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INTRODUCTION

Introduction
E XCE LLENT C USTOMER SERVIC E WIL L A LWAYS B E A
CR ITICAL C OMPE TITIVE ADVA NTAGE F O R VAC ATIO N
R E NTAL PROPERT Y M AN AGERS.

After all, vacations aren’t something travelers can buy off the shelf
and return if they’re unhappy. For property managers, customer
service is about proactively meeting the needs of your guests every
step of the way, from inquiry to check-out.
Research has shown that over 90% of customers who have an
effortless service experience with a company will do business with
that company again.1 Easier said than done, right? Not all guests are
the same, so a one-size-fits-all approach just won’t work.
We hit the books to learn everything we could about the customer
service expectations and needs of Millennials, Generation Xers, and
Baby Boomers. With this white paper, you’ll learn how to provide your
guests with customer service that speaks directly to their values and
preferences. That personalized service helps you turn happy guests
into returning guests.
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Millennial
BORN BE T WEE N

1981-2000

2

POPUL ATION

25%

OF THE U. S. POPUL ATIO N 2

CURRENT SPE N DI N G

$

527/day

ON AVERAGE WHIL E O N VAC ATIO N 3

ESTIM ATED TO S PEN D

$

200 billion

ON TRAVEL IN 2 0 1 7 4
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MILLENNIAL

Although Millennials tend to be thought of as a single group constantly
tweeting or texting, the group is actually very diverse. Millennials
represent different life stages, with some just entering college while
others are busy parenting young children. Those in the workforce are
relatively early in their careers, but are moving up and enjoying the
greater financial freedom that follows.

Travel Behaviors
Millennials are explorers looking for unique options. They prefer
vacation rentals to hotels, but want to stay connected when they
travel (one-tenth of Millennial travelers say that Wi-Fi trouble is their
worst travel nightmare).5 They are well-versed with travel tools,
feeling that they know the best sites for vacation deals, and take
advantage of travel opportunities when they can. They often extend
business travel in to leisure travel, creating “bleisure” trips.
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MILLENNIAL

How to Best Serve Millennials
TH I N K “ D IG ITA L F IR S T ”
Millennials always want the latest technology. This generation
is practically paralyzed without their smartphones; they love
apps, texting, check-ins, and reviews. They spend almost
18 hours per day with different types of media, and 97% of
them use social media while traveling.4,6 Their constant
connectedness to what’s new has made them influencers who
sway the purchasing decisions of other generations.

MIL L E NNI A L S S P E N D

18

hours
/day

W IT H D I F F ER ENT ME DI A

•

With the world always at their fingertips, Millennials like
to figure things out on their own. Your website should
include an FAQ page, a way for interested guests to ask
questions and receive a prompt response, and highquality photographs or virtual tours where they can see
more of each of your properties.

•

If you manage social media channels, stay on top of
them. When Millennials reach out via social media, 25%
expect a response within 10 minutes.7

•

If you don’t manage any social media channels, expect
to see much less engagement from this group and less
opportunity to develop brand loyalty.
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97%
USE SO C I A L M E D I A
W H I L E T R AV ELI NG

MILLENNIAL

M AKE IT EASY TO SH ARE
Millennials don’t make decisions in a bubble: 68% won’t make
a major decision until they have discussed it with people they
trust.8 They listen to recommendations from their friends, pay
attention to online reviews, and have no problem sharing their
opinions with complete strangers.
•

Millennials constantly review, blog, and share their
purchases and experiences, and vacations are no
exception. Be proactive with this group! Provide tools
that make it easy to share good experiences about your
properties, like a hashtag for your neighborhood or places
for a great photo opp.

•

On that note, consider investing more resources into
the styling of your properties. If your property is picture
perfect, Millennial guests won’t be able to resist sharing it
with their online communities.

•

“Be a friend” back. Monitor travel sites and reviews so
you can quickly respond to both positive and negative
feedback.
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68%
DISC USS M A JO R
DE C ISIO NS
W IT H P E O P L E THE Y
TRUST

“B E A FRIEN D ” BACK
& R E S P O N D Q UI CK LY

MILLENNIAL

BE I N CLU S IVE A N D AU T HENTI C
Millennials are the most educated generation of all time.7
They aren’t just book smart; they also have more experience
with different cultures and worldviews than earlier generations.
Perhaps because of this, Millennials value social issues over
economics and will support companies that share their values.
•

Millennials want to connect to your business and the
faces behind your brand. Keep the “about us” page on
your website up to date.

•

Scripted responses won’t work on this generation.
Be authentic in your communication and let Millennials
engage with real members of your team on
social media.

•

Meet them where they are. If they tweet, tweet back; if
they leave a review, respond to it, even if it’s a short but
heartfelt “thank you.” Ultimately, Millennials want to feel
that what they say matters.

