THE STARTUP MENTOR™

In-depth Assessment — AirBed &
Breakfast (Airbnb)

Book rooms with locals rather than hotels

A web platform where hosts rent out space to travelers — saving travelers money, earning hosts income, and
creating a local cultural connection that hotels cannot offer. Total addressable market: 2 billion+ trips booked
worldwide annually (source: Travel Industry Association of America, per deck). Serviceable market: 560
million+ budget and online trips (source: comScore, per deck). Initial target: 84 million trips at 15% of
available market — stated target share in deck. Entry wedge: High-attendance events in US and European
cities where hotel capacity is structurally insufficient (DNC, Octoberfest, Eurocup, Mardi Gras). Expansion:
Geographic city-by-city expansion via event calendar — no explicit sequence beyond the five events listed.

The business model is Two-sided marketplace (10% transaction commission). Product shown via
screenshots in deck — search and listing functionality visible. No transaction volume disclosed. No user
numbers for Airbnb specifically (proxy validation via Craigslist 17K temp housing listings and CouchSurfing
670K users). Pre-revenue at time of deck.

The founding team is design-led with genuine engineering capability. Chesky and Gebbia are both RISD
graduates — a background that produced an unusually polished product for a seed-stage marketplace.
Gebbia holds a patent on a prior product (Critbuns), signalling prior commercial intent and design execution.
Blecharcyk brings real technical credibility: Harvard CS, a Facebook app with 75,000 users, and stints at
Microsoft and OPNET. Michael Seibel as advisor (CEO of justin.tv, itself a venture-funded two-sided media
platform) adds early-stage distribution and fundraising experience that is material at this stage. What the deck
cannot reveal: how the founders engage with disconfirming evidence, their selling ability, or their capacity to
recruit. Observable from the deck alone: a complementary team with sufficient skill coverage for the
pre-traction phase. Team gaps: Sales and partnerships (identified in deck via event and platform strategy).
Enterprise/hospitality industry knowledge absent. Trust and safety architecture not evidenced. Legal and
regulatory expertise absent. Founder potential: 72/100 — HIGH.

Stage Initial
Model Two-sided marketplace (10% transaction commission)
Deal Signal INTERESTED — CONDITIONAL

INTERESTED — CONDITIONAL

Overall Assessment

AirBed & Breakfast is pitching a two-sided marketplace at a moment when the market it is creating does not
yet exist in transaction form. The deck is well-constructed for its era — polished, structured, and specific on
the business model. What it cannot show is proof that the market will transact.

The team is the strongest element. Chesky and Gebbia bring an aesthetic sensibility to a category where

trust is built through brand and product experience — not an obvious founding team for peer accommodation,
but possibly the right one. Blecharcyk's "Your Neighbors' Facebook app is directly relevant: building a product
that asks users to trust each other through a platform is exactly the challenge Airbnb faces. Michael Seibel as




advisor brings two-sided platform experience and a fundraising network that is material at angel stage.

The distribution strategy is the second strongest element. The Craigslist dual-posting mechanism is a
non-obvious supply acquisition hack that seeds host listings without paying for them. The event beachhead
concentrates demand at moments of maximum willingness to pay. These are not obvious strategies — they
suggest strategic thinking that goes beyond the deck slides.

The central weakness is what the deck cannot show: anyone has transacted. The proxy signals — 670K
CouchsSurfing users, 17K Craigslist temp housing listings — establish that demand and supply exist in
adjacent forms. They do not prove that a stranger will pay $240 to sleep in another stranger's home,
managed through a platform they have never heard of. This is not a criticism of the deck — it is an accurate
statement of the stage. The company is pre-traction. The deck is asking investors to bet on team quality and
strategic logic before commercial evidence exists.

The single most concerning observable gap is the complete absence of trust and safety discussion. Peer
accommodation is a trust problem before it is a market problem. Identity verification, host vetting, guest
insurance, dispute resolution, and property damage coverage are not optional features — they are the
product, in the sense that without them, no user should transact. That the deck does not mention any of these
mechanisms suggests either that the team has not yet confronted the problem, or that they chose not to
address it in the deck. Either reading produces the same assessment: it is the first question any serious
investor should ask.

Deal signal: INTERESTED — CONDITIONAL. The team quality and distribution strategy are sufficient to
warrant a conversation. The conditions are first transactions and a trust architecture that a reasonable person
would find adequate to hand over their home or their safety to a stranger.

