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rS'EA plNES Key Points For Review

COMMUMITY SERVICES ASSOCIATES

* Developed RFP in 2014 and in 2015 contracted with Story Powered and
Percept for two key communication objectives.

1. Help CSA engage with and improve communications to owners by
expanding the owner profile information in our database.

2. Gather information and feedback on several key services and
initiatives that are currently being provided or considered for the
future.

» Today’s Presentation is a summary of the profile data collected during
the survey and key findings.

*» The survey data you will see today is information that will assist
committees and board members in making better decisions.

» We believe these two objectives will help us continue to evaluate the
current services we provide and possible future services beneficial to the
community.
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A PINES

OMMUNITY SERVICES ASSOCIATES

About Percept Research

@  Market research and communications consultancy

@  Founded in 2003

@  Based in Charlotte, North Carolina

@  Clients include a diverse array of academic institutions, non-profit

organizations, and corporations

Work examples include:

@ Secondary analysis; qualitative and quantitative primary research

@  Customized client portal development, maintenance, and innovatio

Actionable Market Insight



Survey results are repre

Sea Pines owne

Two-part survey fielded Oct. 5 - Nov. 2, 2015

e Owner Profile
o Community Survey

« Surveys were comprised of close-ended, open-ended, and rating
scale questions.

There were 2,472 completed surveys
« Response rate of 35.2%

Completed surveys from Primary and Secondary
owners/contacts

 Primary owners completed the Owner Profile and Community Survey
« Secondary owners/contacts (787) completed the Community Survey

percept(e)researc

Actionable Market Insight Through Intelligent Research
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A PINES Discussion Topics

OMMUNITY SERVICES ASSOCIATES

Who are the Sea Pines Owners?

« Overall Sea Pines Assessment

* Sea Pines Amenity Usage and Awareness
* Maintenance and Security Operations

* Proposed Strategic Initiatives

« Communication with Sea Pines CSA

Actionable Market Insight



Who are the Sea Pines owners?




SEA PINES Survey respondents are represent
“““““““““““““““““““““““““ of Sea Pines owners

57.5%

of respondents are men )

92.7%

of respondents are aged 50+ )

50.9%

of respondents are retired

Demographics




Most are longtime prope

INES

OMMURNITY SERVICES ASSOCIATES

Total Length of time Property Owned at Sea Pines

—-------------.

31.5%

26.9%

20.9%

14.8%

5.9%

ess than 1 year

1 year to less than 5 5 years to less than 10 y10 years to less than 20 years or longe
years years \ 20 years

B

percept(e)researc
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They are slightly more
secondary residences a

The largest share
of owners are in
residence in

April and October.

percept(e)research
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Overall Sea Pines Assessment




SEA PINES Sea Pines owners are satisfied

COMMUNITY SERVICES ASSOCIATES the]r Commun]ty eXper]ence

How satisfied are you with the services provided by Sea Pines CSA?

1 3 4

4.2

2 5
Very Dissatisfied Very Satisfied

How likely are you to recommend Sea Pines to a friend or colleague?

2 3 4

1 5
Not at all Likely Extremely Likely

If you were seeking to purchase a property again, how likely would you be to
choose a property in Sea Pines?

at all Likely Extremely Lik

Actionable Market Insight Throu



The vast majority are cc
OMMUNITY SERVICES ASSOCIATES Cham p]()ns

Owner Loyalty Index

m Detractors Neutral = Champions

percept(e)research
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Sea Pines
Amenity Usage and Awareness




SEA PINES Beaches and trails are the most

COMMUNITY SERVICES ASSOCIATES influent]al on property purChaseS

74.8%
Beach Access

53.1%
Biking/leisure/
hiking trails

percer

Actionable Market Insig




SEA PINES The natural environment is especiall
B = 5O C1ATES influential among long-time owners

