs, through research, data, 
and testing, creates a more usable and relevant result.  This 
knowledge will be valuable for future UX and UI projects.  We 
learned how to create a usable prototype through Figma and 
present it professionally.  All this learning helped our Airbnb 
redesign be the best it can be.   
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Thanks for Reading!


