Put Your Propertles
In the Palm of Their
Hands

82 million Americans own smartphones

Understand how mobile device usage can create exciting opportunities
for the VRM industry.

Learn more at the session:
Monday, October 10
1:15 - 2:15pm
Hamilton/Indian River

Presenters: Bob Cusack, Lynell Eaddy, Paul Herman, and Michelle Mink
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INSIDE THE
MINDS OF
THE 21ST
CENTURY
TRAVELER




" A
Travel Cycle in 21st Century

There are so many resources and tools availabl e
traveler |Iikes to stay connected whether it be
experience more enjoyabl e. I n order to stand o
i nformation delivered in multiple formats acces
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" A
Understanding Your Customer

E-marketer predicts big growth in the number of people using
mobile devices to do travel research.* Eye for Travel reports the

. . number of mobile booking
# of Mobile Searchers in Millions

in the travel market has
30
25

jumped tenfold in just 2

20 years.*
o 2008 => 20 million
2010 2010 => 200 million

2011

Key Rental Influencers

Smartphones outsold jg:f ] A
PCs for the first time 35% - 27%
. 30% -
in the 4Q2010— S50 |
100.9 million to 92.1 i‘;; ] 13%
million** 10%
5% -
0%

Photos of the Traveler Reviews Cost of Rental
Home

Finding Vacation Rental Properties

- References:

Word of Mouth % *Mobil e Devices: T_he
Soon Be Re@ol ut oni ze
§ Leopold, June 5, 2011, MediaPost

Blogs

*NPD: PC Habits Migr
T a b, M&k Walsh, February 18,
0% 2011, MediaPost News

Travel Websites

Rental Property Websites

Tri pAdvisor Unlocks
Second Annual Vacat
S u r ,vaeuygry 5, 2011, TripAdvisor
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Consumer Purchasing Influencers

Influencers of Consumer Purchase Decisions
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Smartphone vs. Feature
Phone Users

Smartphone Feature 18-29 30-49 50+
Users Phone Users Yrs Yrs Yrs
Send/Receive Text Messages 92% 59% 99% 95% 78%
Take a Picture 92% 59% 98% 93% 83%
Access the Internet 84% 15% 94% 87% 66%
Send Photo/Video 80% 36% 89% 83% 64%
Send/Receive Email 76% 10% 82% 78% 62%
Download an App 69% 4% 82% 69% 51%
Play a Game 64% 14% 76% 67% 41%
Play Music 64% 12% 83% 63% 39%
Record a Video 59% 15% 73% 62% 37%
Access Social Networking 59% 8% 76% 61% 32%
Watch a Video 54% 5% 72% 58% 25%
Post a Photo/Video Online 45% 5% 58% 47% 24%
Online Banking 37% 5% 46% 38% 24%
Access Twitter 15% <1%
Participate in Video Call/Chat 13% 1% 25% 9% 7%

Phone Activities

Other than age, some additional demographics about mobile phone users that
are highly engaged in non-voice functionality stood out in the Pew study. They
tended to:

Have some college education or a college degree
Reside in an urban or suburban area
Be parents of children 17 and under
Identify themselves as African American or Latino

w W wWw w

Ameri cans and AbrbnsSmmith, Agustlld, 20, lPewResearch Center
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New Frontier for Marketers

The growth of smartphone market share is great news for companies
looking for new ways to reach out to customers and prospects.

Smartphone Market Penetration

B Feature Mobile Phones

B Smartphones

40 Percent of U.S. Mobil e User sboObwn Smartphones; 40 Perc
Kellogg, September 1, 2011, Nielsen Wire

# of Smartphone Users
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comScore Reports U.S. Miarb2011-eJuly2alh ®meStoreb er  Mar k et
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HOW TO
CAPTURE THE
MOBILE

USER




-
Mobile Web vs. Apps

If you see opportunity to target mobile users in your business the next step is to decide
how to reach out to that audience. There are three options to deliver content: using a

mobile website, using a mobile application or doing both.

Where Smartphone Users Buy
22%
Mobile Website
Q
8
@
k= 4 Made mobile purchases
§ M Made no mobile purchases
= 27%
The Mobil el Mo v MobieAmpst
St uAbnl 2011,
Google/lpsos OTX
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What’s in a Handset?

