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I. Executive Summary 
 StayBillety is a home sharing company based on the idea of connecting 
home owners and travelers through shared interests. StayBillety affiliates 
with other organizations, including sports teams and universities to connect 
the parties. Every stay booked through StayBillety involves a charitable 
donation.
 StayBillety emphasizes community in its tagline, #StayingAlike: Shared 
Interests. Shared Roof. 
 StayBillety’s current goal is to increase its presence and use during 
Syracuse University’s 2019 Commencement Ceremonies. It wants families 
traveling to Syracuse, New York in May 2019 to use StayBillety to make their 
housing accommodations. 
 The company faces communications challenges, as its social media 
pages have few followers and receive minimal engagement. StayBillety needs 
to increase its social media presence in order to attracts more hosts and 
travelers. 
 This report is based off of a 6-month social media analysis, ranging from 
Sept. 21, 2018 to March 21, 2019. The studies conducted included social 
media analyses of Facebook, Twitter and Instagram. Guest and Host analytics 
were also conducted. Hootsuite and Meltwater were used for these studies. 
 Based off of the research, I have made 5 recommendations for 
StayBillety to increase its use and engagement. StayBillety should use brand 
influencers, expand its use of Facebook, offer incentives for new hosts, grow 
its already existing partnerships and create guides for specific events. 
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III. SWOT Analysis

• StayBillety can make travelers more comfortable with home sharing    
   because it emphasizes community and shared interests.
• StayBillety has existing partnerships with major organizations, including   
   Syracuse University and Juno Awards (StayBillety, n.d.).
• StayBillety has YouTube tutorials describing how users can list, request   
   information about and book properties StayBillety Inc., 2016).
• StayBillety also has a YouTube tutorial explaining how an organization can   
   partner with StayBillety (StayBillety Inc., 2016).
• A mobile phone format of StayBillety exists and allows users to book    
   homes on their cell phones.
• StayBillety’s website provides direct links to its social media pages on    
   Facebook, Twitter, LinkedIn, YouTube and Instagram (StayBillety, 2019).

• StayBillety must use its social media to market to various communities,   
   including sailors, concert goers and Syracuse University alum (Jones, 2019).
   It may be difficult to reach a specific public or group with media content   
   created specifically for one group or another. 
• StayBillety is growing too fast for its employees. There are not enough   
   employees to keep up with the increasing amount of work (Jones, 2019).
• StayBillety does not have an app. Users have to go online to book and list   
   homes. However, Airbnb, a major competitor, has a mobile phone    
   application.
• StayBillety has a relatively small social media following. Its Twitter account         
   has less than 600 followers (StayBillety, 2019b). Its Instagram has less than   
   200 (StayBillety, 2019a).

Strengths

Weaknesses

II. Background

StayBillety was founded in 2016 in both Kingston, Ontario and Syracuse, 
New York. It is a home sharing service that focuses on community and 
charity. Travelers can find their rental properties through shared affiliations 
with owners (Jones, 2019). StayBillety allows for a new level of comfort 
between both parties in the home sharing process. Every stay through 
StayBillety also involves a charitable donationGreat!. With every booking, 
a donation is made, often to the affiliated group (Jones, 2019). The mission 
of StayBillety is not clearly labeled on the website. However, the website 
states “Celebrating community with its unique affinity-based affiliate model, 
StayBillety is also a social enterprise whose business supports charitable 
organizations” (StayBillety, 2019). This combines the idea of community and 
charity on which StayBillety was founded.
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• StayBillety is in the early process of associating with the International    
   Olympic Committee and the National College Athletic Association (Jones,   
   2019). These partners have a larger social media following than StayBillety,   
   and could use their accounts to promote booking homes with StayBillety. 
• StayBillety works across countries, as it was initially launched in both    
   Canada and the United Statess (StayBillety, n.d.). It’s international ties could  
   help attract international families traveling to the United States. 
• Charity is a major component of StayBillety. Every booking includes a    
   donation to one of the community affiliates. This will encourage        
   organizations to partner with StayBillety (Jones, 2019). StayBillety could   
   make a large impact in the Syracuse community and receive earned media   
   coverage. 
• Syracuse University graduation attracts thousands of families. If the 
   families use StayBillety to find housing for graduation, they could use it   
   again in the future. 