Key Insights

e The Craigslist dual-posting mechanism is the most strategically sophisticated element of the deck — a
non-obvious supply acquisition hack that bypasses the cold-start problem without requiring Craigslist
co-operation.

« Trust and safety infrastructure is completely absent from the deck. In peer accommodation this is not a
future problem — it is a Day 1 requirement. The review system, identity verification, and host guarantee that
became Airbnb's actual moat are not mentioned.

e The RISD founding team is non-obvious for a marketplace company and may be the right founding team
precisely because peer accommodation is a design and trust problem before it is a logistics problem.

Tarpit Warning — Severity 3

Categories: Travel Marketplace, Sharing Economy.

Travel marketplace and peer-to-peer accommodation are well-documented tarpit territory — high CAC,
chicken-and-egg supply/demand, trust infrastructure requirements, regulatory complexity, and incumbent
hotels with pricing power. The override conditions are real but do not fully neutralise tarpit risk at this stage.
The Craigslist hack and event focus are clever partial solutions to the cold-start problem. Trust and safety
— the defining moat in peer accommodation — is completely absent from the deck, which is the single
largest risk signal observable from the document.

Override applied: Two-sided transaction model (not free/social like CouchSurfing) creates defensible
revenue architecture; Event-based beachhead limits initial surface area to high-demand, low-supply
contexts where WTP is elevated; Craigslist dual-posting is a non-obvious supply acquisition mechanism
that bypasses the cold-start problem; RISD design pedigree creates brand differentiation that is genuinely
hard to replicate in a trust-dependent category



POTENTIAL CATEGORY CREATOR

AirBed & Breakfast is creating the peer accommodation marketplace category. No transaction-based
short-term rental platform existed at the time of this deck. The competitive map shows an unoccupied
quadrant: affordable + online transaction. Category creation risk applies: the category may not exist at the
scale the deck assumes, and the trust infrastructure required to make it real has not been built.

Green Flags

STRONG — Complementary founding team with directly relevant credentials
STRONG — Craigslist dual-posting — non-obvious supply acquisition mechanism
MEDIUM — Event beachhead concentrates demand at high-WTP moments

MEDIUM — Clean 10% commission model with coherent unit economics

YYYVYY

MEDIUM — Unoccupied competitive position — affordable + online transaction

Red Flags

r HIGH — — no transaction evidence

r HIGH — Trust and safety entirely absent from deck

r MEDIUM — $200M revenue projection by 2011 is unanchored
r MEDIUM — Cold-start problem not resolved for new cities

Assessment Confidence

Team quality 80% Credentials verifiable. RISD + Harvard CS + relevant Facebook app experience
+ Seibel advisory. Directly observable from deck.

Business model coherence 75% Commission model well-specified. Unit economics derivable from deck data.
Untested but structurally sound.

Market size 60% TAM/SAM from cited industry sources. SOM (15% of SAM) is a target, not an
evidence-based projection.

Willingness to pay 20% No Airbnb transaction data. Proxy signals only. This is the lowest-confidence
dimension in the assessment.



1. Value Growth Map

The Value Growth Map shows a startup’s progress across 16 dimensions on a single chart. Two lines define the
picture. The constraint line is the outer polygon — it marks the point on each dimension where value growth
constraints have been removed. The further out it sits, the more that dimension is contributing to the company’s
growth potential. The validation line is the inner polygon — it shows how much of that potential has been
confirmed by independent evidence: customers, revenue, contracts, and market signals. An investor can only price
what sits inside the validation line with confidence.

The three coloured zones tell the full story. The red band runs from the edge of the chart to the constraint line.
Where the constraint line sits deep inside the red band, that dimension is actively holding back value growth — the
darker and wider the red, the greater the constraint. The amber band between the constraint line and the validation
line is hidden value: real capability the company has built, but which the market has not yet priced in because it has
not been independently confirmed. The green area inside the validation line is proven value — what an investor
can rely on today.

The goal for both founder and investor is to move both lines outward simultaneously. Moving the constraint line
outward removes what is holding value growth back. Moving the validation line outward converts hidden value into
proven value. Both movements increase company value as experienced by investors. The fastest path to a higher
valuation is to identify which dimensions have the widest gap between the two lines — those are where the hidden
value is greatest and where evidence has the most leverage.



Vision

Strategy Acquisition

Team Revenue

Moat Unfair Adv.

