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Descriptiond#iid:
OBJECTIVEH I:

e  Steps to ensure the gaining of the accounts
SR HURH 2 1) A2 B DA DR A5 31 %5

e  Ensure that the Sales team and the Conference and Events Sales team use the same terminology and process in and
homogenous way.

il P 45 T A B D30 2 B 5 T A [ £ A PR R RO AR, SRR R £ 20 3R

APPLICATION:ZE A F:
e  Account Management is the responsibility of each sales person, part of the daily tasks, part of the planning and part of
the analysis of the business.

FIEMHRET - ME ANRRTUE. BE RSN T, TR A B AL s 2>

STATEMENT OF POLICYBUSE#EIR:

1. TERRITORY DEFINITIONS 8582 [X 58 X

Territory planning is the process of planning optimum and most cost-effective coverage (particularly for making
appointments or personal calling) of a sales territory by the available sales resources, given prospect numbers, density,
buying patterns, etc., even if one territory by one sales person; for one person this used to be called journey planning, and
was often based on a four or six day cycle, so as to avoid always missing prospects who might never be available on one
particular day of the week.

X RERE A R B R, U e e, AU, T sUE T RIB S @ H R ik
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a.  LOCATION Hb /&

When Conrad Hilton was asked to define the three most important factors for the success of a hotel, he is reported to have
answered, "location, location and location!" This sentence is now the most famous sentence in the Hospitality and real
estate industry.

A R 0] BT )5 ) B SR B ) =N RN, AR bRl MR R T RATEC AR
ER R NS Y A AP

->This is why it is important to relate our Hotel to its direct and further environment and this is also the reason why it is a
strategic approach that must be controlled by the Management.

XA 2R AT 5 A AL SRR I 5 A IR AH ORI SR D], X B2 Dy 1 s i 200 O A 7
J2 PV B AR S AR SR A
For the Local Corporate Market, the geographical zones will be defined within the local environment at 90% with the
following criteria
T AR A E Y, R TR, 256 SRS (A5 5H90%) SR E B 731X
Logical Diameter of distance from the hotel LA Ji y Hh0a 32 48 1k 45 58 ) LA 3
o0 Estimating the traffic, time to reach the hotel.
PEANATE,  BIA T I A
0 Road connections to the main business districts
) 3 R 55 X O TE % )
o0 Competition available or not present in the closest areas of the potential business districts
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Less logical diameter of distance from the hotel 12 48 14: %5 55 f1t) .45 5
0 Whatin our area are can pull corporate traveler a bit further than their work environment.

T2 AR AR XIS, AEBATT T A X I W8 28 7 T 7T LIORE 25 NS AT

For the Leisure Market, it will be the interest the international tourists have in the features of our location that will drive the

geographical interest of the sales team. This will have to be defined as follows

ﬁ?ﬁﬁﬁﬁ% I o 2250 K48 i DX 438 P 25 77 TR 12 S ek HE 30 8 65 T BA I M Il e o 78 LI
International direct flight Routes existing: Mature market

BUFHIE PR R ERZe: BRI T

International direct flight Routes opening: New market
FOTHEPRE WL s
Traveling patterns of the source markets
R T I W iRAT A
0 Type of holidays preferred by the majority of the country travelers (sun, resort, shopping, culture...)
RZHUREF B XRHBIR S (DGR, BN 2R, WK, AL RS
0 Likeliness to travel close / far (generally linked to the length of the holidays)
ROEIRATHCIEIRAT AT et GEEIBOLT, SEIRKER
0  Spending power
TH 9 e
Awareness of our area in the source market (Weight of the advertising in the country by the Office Tourism Board)
RIRBIFRATS BT 2 Oieliie )/ e S = 2K 5 1)
The size of the hotel (a limited size will oblige the Management to be more specialists in some source markets
than a larger hotel who will need to diversify the source of origin of the guests)

TP R CRUARR AR R 5 B2 KRR T 3o A b T BB R AV I S n SR RS A /)
» RAaTE R T RERETS. )

For the Meeting Market, the same analysis as for the Leisure Market applies.

iy, FRITHE T

For the Residential Market, the same analysis as for the Corporate Market applies.

XTEENY, EHTARTY

—>The other important Aspect of the Geographical territory distribution is Time. Time is a salesperson’s most valuable asset.
Lost hours mean lost sales and lower earnings. Poor territory management leads to missed opportunities and meager
results. To survive in today’s fiercely competitive marketplace, you need to manage your time in your territory.