THE MOST EDUCATED
GENERATION

THEY VALUE SOCIAL
ISSUES OVER
ECONOMICS

How to Handle Complaints or Concerns
Text or email Millennials an apology and respond to their concerns or reviews. If they raise
concerns in a public place, like social media or a third-party booking site, make sure you explain
how you’ll address their feedback in that same place. This shows their networked friends that
you’re doing your best to remedy the problem and lets them know that you’re accountable.
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Generation X
BORN BE T WEE N

1965-1980

2

POPUL ATION

20%

OF THE U. S. POPUL ATIO N 2

CURRENT SPE N DI N G

$

627/day

ON AVERAGE WHIL E O N VAC ATIO N 3

10% OF GEN- Xe rs

$

250,000

OR HIGHER ANNUAL HO USE HO L D INC O ME 9
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GENERATION X

Sometimes called the bridge generation, this Generation X now
accounts for the largest share of the nation’s parents. They're raising
more than 50% of the nation’s children while also caring for their
own aging parents.10 They grew up in an era with a larger immigrant
population than the generations before and after them, and value
diversity and inclusivity.11 Although Gen Xers are at the pinnacle of their
careers, two economic crises left them fearful of the economy.9

Travel Behaviors
Generation X travel tends to follow their children’s school calendar.
Family and friends are often at the center of their travel plans, and
they travel to honor special occasions like birthdays, anniversaries,
and even divorces. They enjoy travel in groups even if they’re not
traveling with family, often booking girl’s getaways or guy’s trips.
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GENERATION X

How to Best Serve Generation X
M AKE INFORM ATION EASY TO FIND
Generation Xers are savvy consumers who value choice and
independence. They pride themselves on making informed
decisions, thoroughly researching destinations and lodging
options through online reviews, social media networks, and
traditional news sources like newspapers and magazines.11
They prefer real-time answers to their questions and are
always looking for the best value for their money.
•

Make it easy for Generation Xers to see what sets your
properties apart. Take advantage of search engine
optimization, keywords, social media, and review sites to
position your homes or area as one of a kind.

•

Cut your email response time by creating templates that
answer common questions.

•

Generation Xers are motivated to buy when they feel they
have protections in place. Make your deposit policies
easy to read and consider setting forgiving cancellation
policies or offering travel insurance for extra peace of
mind.
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TAKE ADVANTAGE OF

SEARCH ENGINE
OPTIMIZATION &
SOCIAL MEDIA

$
“OFFER EXTRA
PEACE OF MIND”

WITH REFUNDABLE DEPOSITS

GENERATION X

H ELP TH E M PU T T H E IR FA MI LY FI RST
Generation Xers fight for work-life balance, taking advantage
of flexible schedules and telecommuting options that allow
them to put their families first. They also value family-friendly
options when vacationing and look for activities inclusive of
every generation.
•

Make sure to recommend cross-generational activities
appropriate for young children, parents, and grandparents
to do together! Parks with playgrounds, nature centers,
and zoos or aquariums are fun for everyone.

•

Where possible, offer services or activities that make
busy parents’ lives a little easier. This could include
games and DVDs or even babysitting services.

•

Advertise features of your properties that attract
families, like fenced backyards or downstairs bedrooms.
You can even offer cribs or pull-out beds!

•

Consider marketing to Generation X through both
conventional and digital channels. Note which they
prefer and communicate with them that way in the future.
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OFFER FAMILY FRIENDLY
ACTIVITIES & SERVICES
LIKE

BABYSITTING

GENERATION X

IN V E S T I N D E V ELO P I N G LONG-TERM
R EL ATI ON S HIPS
Generation Xers are less interested in trying new brands than
their younger and older counterparts. 40% of this generation
sticks to brands they like, and they’re willing to pay a premium to
continue doing business with companies they know and trust.12
•

Invest more resources into developing a relationship
with Generation X consumers. Their loyalty can pay off
over time.

•

Don’t imply that only you can give Generation Xers the
vacation they “need.” Instead, show them how much you
have to offer and let them decide. Recognizing how much
they value choice will help you earn their trust.

•

Generation X expects companies to embrace diversity
and understand a changing world, so find ways to show
your property management company is inclusive. This
could be as simple as recommending a wider range of
activities or places of worship in the local area.

40%

WILL STICK

TO BRANDS THEY LIKE

& COMPANIES
THEY TRUST

How to Handle Complaints or Concerns
The key to handling concerns from Generation X is to keep track of how you’ve communicated
with them before. Respond in that same format (whether it’s by email, phone, or letter) with your
sincere regrets and offers to remedy a tough situation. This group still brings in the mail every
day, so a follow-up letter, note, or offer is a nice touch.
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Baby Boomer
BORN BE T WEE N

1946-1964

2

POPUL ATION

23%

OF THE U. S. POPUL ATIO N 2

CURRENT SPE N DI N G

$

522/day

ON AVERAGE WHIL E O N VAC ATIO N 3

BABY BOOMER S PL A N N E D

4-5 trips
ON AVERAGE IN 2 0 16 1 3
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BABY BOOMER

Born in the years following World War II, Baby Boomers have
significant influence over the economy. They live longer and are
healthier than previous aging generations, which means they’ll enjoy
more years in retirement than their parents did. Since 2011, 10,000 Baby
Boomers have reached retirement age every day.14