Risk Timing

Capital Advantage
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Optionality Pain

Customer

|:| Constrained — value growth held back|:| Hidden value — not yet priced in |:| Proven value — market confirmed

Strongest dimension: Team (70). Weakest: Risk Management (20). 2 of 16 dimensions are independently
validated. 14 still rest on assumptions or founder experience alone.

The hidden value in this company sits primarily in: Monetisation, Acquisition, Customer Definition, Pain Point,
Advantage, Strategy, Capital Strategy. These dimensions score well on the constraint line — meaning the
capability is there — but have not yet been independently validated. As evidence accumulates, the amber
area converts to green and the market price of the company rises.



2. Customer & Market

The foundation. Is the customer defined? Is the pain real? Will someone pay?

How to read dimension scores

Each of the 16 dimensions is scored on a 0—100 scale. The score reflects how far along the startup is on
that dimension — not how important the dimension is. A score of 60+ means the dimension is not
constraining value growth. 35-59 means partial progress with gaps remaining. Below 35 is a binding
constraint that is restricting value growth. The status describes what the score means in plain language.

Customer Definition — 55/100 — Dual-sided — traveler ICP clearer than host ICP

Traveler ICP: budget-conscious, online-booking, culturally motivated traveler. Quantified via SAM of 560M+
budget & online trips. Host ICP: space owner seeking income — identified but not characterised (age,
location, motivation distribution unknown). Two-sided marketplace requires both ICPs to be validated
independently.

Pain Point — 55/100 — Three pains named — price is real, cultural disconnection is real, access gap
is structural

Deck states three pain points: (1) Price is an important concern for online travel bookers. (2) Hotels
disconnect travellers from city culture. (3) No easy way exists to book a room with a local. Pain 1 is
objectively real and well-documented in travel. Pain 2 is psychographic — real but diffuse. Pain 3 is a
structural market gap confirmed by the absence of a competing product at the time of this deck. Proxy
validation: CouchSurfing 670K users for free peer accommodation; Craigslist 17K temporary housing listings
in SF and NYC (single week, July 2009).

Need-to-Have — 30/100 — Unproven — proxy demand does not establish willingness to pay

No Airbnb transaction data shown in deck. No revenue. No completed bookings cited. Market validation relies
entirely on proxy signals: CouchSurfing (free, peer accommodation) and Craigslist temp housing listings
(direct transactions, but not via Airbnb). The gap between 'people want cheap local accommodation' and
‘people will transact through this specific platform and pay a 10% fee' is the central unproven claim of the
deck.

"AirBed & Breakfast is a fun approach to CouchSurfing”

— Webware — press coverage cited in deck

Market Sizing

TAM 2 billion+ trips booked worldwide annually (source: Travel Industry
Association of America, per deck)

SAM 560 million+ budget and online trips (source: comScore, per deck)
SOM 84 million trips at 15% of available market — stated target share in deck
Entry Wedge High-attendance events in US and European cities where hotel capacity is

structurally insufficient (DNC, Octoberfest, Eurocup, Mardi Gras)




3. Competitive Landscape

Who else is here, why this startup differentiates, and whether the timing window is open.

4 competitors mapped. 1 at high threat level: Hotels / OTAs. 2 at medium threat level.

CouchSurfing.com Indirect 670,000 users for free peer accommodation. Proves demand
exists but not willingness to pay. No host incentive.

Craigslist Indirect 17,000 temporary housing listings in SF & NYC (July 2009).
Proves supply appetite. Offline transaction, daily re-posting
friction. Airbnb dual-posting turns this into a supply source.

Hotels / OTAs Direct High Positioned as expensive + online on competitive map.
Incumbent distribution and trust infrastructure. Default choice
for most travellers.

GolLoco / Kayak / Indirect Low Named as partnership targets in deck. Cheap/alternative travel
Orbitz segment. Not currently competing with Airbnb but could
internalise the category.

Advantage — — First-mover on paid peer accommodation — advantage real but fragile at this
stage

Deck claims 'first to market for transaction-based temporary housing site.' Host incentive over CouchSurfing:
monetary reward rather than social reciprocity. 'List once' vs. daily re-posting on Craigslist. Search by price,
location, and dates (not available on Craigslist). The positioning on the competitive map — affordable +
online transaction — is unoccupied. These are real advantages, but all are replicable by a well-capitalised
competitor once the category is proven.