• In order to keep up with the new home- sharing trend, The Marriot Hotels  
   have launched a pilot program in European cities. It allows travelers to 
   book homes through Marriot and still earn traditional hotel rewards    
   (Roberts, 2018). Should hotel chains enter the U.S. home-sharing market,   
   they could limit the growth of startups like StayBillety. 
• About 33.9 million Americans used Airbnb in 2017 and its number of users   
   are projected to keep growing (Number of Airbnb Users, n.d.). 
• Traditional rental companies like Vacation Rental by Owner, Homestay and   
   Flipkey are still common and regularly used by travelers.
• Cities like New York City have begun regulating the home sharing industry.     
   This includes registration and taxation (Regulation & the Future, 2019).   
   These new laws could prevent homeowners from listing their properties, as  
   it creates a more complex process. 

Opportunities

Threats

Who? 
A 50-year-old public school teacher
Where? 
Syracuse, NY
Household income?
$51,000 annually (Syracuse, New York Population 2019, 2019).
Why?
She is married with two children, but they are both away at college. 
She rents out her two extra rooms to visitors of Syracuse, often 
families of students at Syracuse University. The extra income from 
sharing her home allows her and her husband to travel in the summer, 
during her time off from teaching. 
Social Media Habits?
She chronicles her own travels and Airbnb experiences with 
Facebook, the second most popular site for Americans over 50 (Smith, 
A. & Anderson, M., 2018).
Preferences? 
Those with good communication skills who leave here home clean

The Empty-nester 

Who?
A 45-year-old married man with one daughter in 
college
Where?
He currently lives in Westchester, NY and 
commutes to Manhatten for work. He is 
originally from rural Pennsylvania.
Why? 
He enjoys Central New York as an escape from 
the chaos of a big city. He likes Airbnb because it 
allows him and his wife to travel on a budget. 
Social Media Habits?

He uses Facebook to share his family’s adventures with his friends. He uses Twitter often to reach out 
to companies and share feedback. He regularly tweets about the quality of his Airbnb stays.
Preferences? 
When he travels to rural areas, he uses Airbnb to stay in a real home. He likes staying in more remote 
locations so he can get the small town and community feel. 

IV. Target Audience

The Exploratory New Yorker
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V. Competitors

1. Airbnb 2. Traditional Hotel Chains

Airbnb’s popularity makes it a strong 
competitor.

The company had 33.9 million 
American users in 2017 (Number of 

Airbnb Users, n.d.). 

Nearly 68% of Airbnb web traffic is 
from direct searches, compared to 

the other 32% that stems from paid 
advertisements (Similar Web, 2019).

Hotels are also beginning to enter the 
home sharing market. The Marriot 

Hotels have launched a pilot program 
in European cities. It allows travelers to 
book homes through Marriot and still 

earn traditional hotel rewards (Roberts, 
2018).

Parents traveling to Syracuse, New York 
for graduation may choose hotels for 

the rewards and familiarity with certain 
hotel brands. 

Margot Lee, a Syracuse 
University student and 
YouTube blogger could 
bring the StayBillety 
name and mission 
to Generation X and 
Millennials. She is a 
member of the Syracuse 

University community and could use this affiliation to showcase StayBillety on her social 
media. She has over 170 thousand Instagram followers and already has advertising 
partnerships with fashion and beauty companies (Lee, n.d.). She posts for these brands 
on her Instagram stories. She also travels often for these partnerships, and a home 
sharing partnership could fit in with her “girl-on-the-go” brand. Her YouTube channel 
has nearly 400 thousand subscribers (Lee, n.d.). Should she partner with StayBillety, one 
video feature could create extremely high exposure for StayBillety.

VI. Influencers 

Eric Alper would be another great influencer for 
StayBillety. He is extremely involved in the music 
industry and the Unison Benevolent Fund, one of 
StayBillety’s successful affiliations (Alper, 2019). 
StayBillety should offer Alper discounted rental rates, 
in exchange for promoting StayBillety on his social 
media and blog. His blog could provide readers a first 
hand account as to what using StayBillety is like. Alper 
works in public relations for celebrities like DJ Khaled 
and Ringo Starr (Alper, 2019). His position in the 
music industry could allow him to reach fans of major 
celebrities he work with. 