Travel Behaviors
AARP reports that 99% of Baby Boomers travel annually, with
some taking as many as five trips per year.13 They prefer warmer
destinations like Florida and Las Vegas, and appreciate guided
or educational activities that satisfy their desire to learn more.15
They plan and often pay for multi-generational vacations with their
families.16 Thanks, Grandma and Grandpa!
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BABY BOOMER

How to Best Serve Baby Boomers
ACKNOWLEDGE A CH ANGING LIFEST YLE
Baby Boomers are changing what it means to age in America.
The stereotypical image of a senior citizen doesn't apply to
this new era of older adults. Boomers will live longer than any
generation that came before and remain curious and active
throughout their retirement. Instead of being grandparents
who passively watch, Boomers participate in activities with their

OFFER RECOMMENDATIONS

THAT MAKE BOOMERS
FEEL INCLUDED

children and grandchildren.
•

Train your customer service teams to understand the
“new senior citizen” and speak to their active lifestyle.
The AARP website is a great resource for getting to know
Baby Boomers!

•

Offer experiences, activities, or recommendations that
make Boomers feel included. Suggest relatively lowimpact or low-intensity activities easy for both Boomers
and their grandchildren.
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BABY BOOMER

U N D ER S TA ND B O O ME R S ’ I DEOLOGY
Baby Boomers enjoy higher incomes and better education than
previous generations. Their resulting higher social standing has
shaped Boomers into status-conscious, sophisticated shoppers
who aren’t necessarily brand loyal.
•

•

Offer Boomers tours and group outings; they appreciate
the educational opportunities presented by a tour and
the safety of traveling in a group. They’re willing to pay
for the ease and convenience of having a professional
support them.15
Lead Boomers to their ideal vacation. They’re often
willing to pay extra for things that elevate their status or
experience, but won’t always ask for upgrades.8
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BOOMERS ARE

STATUS-CONSCIOUS,
SOPHISTICATED
CONSUMERS

BABY BOOMER

BE H ELP F U L WIT H T E C HNOLOGY
Though they grew up without the constant distractions of
phones and computers, Boomers spend the most money on
technology and are among the fastest-growing demographic on
many social media platforms.16 But just because Boomers are
purchasing technology doesn’t mean they’re truly embracing it.
•

Keep the Boomer experience simple. If you’re able to put
more intuitive technology in your properties, do so. No
one, especially Boomers, wants to figure out which of the
three remotes turn on the TV.

•

Provide instructions for how to use any technology
Boomers may encounter during their stay like mobile
hospitality apps and smart home technology.

•

If you’d like to try to reach Boomers in a new way, find
popular Boomer travel blogs and try to build a mutually
beneficial relationship.

BUILD A

MUTUALLY
BENEFICIAL
RELATIONSHIP

How to Handle Complaints or Concerns
Although they’re becoming more tech savvy, Baby Boomers still deeply value personal interaction
when it comes to customer service. Call Boomers to acknowledge their concerns, offer a sincere
apology, and explain how you’ll make it right; they’ll feel heard and respected.
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KEY TAKEAWAYS

Key Takeaways
MIL L ENNI A L S

GE N XE RS

B A BY B O O M E R S

W H O TH E Y ARE

Innovative,
explorers

Balanced,
connectors

Active,
learners

W H AT YO U NEED
TO KNOW

Think “Digital First”
and meet them on
their turf

Provide familyfriendly vacation
options

Acknowledge their
new attitude and
be inclusive

H OW TO
ADDR E S S THEIR
CO N CE R N S

Acknowledge the
problem and offer
compensation
publicly in the
same way they
provided feedback

Offer a sincere
apology and
follow up with
a letter or email
with your plan
to make it right

Call to address
their concerns
and connect
with them one
on one
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CONCLUSION

Conclusion
Vacation rental managers face a unique challenge: delivering
excellent customer service to three distinct generations of guests
with different expectations and values. On top of that, you're often
providing customer service for weeks–even months–at a time as
guests book, plan, and enjoy their vacations.
Not every Millennial, Generation Xer, or Baby Boomer is the same
as their peers. This guide is intended to be just that: a guide. But
becoming familiar with the things that are important to your key
customer groups can help you more accurately predict the type of
customer service and solutions your guests need.
Every vacation rental manager will say that providing the best service
for their guests is their top priority. As you review your customer
service processes, pay attention to how you communicate to each
generation and make sure it aligns with their preferences. Offer
new activities or services that can include the whole family, from
grandchildren to grandparents. And, of course, address any concerns
or complaints promptly, professionally, and in a way that shows
guests you understand their values.
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W E H O P E T H I S I N F O R M AT I O N , C O U P L E D W IT H
YO U R F I R S T- H A N D E X P E R I EN C E S U P P O RT I N G
G UE S TS , H E L P S YOU B U IL D A N EVEN B E T TER
C US TOM ER SERVICE PL A N .

FOR MORE INFORM ATIO N A B O UT VAC ATIO N R ENTA L
PROPERT Y M A N AGEM ENT S O F T WA R E, VIS IT
SOF T WAR E .HO ME AWAY.C O M/B LO G