Why Now? — — Event-based urgency is tactical, not categorical

Go-to-market is explicitly event-driven: Octoberfest (6M attendees), Cebit (700K), Summerfest (1M), Eurocup
(3M+), Mardi Gras (800K). Events create concentrated demand spikes that overwhelm hotel supply,
producing natural price premium and elevated willingness to try alternatives. DNC launch cited specifically for
brand visibility. Why-now at the category level (online travel growth, smartphone adoption) is not made
explicit in the deck — implied rather than argued.

Timing score: 50. Event-based urgency is tactical (Octoberfest, DNC, Eurocup) rather than categorical. The
structural why-now — online travel growth, smartphone penetration, peer trust mechanisms — is implied but
not argued in the deck. The absence of an existing competitor in the affordable + online transaction quadrant
provides a window, but the window is not closing imminently.

Category creation signal triggered. AirBed & Breakfast is creating the peer accommodation marketplace
category. No transaction-based short-term rental platform existed at the time of this deck. The competitive
map shows an unoccupied quadrant; affordable + online transaction. Category creation risk applies: the
category may not exist

4. Competitive Moat

What prevents a competitor from replicating this position? The unfair advantage is what you start with. The moat is
what it turns into as the business compounds on it.



Unfair Advantage — — Design pedigree and distribution hack are genuine unfair advantages
at this stage

Three unfair advantages observable from deck: (1) RISD design founders — in a trust-dependent category,
brand and experience design are a genuine barrier. The deck itself shows polish atypical of a seed-stage
marketplace. (2) Craigslist dual-posting — a non-obvious supply acquisition mechanism that seeds host
listings into Airbnb from an established platform without Craigslist's co-operation. This is a distribution
asymmetry. (3) Michael Seibel advisor — justin.tv experience with two-sided platform dynamics and Bay Area
investor network. These are not permanent moats but are real advantages in the pre-traction phase.

Moat — 35/100 — Network effect implied but not articulated — not yet accumulating

The two-sided marketplace structure implies a cross-side network effect: more hosts — better selection for
travellers — more travellers » more income for hosts — more hosts. This is the canonical marketplace moat.
The deck does not name or articulate this. At the time of this deck, no transactions have occurred to begin
accumulating the moat. Reviews (the trust mechanism that generates the actual liquidity lock-in) are not
shown in the deck.



5. Business Model
Can validated value convert to revenue? The model, the channel, and the strategy to win.

Monetisation — 60/100 — Clean commission model — math done, untested

10% commission on each transaction. Revenue model explicitly shown: avg booking $80/night x 3 nights =
$240 per trip; avg platform fee $25 (10.4% of booking). 12-month target: 80,000 transactions — $2M
revenue. Longer projection: $200M revenue by 2011 (scope unclear — possibly total market revenue rather
than Airbnb take). Raise: $500K angel for 12 months. Commission model is well-understood, scales with
volume, and aligns incentives with successful transactions.

Acquisition — 60/100 — Multi-channel acquisition with a non-obvious supply hook — above average
for stage

Three acquisition channels identified: (1) Events — geographic concentration of demand at predictable dates;
targets Octoberfest, Cebit, Summerfest, Eurocup, Mardi Gras monthly. (2) Partnerships — GoLoco, Kayak,
Orbitz (cheap/alternative travel distribution). (3) Craigslist dual posting — host lists once on Airbnb,
auto-posts to Craigslist, driving traveller discovery without paid acquisition. Press coverage (Webware,
Mashable, Josh Spear) adds earned media. The event strategy is clever: it concentrates demand, reduces
supply risk, and creates urgency that overcomes trust hesitation.

Strategy — 55/100 — Event-beachhead strategy is coherent and executable

Go-to-market strategy is explicitly event-based: identify large public events where hotel capacity is
insufficient, seed hosts in target cities ahead of event, acquire travellers through Craigslist cross-posting and
partner channels. This is a recognisable beachhead strategy — concentration of force at the highest-WTP
moment, with repeatable playbook. Craigslist dual posting as supply seeding is a tactical innovation.
Weakness: geographic expansion sequence not specified beyond the event list.

Unit Economics

Burn rate Not disclosed
Gross margin Not disclosed
LTV Not disclosed

Unit economics are partially derivable from the deck (5 per transaction, 40 avg booking value) but burn rate, CAC,
LTV, and gross margin are not disclosed. The model implies high margins if transaction volume is achieved, but the
path from /bin/sh to 80K transactions is not costed.

