
The Question: Are PM’s losing potential customers 

during the checkout process?
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Of Course! But WHY?

Not sure of dates

Will the 
destination be 
too busy that 
time of year?

Looking for a 
better deal

Looking at reviews 
of the company

Need to 
check with 
traveling 
party

Looking for 
the best 
rental for 
dates

Unsure if the 
location meets my 
needs

Unsure if 
booking last 
min will be 
better price

Exploring 
destination 
options

Bottom Line: It could 
be any of these - and 
more!



The Next Question?

Some Ecommerce Cart Abandonment 
Studies stated:

● High shipping costs - (additional fees)
● Complicated check-outs (multi-step 

checkouts)
● Lack of trust (bad reviews - lack of 

trust factors)



=

What is “Cart 
Abandonment” in 
terms of   Vacation 
Rentals?



Myth #4: Last Click Attribution
What is the Booking Process or Funnel



How Do We Measure Booking Success?

By Creating a Custom 
Segment with a sequence 
in Google Analytics.  You 
Can Measure:

How Many Visitors: 
Went to the Checkout Page 
and followed through to 
the final booking

Visited the Checkout page 
but never got to the 
booking Confirmation. 

Cart Abandonment Rate



Why Do They 
Abandon the 

Booking?



Site Speed
#1

● Condense large pictures
● Listen to Google’s Recommendations
● Use CDN for images
● Store data locally
● Never stop optimizing and monitoring



Mobile Experience
#2

● Still seeing mobile traffic increase on 
average 20% over last year

● Conversion Rates increasing from 
.55% to .65% on mobile devices

● All sources are increasing mobile 
traffic, but a big jump in the cost for 
PPC



Remind Me to Book
#2



Get People to the Search
#3



Easy to Search
#4



Price Transparency 
(as quick as possible)

#5



Myth #4: Last Click Attribution
Price Alert - Best Price

#5



Push them to buy
#6



Myth #4: Last Click Attribution
Your Property Detail Page is Confusing

A Good Property Detail 
Page Has:

● Loads Fast - mobile & Desktop
● High Quality Photos
● Current Reviews - trust factors!
● The Property Address/Map
● PRICING - Make sure your pricing is 

clear & competitive

#7



Myth #4: Last Click Attribution
Over complicated booking page

#8



Give them a deal (they can 
book online)

#9

● show savings and discounts
● don’t make them call to book
● Give an end date they need to 

book by
● Make it easy - discount already 

applied or use a promo code.



Myth #4: Last Click Attribution #10Booking Abandonment Email



Myth #4: Last Click AttributionCart Abandonment Footers #11



Myth #4: Last Click Attribution
Trust Factors

• Feature a guest review on your 
Facebook feed (one per week)

• Share Featured Homes on 
Facebook Weekly

• Be Transparent and Go Live with 
Facebook Videos.

• Seek Positive Company Reviews

#12



Myth #4: Last Click Attribution
Any Questions?

Email vhumes@icnd.net
www.icnd.net
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