Margot Lee

Eric Alper

(Lee, n.d)

(Alper, 2019)
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VII. Social Media Platforms

• Study from Sept. 21, 2018 – March 21, 2019
• Post from Sept. 26, 2018
• 14 reactions to post
 • Two main demographics reacted to the post, Syracuse University  
 students involved with Blackstone Launchpad and older Canadians 
• 2 comments on post 
 • Both positive and congratulatory
 • Posted by middle aged white Canadian women 
• 1 share of post 
 • Shared by Blackstone Launchpad 
• Post included an article sharing news update about the growth of 
StayBillety 
 • Article was written by Blackstone Launchpad, Syracuse    
 University’s entrepreneurship program 
• StayBillety was accepted into GrindSpaceXL at Queens University 
 • GrindSpaceXL is an entrepreneurship program

VIII. Social Media Engagement
1. Facebook

398 Tweets 
586 followers

96 posts
351 fans

319 posts
132 fans
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• Study from Sept. 21, 2018 – March 21, 2019
• Post from March 19, 2019 
• 3 likes of post 
 • Liked by tagged accounts 
• 2 retweets of post 
 • Retweeted by tagged accounts
• Post showcased merchandise and a survival guide from a sporting 
conference in Ottawa, Canada
• Tweet included 3 tags 
 • Tags relevant to the city and Canadian sport event sponsors 
 • Specifically, CDN Sport Tourism, Sport Event Congress, and City  
 of Ottawa 
• Tweet included 5 hashtags 
 • Hashtags relevant to event
 • StayBillety’s hashtag, #sharedinterests
• Post included a photo of the conference’s survival guide 

2. Twitter

• Study from Sept. 21, 2018 – March 21, 2019 
• Post from March 14, 2019 
• 51 likes of post 
 • Liked by Syracuse University students
 • Liked by Canadian musicians
• 2 comments on post 
 • Comments by Canadian musicians who attended the event 
• Post was a photo of Canadian musicians 
• Post encouraged those traveling to Unison to use StayBillety to give 
extra money to Canadian musicians through the partnership
• Post included link to website for booking
• Post included 20 hashtags
 • Hashtags relevant to music 
 • Hashtags relevant to home sharing and StayBillety 

3. Instagram

(StayBillety, 2019a)

(StayBillety, 2019b)
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IX. Recommendations
1. Use influencers

a. Partner with Eric Alper officially. He is extremely involved in the music industry 
(Alper, 2019). 
b. Encourage Alper to continue posting about and encouraging the use of 
StayBillety for music lovers 
c. Encourage Alper to write a blog post about StayBillety and how its partnership 
with the Unison Benevolent Fund will benefit Canadian musicians 

2. Expand use of Facebook
a. 68% of Americans have Facebook accounts, and StayBillety posts with the 
largest reach tend to be on Facebook (Smith& Anderson, 2018). StayBillety should 
continue using Facebook to share its partnerships and encourage use, as it has the 
most potential to have a large reach.

3. Offer incentives for StayBillety hosts 
a. Many hosts enjoy traveling themselves. Offer hosts rewards for their own 
travels. For example, offer hosts a discount for StayBillety after listing their own 
property.
b. Many hosts share their homes on Airbnb. StayBillety should provide an 
incentive for changing their listing to StayBillety. This incentive could be minimal 
fees for the first month

4. Strengthen the already existing partnerships 
a. StayBillety should continue reaching out to the Canadian music community, as 
the partnership with Unison Benevolent Fund created the largest reach  
b. Specifically, reach out to the administrators of Canada’s Music Incubator’s 
Facebook page and encourage them to post original content about StayBillety.

5. Create a guide for specific events
a. From the target audience analysis, it can be summarized that travelers like 
to experience the community in which they stay. They appreciate the outdoor 
activities the location has to offer, as well as favorite local destinations, such as 
coffee shops. 
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