Go-to-Market Phases

1 — Event Seed host listings in event cities via Craigslist First completed transactions. Proof of platform
Beachhead dual-posting before major events. Target viability in high-demand, low-supply contexts.
Octoberfest, DNC, Eurocup, Mardi Gras,
Summerfest.
2 — Partnership Activate GoLoco, Kayak, Orbitz partnerships for Non-event demand flow. Reduce dependency on
Distribution budget/alternative travel audience referrals. concentrated demand spikes.
3 — City Density Build review density and supply depth in core cities 80,000 transactions in 12 months. M revenue.

to create organic demand independent of events.



Model Implications
« Commission model scales linearly with transaction volume — no pricing lever until volume is established.

e Two-sided marketplace requires simultaneous supply and demand acquisition — the Craigslist hack solves
the supply side; event targeting solves demand concentration.

« Trust incidents before trust infrastructure is in place are existential — a single high-profile safety failure at
this stage would reset category adoption.

» The event strategy creates episodic revenue peaks rather than consistent monthly volume until city-level
density is achieved.

Key Assumptions

Travellers will pay a platform fee to book with a High First 100 completed transactions with no significant drop-off at
stranger rather than a hotel payment step

Hosts will list their space on Airbnb rather than (or  High Craigslist dual-posting conversion rate — how many

in addition to) Craigslist dual-posted listings originate on Airbnb

Event-period demand is sufficient to establish Post-event repeat booking rate in DNC or first activated event
platform trust before organic demand develops city

Kayak/Orbitz partnerships will generate Active partnership agreement with measurable traffic

meaningful referral traffic attribution within 6 months



6. Team & Vision
Who's building and where it's going.

Team — 70/100 — Strong complementary founding team with relevant adjacent credentials

Joe Gebbia: RISD dual BFA, patent holder (Critbuns), Ul & PR lead. Brian Chesky: RISD industrial design,
Business Dev & Brand. Nathan Blecharcyk: Harvard CS, 75K-user Facebook app ("Your Neighbors' —
directly relevant to peer social platform dynamics), Microsoft, OPNET, Batiq experience. Michael Seibel
advisor: CEO/co-founder of justin.tv — two-sided platform experience, Bay Area fundraising network.
Three-person team with clean skill division: product/UX, business/brand, engineering. Press coverage
(Webware, Mashable, Josh Spear) suggests early PR effectiveness from Gebbia's lead.

Vision — 35/100 — Implied but not articulated

The deck's tagline — 'book rooms with locals rather than hotels' — implies a vision of local, authentic travel
as an alternative to the hotel industry. No explicit vision statement. No global ambition stated. No articulation
of what the world looks like if Airbnb succeeds at scale. The $200M projection by 2011 suggests scale
ambition but the vision behind it is not named.

Founder

Founder potential: 72/100 — HIGH. Strongest factors: Technical Execution, Founder-Market Fit.

Domain Expertise (25%)

Coachability (20%) Not assessed

Self-Awareness (15%) Not assessed

Founder Potential Components

Domain Expertise No prior hospitality or travel industry experience evident from deck. Domain insight
appears to come from personal experience (space rental) rather than industry
expertise.

Technical Execution 80 Working product shown in screenshots. Blecharcyk's Facebook app (75K users)

and OPNET/Microsoft background confirm execution capability.

Coachability 0 Not assessed — document review only

Self-Awareness 0 Not assessed — document review only

Founder-Market Fit 75 RISD design background is a genuine structural advantage in a trust-dependent
aesthetic category. The team's design-first approach is observable in the deck
itself.

Coachability and self-awareness require live dialogue and are not assessed in document-based reviews.



7. Growth Mechanics
Risk management, capital strategy, flywheel effects, and optionality.

Risk Management — 20/100 — Trust and safety risk entirely absent from deck — most significant
observable gap

The deck presents no discussion of trust and safety, which is the defining risk in peer accommodation. Host
and guest vetting mechanisms are not described. Identity verification absent. Insurance or liability framework
absent. Dispute resolution absent. Host property damage is not addressed. Guest safety is not addressed.
Regulatory risk (short-term rental regulations, hotel licensing) is not addressed. For a platform that asks
strangers to sleep in each other's homes, the complete absence of trust architecture discussion is the most
significant risk flag observable from the document alone.

Capital Strategy — — Milestone-linked angel raise with clear transaction target

Raising $500K angel round. Stated use: 12 months runway to reach 80,000 transactions on AirBnB. Revenue
milestone: $2M. Average transaction metrics disclosed ($25 fee, $80/night x 3 nights). The capital ask is
modest for the target and implies capital efficiency. No burn rate disclosed. No team salaries mentioned. The
path from $500K to 80K transactions is not broken down — cost per acquisition not shown.

