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Stay & Sleep : Mission & Vision

Stay-N-Sleep is a

vacation rental online
@ marketplace company
based in San Francisco
CA, United States.

Our Vision

To connect people,
enrich
communities,and open
minds to new
experiences and
cultures.
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Findings from Internal Data
Existing users are 50% more likely to try new products and

experiences as well as spend 31% more.
There is good scope

Our own data shows that it costs 5x more to acquire new users
than it does to retain current users.

Research

Opportunity




Market Opportunity

travel and are also the most popular cities for Stay-N-Sleep

booking experiences!
- Stay-N-Sleep has seen an increase of interest for their
corporate benefits for business travelers.




Energetic - Hard working - Nature lover - Outgoing

Connecting people -

[}

e New experiences and cultures

e Engage with the travel community
e Explore and discover

e Finding experiences with locals

e Finding fun things to do during downtime on business trips
e Keep track of loyalty points through different portals

e |Instagram
e Local recommendations from local businesses
e Company offers portal

Mike is a business traveller in the finance industry. Mike is
a young professional. He enjoys going out for the local

food. He really enjoys nature walks. : Bgﬁ%?gggg; glps *  Good connectivity for
e Short commute
32 California e (ood after work activities

Sales Manager Adventurer

- Single - REI, Sony, Spotify
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As a corporate
travel agent | want
to get perks/
rewards for
repeated bookings
so that | can save
on the company




As a business
traveler | want to
find exciting local
experiences when |
travel so that | can
relax and de-stress
when the work is
done.




As a host | want to
be rewarded for my
service, and receive
good reviews so that
| can earn more
income by
increasing bookings.




User Research

R q @

Difficulty finding
similar options

Hard to find Activities Search Issues




Competitors

. A )
Bearero Yooy .
Year Founded 2008 1995 1919
E‘“mber of 5465 2800 104,769
mployees

Annual Revenue

(USD) 3.4 Billion (2020)

2 Billion (2021)

4 3 Billion (2020)

User Base Size 150 Million

82 Million

160 Million




Competitors
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Pros -Different price ranges  -Multiple options -Loyalty program

-Expensive

Cons  -No business options Fewer reviewers

-Expensive

-No loyalty system

-Recommendations -Varying leisure
-No loyalty system )

based on where you experiences

have stayed

Feature Gaps




SWOT Analysis

STRENGTHS

-Hassle free booking
-Cheaper than hotels
-Unique local experiences

-Recommendations

-Interest in corporate perks
-Business travelers

-Loyalty program requests

OPPORTUNITIES

A0
Qi

WEAKNESSES

-New to the market

-Dependant on hosts

-Pandemic Restrictions

-Competitor Pricing

THREATS




Hypothesis

We believe that business travelers experience
frustrations when they are trying to book a visit
because of the inconsistent experience when
booking across platforms and alleviating the pain
would allow them to be recognized as a valued
customer, and save them money for recurring trips.




Our Solution

A catered booking platform with custom local experiences
for business traveler’s interests.

Tiered Loyalty Program

Local Recommendations Section

Similar Property Recommendations




User Booking Flow

User
navigates to
Stay-N-Sleep
and plugs in
destination,
dates, and #
of guests

|
|
1
I
1
I

| Results
f populate.

L User filters

1

| based on
| preferences

User
assesses
properties -
photos,
reviews,
location,
fees, efc

|
P T ! | User shown
1 User i | signinor
| chooses | | sign up flow
—» property & {———1 for
| selectsbook | i Stay-N-Sleep
| now | | rewards
[igapnpn s ey § I | program

User signs in
- views

| available

i points, but

! remains on

E listing page

User
proceeds to
book -
options
include pay
w/ card, pay
w/ pts or
combo

User
completes
payment &
booking.
Confirmation
page
populates.

|
User paying :
w/ card :
shown how |
many points |
earned :
|

1

1, R LR e AT A R
I

:\ Non-member

call to action
to sign up &
benefit
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Roadmap

. Extend database to track stays per user ° Update backend and develop front end for preferred review sorting for loyal users on website
. Design MVP webpage and mobile app screen for loyalty dashboard ° Develop and design web page front end that shows dashboard and status of stays
° Update the loyalty dashboard marketing website for new review feature

° Document the First Look feature and Loyalty Dashboard

° Run UX Research study on MVP mocks for mobile app and website ° Train the customer team on Dashboard, Badges, and First Look
° UX Research to validate the reviews Ul changes on website and mobile app ° Update backend and develop front end for preferred review sorting for loyal users on
° Develop mobile app Ul that shows dashboard and status of stays mobile app