Understanding the browser type is important when building a mobile site,
and the operating platform dictates which smartphone owners can use a
mobile app. With either choice a business needs to understand the issues

facing development in that environment.
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Types of Mobile Apps
Downloaded

In a recent survey, adults were asked what types of mobile applications
had they downloaded in the last 30 days. They were not asked follow-up
guestions regarding whether they actually used them or if any of those
apps still remained on their phones. In reality, only a small percentage of

downloaded apps are used after 30 days.

Types of Mobile Apps Downloaded

15% | =

20%

35%

30% Bl =

25% B — B

20% B B B B

15% B B B B B B B BB

i

5% B H B H B B B B B B
Ry R R R R W W R citr

o &

% of Mobile Users

P
P
P
P
P
P
P
P

0% T

X 5 L L® ) x5 N 2 > & 2
Q 4 e < QO Y -0 N Y & Q <
) X XN N N Qo » >N
\(\((\ (9%((\ Q’,z’;. 0‘0\\ 0& (—)QO \o,z‘)&. %Q’ ¢ \Q’b ,\g’b QQ X Q}Q/ o
N 3 & & e
<& \% @6‘
<</° ('I\'b (JO
(,)0
Type of App

The 2011 Digital Ma r k et e2011, ExBedian ManketiagiSekvicea nd Tr end Rep

Put Your Propertes ,LIVRMAROhlSessBraMatarialof Their Hands Pg. 12



In Search on the Smartphone

Approximately one-third of smartphone users search for travel related
information. Other studies suggest consumers use mobile devices
(including tablets) in conjunction with a traditional screen computing
device (e.g., laptop or desktop computer) to find out more information

about product or services.

Smartphone Searches

Automotive —I*I 17|%

Educational 22%
Health & Fitness 23%
Business Info Products 24%
Medical 269
Finance 269
Travel 31%
Technology 32%
Food Info (recipes, etc.) 369
Games & Activities 37%
Sports 40%
Shopping 47%
Entertainment 49%
Navigation 51%
Dining/Restaurant 51%
News 57%

0% 10% 20% 30% 40% 50% 60%

% of Smartphone Users

Type of Info Searched

The Mobil e Mawiohk Gobdgle/HioOliXyMediaCT
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ADDRESSING

YOUR
MOBILE

COMMUNITY




It’s Not About Location in
Mobile Ads

There has been much conjecture and hype around location based
services (e.g., Foursquare and Gowalla) that delivers information to the
mobile consumer based on where they are at any given time. A recent
survey suggests businesses are missing the boat by playing find and seek
with the consumer and should be focusing on those that have indicated
an interest in what they have to offer. This is important to keep in mind

when determining a mobile strategy.

Preference for Ad Delivery

Lifestyle i
o J
m .
i.ﬁ Location
- i
g M Feature Phone
g .
= Time of Day - B Smartphone
(=] J
Interests

0% 10% 20% 30% 40% 50% 60%

% of Total Users

New Research from Upstream and Luth ResearchAuguteds Li gh
2011, Upstream

Put Your Propertes ,LIVRMAROhlSessBraMatarialof Their Hands Pg. 15



"
Align Marketing with
Customer Behavior

Not only is it important to understand how travelers find information
when developing a vacation rental marketing plan, but gaining insight
into their planning and booking process as well—-the when, where and

why.

Experienced Travelers Catch the Worm

Less than 1 month ‘2%

setween 13 mortrs | (N -2
setween 36 montns | (Y -

More than & month —zz%

Why do vacationers choose

rental homes as an option? .
Rental Home Vacationers Stay the Course

8 41% thought it made

. M Always/Often stay in same rental M Stay in different rental
sense when staying a

week or more

8§ 33% thought it the best
option when traveling
with a large group

Tri pAdvisor Unlocks the Resul ts Janfaryb, 20%1, TSpAddvimn d Annu al
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-
Make Your Properties Mobile

When creating a mobile presence be sure to integrate it with your sales and support
processes and systems, so it doesn’t strain resources and maintains data integrity.
Think of what the user experience would be like on a device that fits in your hand

and make it as simple and easy as possible.

Your Home Search ) ] ] Other Online
) Travel Portal Social Media Online Ad
Page Engine Resources

/ Your Property Search Page(s) should: \ NOTE: You should
be directing iPad
§ Be optimized for mobile or provide link to app or tablet users to

. . . . our full screen
§ Provide enough filters to easily hone in on 4 _
website and not a

. ’
properties that meet travelers’ needs B Bile version

§ Minimize graphics and pictures to speed-up B et will

diminish the user

\ download time j )
experience.