Flywheel — 40/100 — Two-sided flywheel is structurally present — not yet identified or turning

The marketplace structure contains a flywheel: hosts - listings — travellers — transactions - host income
- more hosts. The Craigslist dual-posting feature accelerates the supply side of the flywheel. The deck does
not name or diagram this loop. No data showing the flywheel beginning to turn (no repeat transactions, no
referral data, no word-of-mouth growth data).

Optionality — 35/100 — Adjacent options implicit in the platform but not discussed

The platform architecture — trusted peer-to-peer transactions with identity, location, and pricing — creates
optionality for experiences, corporate travel, long-term rental, and international expansion. None of these are
mentioned in the deck. The deck is focused on a single use case (short-term accommodation) and a single
monetisation model (10% commission). Optionality is potential only.



8. Valuation

Floor Midpoint Ceiling

€750,000 €1,500,000 €2,500,000

The valuation range of €750,000—€2,500,000 is derived from the evidence state across all 16 dimensions, not
from a single comparable or revenue multiple. The floor represents what the company is worth on validated
evidence alone — the claims that have been independently confirmed and can be relied upon today. The
midpoint is the probability-weighted expectation given the current trajectory and evidence momentum. The
ceiling is what the range could reach if the highest-impact evidence gaps are closed and the commercial
thesis converts as described. Of the 16 dimensions assessed, 0 sit at validation level E4 or above, meaning
those claims are backed by independent, verifiable evidence. 2 dimensions are at E3. The remaining 14 rest
primarily on founder assertion or inference — which is where the gap between floor and ceiling originates.

Each gate is an evidence threshold: a set of dimensions that must reach a minimum validation level before
the company can be considered ready for the next stage of growth or investment. Gates do not measure
ambition or product quality — they measure whether claims have been confirmed by evidence independent of
the founder. Gate 1 covers customer, pain, and willingness-to-pay. Gate 2 covers positioning and
founder-market fit. Gate 3 covers business model and acquisition. Together they determine how much of the
valuation range an investor can rely on today versus how much requires further validation. Gate 1 —
customer, pain, and willingness-to-pay — passes at medium strength. Pain is validated but commercial
commitment is not yet confirmed, which anchors the midpoint below where full Gate 1 evidence would place
it. Gate 3 — business model and acquisition — is partially cleared, supporting a higher midpoint position.

The primary factor holding the floor above zero is: Team quality and non-obvious distribution strategy drive
floor. Commission model clarity and market size argument support midpoint. Ceiling requires first
transactions and trust infrastructure evidence. Note: company is raising $500K angel round — valuation
implied by raise not disclosed in deck. The ceiling is constrained by the following: Ceiling capped by zero
commercial validation. Market size argument is credible but derived entirely from proxy data. No
Airbnb-specific transaction evidence in the deck.

The dimensions with the widest gap between constraint score and validation level are: Monetisation,
Acquisition, Customer, Pain, Why Better, Strategy, Capital. These represent hidden value — capability that
has been built but not yet independently confirmed. Each validation event on these dimensions converts
amber to green on the Value Growth Map and moves the assessed range toward the ceiling. The distance
between the midpoint and the ceiling is not speculative; it is earned value waiting to be proved.

The Category Creation signal adds a further dimension to this range. Where a market procurement category
does not yet exist, standard comparables understate the ceiling: if the company succeeds in defining the
category, the valuation re-rates sharply upward. This asymmetry is not captured in the floor or midpoint, but it
is the reason the ceiling sits where it does.

Highest-Impact Moves

The four actions below have the largest individual impact on the assessed range. Each one converts hidden value
into proven value.

1. First 1,000 completed transactions — proof of WTP — +$500K—-$1M

2. Trust and safety infrastructure deployed — identity verification, reviews, insurance — +$300K—-$600K




3. Orhitz or Kayak partnership activated — measurable traffic — +$200K—$500K

4. Review density in one city — first signs of liquidity lock-in — +$400K—$800K



9. Evidence Quality

How much of this assessment is backed by validated data versus assumption. The solid bar is realised value. The
light extension is unrealised potential. Sorted from highest to lowest.
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Five sequential gates must be cleared before a startup is investment-ready. Each gate depends on the one before
it. A WEAK result blocks further gate progression regardless of performance elsewhere.
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Customer, Pain & WTP
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Business Model &
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Vision 35 FOCUS Whether the long-term vision guides Implied but not articulated
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Moat 35 FOCUS What gets harder to compete with over Network effect implied but not
time articulated — not yet accumulating
Flywheel 40 FOCUS Whether growth loops are identified and Two-sided flywheel is structurally
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STRENGTH

