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Purpose

The purpose of this study is to review the Airbnb site 
with users and see how they interpret the overall 
design and layout. The goal of this study was to 
identify the positive and negative aspects of the 
overall design as well as discovering how users go 
through the process of picking their final destination 
based on discovery and inspiration.
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Reason

•The layout of Airbnb shares many similarities with 
the Alaska web redesign concepts and ideas of 
discovery and exploration. Similarities include:

• Use of large immersive imagery.

• Use of typography and fun taglines.

• Ability to save favorites.

• Creating an experience for inspiration and discovery.
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Format

There were 10 participants total for this usability study. 

• Five participants did Study A while the other five did 
Study B. 

•All participants had 4 tasks to complete throughout 
the study.

•The first three tasks were similar for both studies.
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Explore the Airbnb homepage.

Task 1: 
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Search for an accommodation 

and explore the results page.

Task 2: 
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Look at a particular listing 

from the results page.

Task 3: 
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Task 4

Task 4 was different between Study A and Study B. 

• Study A focused on a page called, “Popular.” This page 
showed users several popular locations on the Airbnb
site through a series of tiled images.
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Task 4

Task 4 was different between Study A and Study B. 

• Study A focused on a page called, “Popular.” This page 
showed users several popular locations on the Airbnb
site through a series of tiled images.

• Study B focused on a page called, “Neighborhoods.” This 
page showed users detailed information about a 
particular city and it’s neighborhoods.
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The Participants

• There were 10 participants who did this usability study.

• 5 females

• 5 males

• The median age was 36.2

• The youngest participant: 28 

• The oldest participant: 54

• Nine of the participants were US residents and one was a 
Canadian resident
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Task 1: Homepage



Quantitative Data: Homepage

• The top three things the participants were interested in 
searching for when traveling were price, location and 
amenities.

• Over 50% of the participants stated they enjoyed the 
simple flat design of the homepage.

• Over 50% of the participants enjoyed seeing featured 
locations on the homepage. 
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Qualitative data: 
Homepage

• Users described layout as 
clean, inviting and cozy. 

• While the images presented 
may not be related to their 
interests, they initiated a
mindset for exploration. 
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Qualitative Data: 
Homepage

• The video header on the 
top caught the attention of 
many participants.

• Layout was described as 
simple and intuitive and 
users had no trouble 
finding the search bar.
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Task 2: Results Page



Quantitative Data: Results Page

• 80% of the participants stated that the large map and 
images were the best features of this page.

• 60% of the participants liked the filters presented to them. 
• 90% of the participants used the “More Filters” options to find 

their ideal choice. 
• All 9 participants added amenities to their search criteria. Common 

desired amenities included internet, breakfast, and cable TV.
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Qualitative Data: 
Results Page

• Participants really enjoyed 
looking at the map. 

• Participants noticed that 
the pinpoints [on the map] 
would highlight when they 
hovered over a location on 
the right side of the page. 
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Other sites that use this results page 
format.
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Quantitative Data: 
Results Page

• When it came to the final choice, 9
out of the 10 participants ended up 
selecting a listing based on the 
images presented to them on the 
right side. 

• Price was also considered, but listings 
were typically filtered first to provide 
desired price range.

• 40% of the participants were able to 
discover the tile gallery feature, 
which gave participants a good feel 
of what the listing offered. 
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Results Page Issues

• Many participants were interested in 
a sort feature. 

• Certain participants wanted to see 
listings starting with the lowest priced in 
their filtered price range. 

• Participants were interested in guest 
review star ratings.
• Listings stated the number of reviews 

available, but not the quantitative star 
value of the listing.

• Guest review star value was 
available on Listing details page.  
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Results Page 
Recommendations

• Incorporate star rating 
information with the 
listings.

• Incorporate a sort feature.
• Idea: Allow users to sort by 

star rating, lowest price, and 
popularity.
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Before



After

Add star rating to each listing.

Add a sort feature. Users can 

sort listings by lowest price, 

star rating, and most popular.



Task 3: Listing Details Page



Quantitative Data: Listing Details Page

• The top three features participants liked about the listing details 
page was the header image (80%), the layout of the total price 
(80%), and the layout of the amenities section (40%).

• 30% of participants stated liking the reviews section and valued it in 
their decision. 
• 20% were interested in learning more about the reviewers.

• 30% scrolled past the reviews section.

• While there was content beyond the reviews section, many users felt their 
decision was made by the time they read a couple of reviews. 
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Qualitative Data: 
Listing Details Page

• The images presented on this page really 
influenced the participants.

• Almost all the users felt that the information 
presented on this page was enough 
information to make an informed decision.

• Participants also loved the breakdown of the 
price feature. 

• All participants felt the pricing was easy to 
understand and well laid out.  

• Price remained consistently visible as user 
scrolled down the page.  
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Listing Details Page 
Issues

• When it came to issues, most of the issues 
revolved around the “Reviews” section.

• Many participants liked this section, but felt 
it was missing certain features:

• 40% of the participants were interested in 
seeing a breakdown of the review (like the 
one on the top of the section) for each 
reviewer. 