Optimize property elements

for mobile by focusing on key
elements and creating more
layers to hold supporting info.

Maps VirtuaITours\ Videos/Pics\ Description \ Reviews \ Pricing \
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" A
Take Your Marketing Mobile

Don’t throw out your traditional marketing plan, especially if it's
successful. Once your are ready to support mobile users, either with an
app or mobile website, get the word out that your properties are mobile
friendly. Integrate your mobile solutions into your marketing and

customer support efforts.

Pre-Sale Activities

Traditional Online Mobile
Offline Marketing \ Marketing Marketing
8§ Print—newspaper, 8 Online ads—banners, &8 Email
magazines, etc. Google Ad Words, etc.

8§ Text messaging

§ Direct Mail 8§ Text messaging §  SEO for mobile
§ Outdoor—billboards, 8§ Email § Mobile optimized travel
etc. 8§ Search Engine portals and apps
8 Radio Optimization (SEO) § Blogs and other public
8 Travel Agents 8§ Travel portals relations activities
§ Blogs and other public 8§ Mobile friendly social
relations activities media

8 Social media

Sale and Post Sale Activities

Booking and Con- Pre-arrival The Experience
firmation Communications and Sharing

8 Mobile booking 8 Mobile friendly check-in § Arrival
§ Confirmation text and details communications

email 8§ Maps 8§ On-site support and
§ Contact information 8 Reminders customer service

8 Local activities and § Reviews
events 8 Feedback

8 Social Media sharing
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Guest and Owner Applications

If you haven’t already mapped out all the touch points for guests and owners it
might be helpful to do that before thinking about mobile applications. Once
communication needs are identified it becomes much easier to determine what
business applications would be suited for the mobile environment. Mobile
applications can compliment office processes and enhance guest and owner

communication by providing a variety of methods for sharing information on the go.

Guests can log into a mobile site from Owners can log into a mobile site

their mobile device to: from their mobile device to:

§ Access check-in information and § See reservation calendar, work
directions. orders, vendors, inventory,

See if their vacation rental is ready messages and more.

for check-in. § Promote their properties by shar-
ing with colleagues, friends and
family at business and social
gatherings on their mobile phone.

View directions or Google Maps to
the rental property.

§ Receive keyless lock information (if o
applicable) and more. § Create a vCard linking people to
_ _ their mobile property site.
§ Submit a maintenance request.
_ _ § Also, guest mobile applications
§ S.melt reservation upgrade forms are great selling points to pro-
(linens and rentals). spective owners, as they can help
§ Find a particular landmark or set you apart from your
attraction, or your rental office. competitors.
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-
Back Office Applications

Mobile applications provide a method for vendors, maintenance staff and
housekeeping staff to efficiently receive and update information from the field. It
can also assist your reservation staff and customer service team in keeping
apprised of issues, concerns or updates happening in the field so that current

information can be passed along to guests and owners.

Reservation staff can use mobile devices
to:

8

Automatically send a text message to
guests when their rental is ready for
check-in.

Email communications to your guests
that can easily be viewed from their mo-
bile devices, including booking
confirmations, pre-arrival instructions
and more.

Also, guests can reference your emails,
maps and other online resources at any
time before, during, or after their vaca-
tion instead of taking up staff time on
the phone.

Housekeeping and vendors can use
mobile applications to:

8

§

§

Check weekly schedules.
Access directions to properties.

View any special instructions or other
important information concerning a
specific property or reservation.

Set the status of a property via their
mobile device, so your office staff is
instantly notified as services are
completed in your properties.

Receive text notifications when clean-
ing tasks are completed.

Maintenance staff and third party vendors can use mobile applications to:

§ Get directions to the property.

§ View work orders.

§ Enter notes or questions regarding a work order.

§ Update work order status, instantly notifying office staff as to what is

happening out in the field.

§ Access essential information about the property including warranty
information, work order history, owner requests and more.

Put
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Contact us with
questions or for
more information

LSI:
www.LSITools.com

info@lIsitools.com
(910) 842-8100

Mouse On House:
www.MouseOnHouse.com
info@mouseonhouse.com
(301) 972-3201

Visual Data Systems:
www.vdsys.com
info@visualdatasystems.com
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