Whether key risks are identified and
mitigated

Whether customers will pay, not just praise

What adjacent opportunities the
architecture enables

Why this moment creates an opportunity

How well the target customer is defined
and validated

How urgent and costly the problem is for
the customer

What makes the product better than
alternatives

Whether the go-to-market strategy is clear
and executable

Whether the capital strategy matches the
milestones

What the founder has that competitors
cannot replicate

Whether the revenue model works and has
been tested

How customers find and buy the product

Whether the team can deliver what the
business needs

Trust and safety risk entirely
absent from deck — most
significant observable gap

Unproven — proxy demand does
not establish willingness to pay

Adjacent options implicit in the
platform but not discussed

Event-based urgency is tactical,
not categorical

Dual-sided — traveler ICP clearer
than host ICP

Three pains named — price is real,
cultural disconnection is real,
access gap is structural

First-mover on paid peer
accommodation — advantage real
but fragile at this stage

Event-beachhead strategy is
coherent and executable

Milestone-linked angel raise with
clear transaction target

Design pedigree and distribution
hack are genuine unfair
advantages at this stage

Clean commission model — math
done, untested

Multi-channel acquisition with a
non-obvious supply hook — above
average for stage

Strong complementary founding
team with relevant adjacent
credentials



10. What Needs to Happen

Priority 1

Complete first 100 transactions and record them. Date, city, booking value, completion status, and any
issues. This is the single unlock — moves from to the moment you have real transaction data. Everything
downstream of this (valuation, investor conversations, partnership terms) improves.

Priority 1

Build and document a trust and safety architecture. At minimum: host identity verification, guest identity
verification, a property damage policy, and a dispute resolution process. Publish it on the site. This is not a
future feature — it is a prerequisite for user confidence in a category where strangers sleep in each other's
homes.

Measure post-event retention in at least one city. What percentage of travellers who booked for the DNC or
another event returned to use the platform for a non-event booking? This data tells you whether the event
beachhead creates durable users or one-off opportunists.

Negotiate and activate at least one of the named partnerships (Kayak, Orbitz, GoLoco) and measure the
traffic and conversion it produces. Partnership mentions in a deck without active agreements are stated
evidence . A live integration with measurable traffic is validated evidence .

Priority 3

Articulate the vision explicitly — in one sentence that you would say to a journalist, not an investor. What
does the world look like if Airbnb succeeds at the scale the O0OM projection implies? This is not a
communications exercise. A clear vision statement forces the team to resolve strategic trade-offs early.

What Would Change the Signal

Positive:
1 First 1,000 completed transactions without a trust incident — proof of WTP and platform viability

1 Trust and safety infrastructure deployed and publicly visible — identity verification, property coverage,
dispute resolution

1 Post-event retention rate above 20% in any single city — evidence the flywheel is beginning to turn
1 One major partnership (Kayak or Orbitz) activated with measurable referral traffic

Negative:
I A high-profile trust incident (property damage, guest safety) before trust infrastructure is in place —
category-defining reputational risk

| Craigslist blocks the dual-posting mechanism — removes the primary supply acquisition advantage before
organic host acquisition is established

| Hotel or OTA incumbent launches a peer accommodation feature — accelerates the window for first-mover
conversion

Watch Items

« The 00M revenue projection by 2011 is not reconciled with the M 12-month target — ask founders to explain
the basis



« Single developer (Blecharcyk) carries all technical execution risk — no engineering redundancy at this stage

» Event-dependent acquisition means revenue is episodic until non-event city density is achieved

Investor Readiness

Approaching investor readiness. Ceiling capped by zero commercial validation. Market size argument is
credible but derived entirely from proxy data. No Airbnb-specific transaction evidence in the deck.



Glossary

Evidence Levels

E1 — Assumption
The claim rests on the founder’s belief or logical inference. No external data has been gathered to confirm or deny it. Treat
all E1 statements as hypotheses.

E2 — Indirect Signal
Some external signal exists — a market report, an industry statistic, an analogous case — but it has not been gathered
specifically to validate this claim. Directionally useful, not conclusive.

E3 — Direct Evidence
The founder has gathered data specifically to validate this claim: customer interviews, survey results, pilot sign-ups, letters
of intent. The claim is supported but not yet tested with real money.