E%ﬁ%%ﬂ%&ﬁ,%%%EE%%%NWONWH?%%Ai%%%%ﬁ%@%%F TR SN T st
ST ERB AN RIMHE XEEH S SREREEN . BEEINS TR BN TS AAF,
R EEAE VR AR AT 5 B B R P I (]

b. INDUSTRY TYPE 47 Mk KR

If you know how your client A works, you must understand how his Competitor 1,2,3 work. And they may have the same
potential as your Client A, providing they are in the same zone of interest. Therefore the Industry type Segmentation is very
close to the Geographical Segmentation and exists within the Geographical split.

U RARFIE VR ITE B IAR B TARRAL, R T AT I 5E 4 #41,2,3
AR BABAIAL TR — X, AR TEA FTRESAR S —FE, BONIRIIEER P . Bk, 173840
735 MR DS 73 J2 S5 A7 1 DX a1 R A DR A
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An Industry type can have the same concerns in terms of [F]#f A7)V IeiE i nl BE M F D, 40 R
- Budgets
T
Quality of the accommodation needed for the collaborators visiting or the clients invited.
R (IR &S E-IRE T i) iy
Type of communications / events needed to reach the client
52 P IS 2R T BRI v Uy 2 AE B 2R
Location in the city (Free Zones)

Mo CHAi X

C. INTERESTI:#R

The Interest in the Territory segmentation for the sales person and the management is to determine which core market is the
most attracted / satisfied by the maximum of features of the Hotel and can generate the best volume in the shortest period of
time, while using a mapping of the area to maximize the time and the contacts with clients. This is a sort of YIELDING of the
Potential Territory.

FEAE T DX s DR I T B KA FRIEER 5225 7V IS S A N 6 0 & 70 UK ) i B A BT DL RE MRS AZ O T 8
REME BT E P51, DA AE RIS [R] N 7

d. HOW TO CULTIVATE A TERRITORY THAT WILL GROW RICH WITH LEADS “ ISR #H #4138 nf=& ”
The skill of territory planning need to be mastered to create a definitive roadmap to guaranteed success.

JSEZ K A B U R B RE . DABUAE A R i 2 P DR B 1 R

= Introduction of the product in the territory ZE45 & 4RI N /7= i

If you manage a territory that has existing potential customers, your first priority should be to introduce yourself to every
single one of your customers. This should be a pleasant, low-key introduction along the lines of, "l just wanted to introduce
myself and see if there is anything | can do to help you.”

IRAVR BT DR DR AR R 7, IR E BUESS2K H O e —MBER . ER %R — ML
FURK BN H, BIE T et “TAREKRE N ALK, BREENZAH AT,

= Prioritise Accounts%& PRSIk F

Once you have met all of your existing customers, the next step is to identify target prospects in your territory. Start by
checking with your manager. If they have been managing your sales team for any period of time, they should be able to
suggest some good target prospects.

—BARCEFTFV T IRIMAERIEER S, AR5 F e RN eI e R - Bbs. EFBATEIRT, e 5080
SIVIERIA . BONTESE— BTN, A S BE BARM & BN, AATH B 1 N IRITE ER P H br
PRt

Once you have compiled a list of target prospects, determine which ones you will pursue first.

AR iR 58 B AR GG, JUE WIR—AN% P T IR %5 T4 8 TAE

Which target prospects have the greatest potential to purchase the largest amounts of products and services?

WIS — A B A 2 A T e SO B 1 i A IR 55 1

Which ones are likely to be “quick closes"?

WEAN H bR 25 7 ] g A B2 R 4 1

If you have both types of target prospects on your list, pursue several of each type at the same time.

WER PR ()% P SAEAR I B AR TG 5 b, AT DAAE [A]— I T 6 0 A P 8 B R i LA AR B 5 T
&
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= Map the accounts%% F* % 4% /&

Create your individual roadmap to success by using effective time management techniques, to reach your accounts quickly,
often, as often as necessary. Your territory must be split into as many sections as needed to be efficient. These sections
later on will have to be evaluated in their potential. You need to have an easy access to this map to be very pro-active or
reactive to any happening and change within your schedule of the week / day.

BALURE SRS 2R B, DA B [ 4 T, POl SR SR P IR ECR . IR AL
RERK, RHREE S > N Z AN 25, B DAREASNX IO AL BEAT T RE TP -

= Journey Planning47 &1

You can allocate one day of the week / month / year for a particular area of your territory according to the best

level of readiness in the week for them (industry type analysis may be needed).

PRAT CAGy BEX AN I J4E o — R BRI ) — AN IR DI, AR X At AT T2 22 22 33 P f v

el BT KT (VR T AT R b))

The plan should be in line with the shortest distance between one client to another one.

ZH R AR 5 5 % o R B AR B A R R R R )

The mapping enables the Sales person to easily replace an appointment cancelled.

