CHAPTER ONE GLOBALIZING BUSINESS

crowd-sourced freslancers. The translation covers an
increasing number of languages and even captures
the subtle differences between US, English and Cana-
dian variants of English, or converting ‘8’ to ‘ss’ when
displaying German input to a Swiss reader. Morsover,
automatically translaiing everything into English may
put off some potential guests from within Italy. Thus
information is usually displayed in the local language
by default, with English transiation just one click away.
Effective service in different countries also requires
adaptation of, for example, payment options and cur-
rencies, sign-up methods and identify verification proce-
dures. For example, in the USA, emaif and a Facebook
accounts attract customers, while in China Waibo or
WeChat are more functional in attracting travellers, Sup-
plementary web content-such as recommendations for
tourist sights and activities is generally sourced locally.
Also reguiatory and taxation issues vary across
countries and even across cities. Most places have
rules for hotels and even for bed & breakfasts, and
thus it is often a contentious issue whether such rules
apply to Airbnb hosts. Do they, have to, for example,
provide the same health and safety standards? Do
they have to pay local hospitality taxes where hotels
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are liable to such taxes? Do Airbnb revenues count
for income tax? Some cities are even concerned that
apartments rented out to Afrbnb drive up rents, or lead
to a shortage of apartments to rent by, for example,
students staying'for an entire year, To deal with such
local issues, Airbnb needs to have its own people
nearby who understand the issues and can support
their hosts and guests.

CASE DISCUSSION QUESTIONS

1 Inthe digital age, what barriers do entreprensurs
face wishing to expand their business globaly?

2 Forlocal businesses, such as Arbnb hosts, what
are the key challenges of partnering with a digital
sconomy firm based in another country?

3 Asatraveller, what do you see as the main pros
and cons of using Airbnb for your next trip to an
unfamiliar country?

Sources: (1} B. Selomon, 2018, How Airbnb expanded fo 180
countries by thinking ‘glocal’, Forbes Blog, May 3; (2) P, Yip, 2017,
How to grow a business in 190 markets, blog, www.oneskyapp.com;
{3} R. Rosenfalt, 2014, Going for global, Slideshare.com;

{4) New York Times, 2017, Vancouver limits Airbnb, November 15;
{8) Handelsbiatt, 2018, Berlin erleichtert das Geschétft fir Airbnb,
March 23; {8) www.airbnb.com.
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