E4 — Behavioural Evidence
A customer has taken a meaningful irreversible action — paid, signed a contract, renewed, referred. Money or legal
commitment changes the evidentiary weight fundamentally.

E5 — Market-Proven
The claim has been validated at scale by the market: consistent revenue, growing retention, multiple independent
customers. The assumption has become a fact.

Readiness Gates

Gates are sequential. A company that fails Gate 1 cannot pass Gate 3 regardless of how strong its business model
is. Each gate must be cleared in order.

Gate 1 — Customer, Pain & Willingness to Pay

Covers Customer Definition, Pain Point, and Need-to-Have. Tests whether a real, identifiable customer exists with a
painful enough problem that they will pay to solve it. The most fundamental gate: no commercial business exists without
clearing it.

Gate 2 — Positioning & Founder-Market Fit

Covers Advantage, Why Now, and Unfair Advantage. Tests whether the company has a credible reason to win in this
market at this moment — and whether the founder has something competitors cannot easily replicate.

Gate 3 — Business Model & Acquisition
Covers Monetisation, Customer Acquisition, and Strategy. Tests whether the company has a viable path to revenue and a
plan to reach customers systematically — not just through founder relationships.

Gate 4 — Team & Moat
Covers Team and Moat. Tests whether the team can execute the plan and whether the business is building durable
advantages that become harder to compete with over time.

Gate 5 — Capital & Growth Mechanics
Covers Risk Management, Capital Strategy, and Flywheel. Tests whether the company has adequate funding for its
milestones, understands its key risks, and is building growth loops that reduce the cost of the next unit of growth.

STRONG
The gate is cleared with high-quality evidence. Investors can price this dimension with confidence.

MEDIUM
The gate is partially cleared. Enough evidence exists to proceed but the dimension is not yet fully de-risked.

WEAK
The gate is not cleared. The evidence is insufficient. This blocks progression to subsequent gates regardless of other
scores.

BLOCKED
A subsequent gate that cannot be evaluated because a prior gate has not been cleared.



The 16 Value Growth Dimensions

Each dimension is assessed on a score of 0—100 and an evidence level of E1-E5. Together they determine the
Value Growth Map and the readiness gate results.

P1 _CUST — Customer Definition
How well the target customer is defined and validated

P2_PAIN — Pain Point
How urgent and costly the problem is for the customer

P3_NTH — Need-to-Have
Whether customers will pay, not just praise

P4_ADV — Advantage

What makes the product better than alternatives
P5_NOW — Why Now?

Why this moment creates an opportunity

P6_UNF — Unfair Advantage
What the founder has that competitors cannot replicate

P7_MON — Monetisation

Whether the revenue model works and has been tested
P8 _ACQ — Acquisition

How customers find and buy the product

P9 VSN — Vision

Whether the long-term vision guides decisions

P10_STGY — Strategy
Whether the go-to-market strategy is clear and executable

P11_TEAM — Team
Whether the team can deliver what the business needs

P12_MOAT — Moat
What gets harder to compete with over time

P13 RSK — Risk Management
Whether key risks are identified and mitigated

P14 CAP — Capital Strategy
Whether the capital strategy matches the milestones

P15 FLY — Flywheel

Whether growth loops are identified and starting to turn
P16_OPT — Optionality

What adjacent opportunities the architecture enables

Other Terms

Value Growth
The increase in a startup’s valuation over time. Not what the startup is worth today, but whether that number will go up.

Value Growth Dimensions
Sixteen aspects of a startup that collectively determine its ability to grow in value.

Hidden Value
The gap between what has been built and what has been proven. Without external validation, value stays hidden.

Validation Level
A five-point scale measuring how reliably a claim has been confirmed. Level 1 is an unvalidated assumption. Level 5 is
market-proven.



Realised Value
The portion of a startup’s potential that has been validated by external evidence.

Value Gap
A specific dimension where the current state falls short of investment readiness. Each gap has a closing action and an
estimated value impact.

Assessment Signal
The overall investment recommendation, from PASS through WATCH to INTERESTED.

Valuation Range
Floor-to-ceiling estimate derived by running seven independent methods, discarding the highest and lowest, and taking
the trimmed mean.

Category Creation
A signal that the startup may be building for a market that does not yet exist.

Green Flag
A positive signal observed during assessment. Graded from Level 1 (noted) through Level 4 (exceptional).

Red Flag
A concern identified during assessment. Each has a severity rating and a mitigation path.
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