° Develop and launch GTM plan for Loyalty Program




Success Metrics

Average reviews
ratings of 4.5
stars

7  RETENTION

Achieve retention
rate of 30%

Have 20% of
users
participating in
the loyalty
program




Go To Market Strategy

4 P’s Messaging GTM Planning

Product: Loyalty Program Business traveler Pre-Launch

Price: Free Corporate travel agent Launch

Place: Website and app Post-Launch

Promotion: Inbound and
outbound marketing




Go To Market Strategy

Pre-Launch

>

Resolve bugs and
address any feedback
from limited release
Calculate existing
customer points
based on their travel
in the past year
Prepare marketing for
launch

Launch

>

Newsletters, social
media, website/app
updates to promote
full launch

On call engineers for
support

Give existing
customers points
based on their travel
in the past year
Watch metrics for
performance

Post-Launch

>

Adjust marketing
promotions based on
performance

Hold a post-mortem
lterate and reflect
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Roadmap

Team 1

Extend database to track
Back-End Engineering Sy
Design MVP web page for loyalty
UX Design iasticard
g Dasign MVP mobile app screen for
UX Design Toyatty dashboard
Writer
Writer
Run UX Research study on MVP
UX Research mocks for mobile app
Run UX Research study on MVP
UX Research for website.
UX Research to validate the reviews
UX Research R g o rans i ot
Front End Engi Eoan moks me Ll s
Back-End Engi s et e
Front End Engi Develop web page front end that
Design badging iconography and site
ate.
UX Design
e
UX Design preferred review sorting featur
Develop front end for preferred
Front End i i
website
Back-End website with new review feature
e Update the loyalty dashboar
Front End ittt %
i Update the loyalty dashboard
teature
Update backend to supporttimed
Back-End
fitter
Update the loyalty dashboard
feature
Train the customer team on how to
Customer Support manager (Dashboards, Badges, and

Back End Engineering

Develop backend database to track
tiering and perk matches

Develop front end for preferred

Front End
‘mobile app
UX Design Design updated website to promote.
First Look feature
) Develop front end for preferred
Front End

Front End Engineering

‘wabsite
Design new fiter for First Look and
text labels

Develop and launch GTM for Loyalty.
Badiyasane

PM

First Look)

Develop and launch GTM for Loyalty.
Program ( Dashboards, Badges, and
First Look)

MVP - tracking and
infrastructure

MVP - tracking and
infrastructure

MVP - tracking and
infrastructure

MVP - tracking and
infrastructure

MVP - tracking and
infrastructure

MVP - tracking and
infrastructure

MVP - tracking and
infrastructure

MVP - tracking and
infrastructure

MVP - tracking and
infrastructure

Badging & Reviews

Badging & Reviews

Badging & Reviews

Badging & Reviews

Badging & Reviews

Badging & Reviews

Badging & Reviews

Badging & Reviews

Preferred Bookings

Preferred Bookings

Preferred Bookings

Preferred Bookings

Preferred Bookings

Preferred Bookings

Preferred Bookings

Preferred Bookings

Preferred Bookings

Preferred Bookings




Team 1

Product: Price: Promotion: inbound
Loyalty Free, Place: e g
program 3-tiered Website/app outbound- social
feature approach et
_ Pushesslnvelesend

This iteration of the
feature will focus on
existing business
traveler segment

user)

Business traveler, being our most frequent
travelers, needs to be rewarded for being
loyal customer. A tiered loyatty program is a
way 1o show we value thelr business, helps
customers save money by getting deals and
improves customer satisfaction by providing
personalized experiences.

Corporate Travel Agent

Travel agents book most of the tips for
corporate employees. They need a way to do
this easily especially for recurring trips while.
taying within budget. Looking for ways to
keep their travelers satifsied while saving
maney for the company.

We offer a loyalty program that allows them to
save money on recurring/group bookings

Pre-Launch

limited release with
ome small
segment of existing
users il for few
‘weeks, look for
bugs

GTM launch plan- have PM or
PMM be a launch owner, identify
cross functional groups with key
actions tractk- alert one member
from each discipline- keep
involved in meetings and email

Launch

* What do we do the
day before/day of/
week after this is
released?

Post-Launch

* What (if anything) should
we do on the inbound
(people come to you via
blogs, email newsletters,
etc) and outbound (search
ads, etc) side?

* Should we
run any
campaigns,
and if so,
what?