—— e —

. J— -\:“‘ The Natural Environment was the Most
f Influenﬂal in Purchasing Property

| —
| ——

- 5 w? - pa—
—

= = 3

“ Less than 5 years .. . I _5-10;gars@§@ater than 10 years
o 2 - >

Which of the following factors were the most influential on your decision to purchase property in Sea Pines?

pe

Actionable Mz




sEA PINES Vacations are more inflt
NITY SERVICES ASSOCIATES non pr]mary OW -

I/members of my household vacationed here before buying

46.6%

44.0% 45.1%
: I I I

Secondary Rental Investment

Which of the following factors were the most influential on your decision to purchase property in Sea Pines?
<l

percept(e)research
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SFA T INES Low annual assessments are
o] MUMITY SERVICES ASSOCIATES in the deCiSion to pur

portant Factors in Purchasing at Sea Pines
vs. Another Hilton Head Island Community

Low annual assessment _ 3.4

club membership separate from _ 3.1
ownership ’

Absence of a transfer fee _ 3.0 Primary Residence Owners: 1.8

Secondary Residence Owners: 3.1

Dility to rent home short term _ 2.6/

1 2 3 4 5
Not Extremely
at All Important
Important

How important were each of the following factors in your decision to purchase property in Sea Pines versus another Hilton Head Island Community?

percept(e)researc <>

STORYPOWERED
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SFA T INES Restaurant and shopping a
OMMUNITY SERVICES ASSOCIATES used at leaSt once a

Frequency of Using
Restaurant and Shopping Amenities

Resort restaurants NN 2 .7

Harbour Town restaurants [N 2 .6 :
Primary owners and those

Harbour Town shopping I .6 owning property more than 10

years are more likely to use the
Shops at Sea Pines Center restaurants [IINININING<GE ? .6 Sea Pines Country Club.

South Beach restaurants NN ? .4 .
Non-Primary owners are more

Shops at Sea Pines Center shopping N ? .4 likely to use the restaurant and
shopping amenities.
South Beach shopping I 2 .?

Sea Pines Country Club [N 2.0

1 2 3 4 5

Never Oncea Afewtimes Oncea A couple of
month or  a month week times a wee
less often more of

How often do you use the following restaurant and shopping amenities when at Sea Pines?
C)

percept(e)researc
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Other Sea Pines amen
Emces ASSOCIATES '| nfreq uen tly

».l

Frequency of Usage

Sea Pines Country Club - 1.9
Trolley - 1.6

Fitness center inside Sea Pines - 1.5

Community Center - 1.5

Marina Inside Sea Pines - 1.3

1 2 3 4 5

Never Oncea Afewtimes Oncea A couple
month or a month week times a
less often more

How often do you use the following when at Sea Pines?

percept(e)research

<>

STORYPOWERED
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SEA PINES Trails at Sea Pines are an impc

OMMUNITY SERVICES ASSOCIATES amen]ty for Owners

= .l Rl ”’ ' Sl .' i | 4
' ' TV ML govs o8 S \
o : Ma N 'M DA A TR Better
. 1»{ ', G ﬁ, LA LI e ,v;?;

B1k1ng/H.1kmg/ /6!8% R A ;.54;94, t : blkmg/h]kmg/ \

‘ ‘lelsyre trails are | Typléally use the Typically use X Lelsgre trail
- used about once Forest/ Preserve Forest Preserve | = accessis the most
a week for hiking/walking for biking important Forest

I ) oy | Preserve
Lo 18 = improvement..

How often do you use the following outdoor amenities when at Sea Pines?
How do you typically use the Forest Preserve?
How important do you feel each of the following improvements are to the Sea Pines Forest Preserve?

percept@r :

Actionable Market Insight Through Inte P O WERED



SEA PINES The wildflower field is more of @

COMMUNITY SERVICES ASSOCIATES for long t]me Sea P]nes owner

. AN m
V]Slt the Warner W. Plahs Wildflower Field

'"m"“-'aw

29.4%

.