• 1 participant noted he was interested in 
looking at the negative reviews to “see what 
the issues were.”

• 1 participant was curious to see how many 
days reviewers stayed at a particular listing. 
They felt this might impact their stay. 
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Listing Details Page 
Recommendations

• Incorporate star breakdown for 
each review.

• Incorporate a sort feature to 
allow users to see negative 
reviews, recent reviews and, 
other specific options. 
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Before

39



After
Add a sort feature. Users 

can sort comments by most 

recent, negative reviews, or 

positive reviews.

Show breakdown of star 

rating for each review.
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Study A Task 4: 
Popular Page



Popular Page

• 5 participants viewed this page after 
completing the first 3 tasks. 

• 3 out of the 5 participants really liked 
this page.

• These participants described this page 
as engaging and interesting.

• They specifically enjoyed the tiles with 
unique taglines.

• These three participants stated this 
would be a good starting point to 
discovering their next vacation. 
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Popular Page

• 1 participant completely 
disliked this page. 
• "It just feels like a block of travel 

ads that are just there.“

• “The rest of the page begins to 
blur... it's a lot of information“

• This participant desired a way to 
filter the popular results so he 
could discover new locations that 
were closer to where he lived. 
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Popular Page

• The other participant enjoyed the 
imagery, but also desired a way to 
filter the content. 

• She was interested in filtering listings 
that were available by specific date 
range.

• This really strengthens the feature on 
the Artefact Concept of having a 
simple filter above the inspiration tile 
section to allow users to find an ideal 
location while still being inspired.
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Artefact Concept
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Study B Task 4: 
Neighborhood Page



Neighborhood Page

• 5 participants viewed this page after 
completing the first 3 tasks. 

• Unlike the Popular page, all five 
participants enjoyed looking through 
the “Neighborhood” section.

• 2 out of the 5 participants liked the 
“Locals” section. 

• One user stated she felt like she was 
getting a very personalized 
experience compared to a 
traditional hotel site. 
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Neighborhood Page

• Participants did notice the “Get 
around with” section and felt it was 
missing information.

• “What kind of public transit?”

• The final participant of this study felt 
this page wasn’t too engaging.

• “It’s just a page with a list of 
neighborhoods.”

• Some participants suggested a map 
on this page would improve it so 
they could see the location of 
specific neighborhoods. 
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Neighborhood Page 
Recommendations
• Provide a list of top attractions. 

• Either have a better description for 
the “Get around with” section or 
show icons that link to public 
transportation maps.

• Have a map that shows where major 
highlights are and where the 
neighborhoods are located in 
relation to these highlights. 

• Users can compare where 
neighborhoods are on a map. 
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Neighborhood Page

• Four out of the five participants liked 
and used the keywords to find the 
neighborhood(s) they were interested in. 

• Users could click on keywords to filter 
out neighborhoods and find a location 
that suited their interests. 

• Two users were interested to learn how 
filters were selected.

• One participant wanted to understand 
what the keyword “expensive” entailed.

• One participant was curious to know 
how keywords were selected prior to his  
search.

51



Neighborhood Page 
Recommendation 

• Allow users to input their 
own keywords when 
filtering neighborhoods. 

• Do not automatically have 
a keyword selected. Allow 
users to see all available 
neighborhoods. 
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Before
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After

Add an “Other” keyword 

button
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After

When user clicks on “Other” 

keyword, it expands and turns 

into a text field. Users can 

input their own keywords to 

filter neighborhoods.
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Neighborhood Page

• Users also showed interest 
in the neighborhood tiles.
• They enjoyed reading the 

taglines and keywords associated 
with the tiles.

• The keywords on the bottom of 
the tiles where different from 
those listed on the top of this 
page. 
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Neighborhood Page

• All 5 participants really enjoyed this 
page.

• 2 out of the 5 participants liked the map 
and how it highlights the neighborhood 
boundaries. 

• 4 participants wanted the map to show 
where the major landmarks of D.C. (e.g. 
monuments and museums) were in 
relation to the neighborhood they 
selected. 

• Idea: When users hover over bordering 
neighborhood links on top of map, the 
map outlines where that neighborhood 
is.
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Neighborhood Page

• Beyond the map section, there were a 
series of photographs of the selected 
particular neighborhood.

• All photographs were taken by local 
photographers.

• All 5 participants really emphasized how 
much they enjoyed viewing the 
photographs.

• “The pictures are gorgeous… 
absolutely fantastic…”  

• One user described images as 
sharing an honest story of the 
location.
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Overall

• All 10 users really enjoyed their experience with Airbnb. Many stated 
it was a refreshing way to plan for a vacation.

• The most liked feature among all 10 participants was the imagery. 
The imagery was considered unique, engaging, and inspiring. 
• Participants commented on the fact that the images did not feel like stock 

photos.

• 7 out of 10 users felt their experience was very personalized to their 
interest.

• Almost all of the participants would begin their search relating their 
interests with the location they are researching. 
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Thank You!