* Should we have a

e Slossat it * What * Are there any external
anfieg e icase s 130 assets do relationships to
how should it look, and i Consider (buz
whatshouldwe watch W€ need to iouzz,
pals create? partners)?
jive existing .
e Moo production
watch for points based on Sﬂ:f"i&f::" support- on
analytics, h:::;’ ";“’::e website and call
pm'{yw app updates. engineers

calculate existing

X customers points
* How will their
travel history in the
we reach il
customers?

resolve
bugs from

limited

release




Customer message, custom acquisition
channels & go-to-market strategy

Team 1

7 STEPS STAGED APPROACH GO TO MARKET STRATEGY

Step 0 Product Manager

Step © Step © Step @O Step @ Step O SN 7 )

Know who you're Determine your Build your marketing Identify your metrics Make a plan for Consolidate your post-
trying to reach pricing and sales strategy customer support launch resources
strategies
Branding- o S pronr e
i i o website updates, elpline marketing- ads 3
Business mczceniorl] | BReiatonsnips Mot st oo e
Traveller( :okmg with corporate  box. Socil Media website/app initial launch for
companies ads- fb, instagram, new loyalty
end user) recurring trips , P googe ads e
or group.. Noof
envolmenss
tiered loyalty st o Ry increase.
Corporate Do difdeant earn reward e b e S waining internal reduce.
Traveler levels of loyalty: discount for points through i pcstile et growes on customer
Planner ! siiver,, gold, extended stays reviews/ booking.com, features. n:ﬂ'::::ﬂ support by 20%,
(involved in et pasecoh | (le. discount/ engagingon  expedia and other 3 months after
valingy ace i i i i 3rd party launch
buying) waive certain social media il
fees)
‘Who are the personas you are targeting? How will you monetize your product/ E.g How many email subscribers do we How will you know if your campaigns How will you prepare for customers Will you need the same level of
feature? have, and in which segments? are working, and if they're cost- who struggle to adopt your new customer support, and will you want to
effective? product/feature ‘maintain the same marketing
What is the cost of acquiring x campaigns?

customers using x channel?




SWOT Analysis:
Automobile Maker

Own Specific Factors

Spike in loyalty
program inquiries

Pandemic
restrictions

business travelers as
fasting growing area

Easy to have
competitors

more interest in
corporate benefits

Negative reviews

inflation Competitor Pricing

e strategies to make use of Opportunities Strategies to prevent Threats
Good Stay LIS through our Strengths through our Strengths
Hossle Free Suggestions experiences Good Loyaity
Booking free admin Program.offers Less Steps for True and st Enoitn
dashboard for customer re?vards Sign up anc vebdeted inn f;l

Acvonce offers a cheaper booking company and specials Ki % cuiture coming from

Search & Tienp e Booking Reviews senior leadership

Options alternative to team to stay Oglb

hotels

Corporate Travel
Price Ranges

Strong Top
Management

Relatively new to the
market (2020)

Strategies to make use of Opportunities
to minimize Weaknesses

Not a traditional
eccommodation
experience

Dependenton
people to list their
homes

increase breadth of
suppliers to include
busienss owners



Business Canvas Model

> Customer Relationships
> Key Partners

Services during stay
Travel agents

Choices in terms of availability and cost
Corporate companies sending employees to travel

> Channels
> Key Activities
Social media ads
Ads
App/website booking
Payments
3rd party bookings (Expedia)
Host sign ups
> Customer Segments
Building simple app/website
Repeating business traveler
Creating loyalty incentives
First time business traveler
> Key Resources
Leisurely traveler
Hosts
> Cost Structures
Data
Capital costs
> Key Propositions
Labor costs
A seamless travel experience
Services costs
> Revenue Streams

Online payment through app/website




The value Proposition Canva

A seamlless business
Value Proposition ove Customer Segment traveler
experience
for business
travelers
Simple
Simple Ul point
system
Gain Creators
Fun activity
Good listing list of M ,Oma.;fmg
of stays activities to Good S local
do near the service community
stay
Products m Customer
& Services Job(s)
> ¢
-
— an easy travel
More filters s 0 experience,
to search pleasant stays with gOOd
with good i i
loyalty . Lot leisure options
program Pain REncvei o
Leisure trip
section content first choices
recommendations

are usually
booked




Agile sprint plan

Team 1
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Objectives

° Offer a better travel experience than traditional hotels
. Offer a loyalty program
° Help retain current customers

Success Metrics

. Average reviews ratings of 4.5 stars
. Achieve retention rate of 30%
° Have 20% of users participating in the loyalty program

Features In

More payment and fee transparency (4)

Fix issues with search (3)

Make booking button not sticky

Usability homepage issue (assuming this is a text only thing- then put this in)

. While on the home page, the button says “Book Now”, on a specific property button on the map says “Reserve” and next to the listing “Learn More”.
o “How do | know if they will all show me important info about the property and ability to reserve the dates and start the booking process from anywher he site?”
Features Out

More consistent photo quality
Fix issue with booking same host




User flow diagrams, wireframes

Team 1

Search for different/ S sedamnasticn
previous Browse options stior PR Reserve booking Apply loyalty perks Booking Confrimed
accomodations
e - —_— —