! » 3 "0 , T 7] : - : - »
Less Ehan 5years % ', ¥ 5-10 years =&, Greater than 10 years *

Actionable Market Insight



Maintenance and
Security Operations




EA PINES Landscape and mailbox replaceme
offerings are the most commonly-

used maintenance services

Awareness and Usage of Maintenance Services

Paving repairs on common roads 39.1% 44.5%

Mulch delivery 24.9% 59.0%

Have used this service
. 0 ® Have not used this service but am
Mailbox replacement 24.2% 27.5% aware it is available
®m Have not used this service and wasn't

aware it is available

Drain clean-out 618.0% 73.1%

Landscape debris drop-off and pick-up 19.5% 31.2%

Please describe your awareness and usage of the following CSA maintenance services.

Actionable Market |



EA PINES Few use the security services, or
QR s AssocTeS know they are available

Awareness and Usage of Security Services

Wildlife management/nuisance animal
removal 40.6% 34.2%
2.4%

On-property vehicle collision reports 37.1% 60.5%

Minor vehicle assistance 24.6% 70.3% Have used this service

1.1%

_ o ® Have not used this service but am aware
CPR/Automated external deibrillator 35.8% 63.2% it is available

®m Have not used this service and wasn't
Convenant enforcement A 61.9% 27.7% aware it is available

Incident or burglary report . 54.9% 32.5%
Absentee owner house-checks 34.4% 52.2%

Please describe your awareness and usage of each of the following CSA security services.

Actionable Market Ins



Proposed Strategic Initiatives




| PINES Owners prioritize Greenwood Ga
MMUNITY SERVICES ASSOCIATES landscape and maintenance
improvements

Importance of LSRP Initiatives
m Not at all Important ® Not Very Important m Somewhat Important ® Very Important m Extremely Important

3.9 (mean) 3.7 3.1 2.9

Greenwood Gate Lanscape and Maintenance Forest Preserve Community Center
Infrastructure

We ask that you help us prioritize the following LSRP initiatives by telling us how important each initiative is to you.

Actionable Market Insight Throu



PINES Should additional amenity fundin
OMMUNITY SERVICES ASSOCIATES requ'ired, gate fee increases have
most support

Support for Funding
E Not at all Supportive  mNot Very Supportive = B Somewhat Supportive  mVery Supportive  m Extremely Supportive

3.4 (mean) 2.2 2.3 3.6

Gate fee increases Real estate transfer fees Raising the annual Another idea (N=192)
assessment

If it is determined that additional funding is required to enhance services or amenities for property owners, how much do you support
implementing each of the following?

Actionable Market Insight Th



Communication with
Sea Pines CSA




PINES Email communication from CSA h
MMUMITY SERVICES ASSOCIATES mOSt regUlar usage

Frequency of Usage
ENever mOnce a month or less often mA few times a month mOnce a week B A couple of times a week or more often

2.8 (mean) 2.3 2.1 2.0 1.7 1.6 1.3

Bi-weekly email Newsletters or Posts on the Community Phone calls to Front desk Facebook
other print  sign at the gates website CSA office receptionist

mailings

How often do you use the following channels to get news and information from Sea Pines CSA?

Actionable Market Insight Thro



PlNES Next Steps

ovide survey and profile data to committee and board members an
Ll owners.

Continue to improve database & update profiles for all owners.

o Utilize survey results to provide more efficient communication to owners

- 33% of Property Owners Utilize our mass emails for updates
» In December 2015, updated email format to mobile friendly version

e Realized the need to communicate/ educate property owners on the
services that are available for the community.

Complete additional surveys and focus groups on topics you expressed an
interest in.

ilize this database and owner profile to keep you better informed
ide you with a greater means for feedback.

dditional follow up on profile data and survey result



PINES

MMUNITY SERVICES ASSOCIATES

Questions?

Actionable Market Insight Throug