P S AT DA B N 53 2 BT () T Z 8 ik

0 This means that the organised Sales person should have the telephone numbers of all the clients (Key, Top,
Mid, Low, Buying, Market platforms), in this area in order to book a last minute appointment.
XERE A LR R E N R B2 % DA P 7 7 B RS LA 76 5SS 21 7T LA 2

0 The 'Popping in' strategy can be realised for some accounts but have to be limited ... as they would show a
non professionalism if conducted too often.

XA T A T AERE L 7 B SEHUE AR A BR A -+ BUA R IR R A A A 2 7R
— M ERLIER

=  Extend your territory potential / Uncover new leads sources

YRR ARSI ¥ 77/ R BT T 1) IR

Continue exploring the area by identifying the new companies in the area, or the companies working with the competition.
T I PRUE 1 X T A 7] B TE A AR I A R SR RS % X ek

Referrals: When you are ready to begin pursuing your target prospects, start by asking your existing customers
whether they know anyone that works in the target organizations. If they do, ask for referrals.

2% BIRUERIFITIRIERARET H AR THRIN, DLy ) ORILA 1% 7 2 15 Al H AR 23 b i A
BAATTAG . A RARATRIIE, SORHERE

Knock on the doors, take 15mn each day of your time to be curious and ask a new company how you could work
together.

RV, RER A H 1555 Bl F T i) — AN 0 2 RARA DR ] — iR S 4

= Taking over a territory that was handled by another sales person

BERA —MHEREREO— X

Your first priority should be to introduce yourself to every single one of your customers. This should be a pleasant, low-key
introduction along the lines of, "l just wanted to introduce myself and see if there is anything | can do to help you.”

PR S B2 R A — MR T AR E B IXNAZZ LSRR B A, B8 T AR
FARBNA—-TRACIHFHEERGAHAZEAT LK LT

Then, as you are chatting with your customers, you can ask, "Would you mind sharing with me how you think my company’s
relationship with you has been going so far? What have we been doing well? Where could we improve?"

RIE, HUREUREE R, URATEL T N SR = AR H AT BT A R 2 W A
VESR AR ey 2 BREEFRA T2 AR 4 (1 2 IR Lt Jy JA T 75 et iy 2 7
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Collecting this kind of feedback is a great way to start relationships with customers. It also helps you draw any festering
problems out into the open. If you can address the problems quickly, it can really jump-start your relationships with the
affected customers.

WARIZ IR S A5 B TT e ) R R — M RAF IO T7 i o X RIREA R T VR AT A 51 S 28R il RN — T
SR RhL R AR AR BER G R TRIX L [ R, B T BLSEBR T R AR 5 A R R R
This same approach can also be effective for customers that have been reducing their purchases from your company over

time, or customers that have stopped ordering completely. It is never much fun to listen to people complain. But, if you can
isolate and solve the problems that are causing the dissatisfaction, you can produce a rapid and substantial boost in sales.

[FIRE R 5 920 I8 B 5 26 (I 1] B izl 1R URATT 2 3 (SR PR 2 7 BRI 28 5 4 4 1A T T R 25 7 o [
FEA R W NIHE2R ARAN A A SRR, B0 SRR AT LUK B8 R R IR L8 51 2 AN i 1 8, I 4 4R
KT AR AT Mk ™ A — ANt H S PR EA%

If you find customers that are really happy with the service your company has provided, drill down (with more questions) to
determine just what has made them so happy. Their answers will provide you with a template for successfully managing

their (and other) accounts. Also, ask these happy customers for referrals...regardless of whether you have contributed in
any way to their happiness! Happy, satisfied customers are usually delighted to share their positive experience with others.

URERAR AR AR F RS ERAR R, R IE T EEZ R AR 2 A A b ATT it T
o AATHI IR RS LR URER B — S D B A TIZ 2 (LU HARZRTY ) 20 7 RS . 53, Ak e i 1
B RAES e AN VR AT AR BRI ATT TG TR Al AR AR B S A SEARAT TR AR
AR

2. ACCOUNTS DEFINITIONS 2% 1 58 X
Potential ¥& /7

The potential is subjective to the segment we consider. Let's consider the room nights and time spent as indicator (room
nights could then be replaced by Meeting room for the Events department...)
1B BAHES FE T 4 7 I WA AR FRATEA D B S A B TRV D F b (RS T R4 AT LA
SUERACE 5D
= Key account XX
A company is considered with High Potential, when a yearly relationship comes to a daily contact for a piece of
business or follow up. In terms of room nights, this means that it corresponds to one room night per day.
PRI R0, 20— RN SC R B — BRolk 55 M0 A2 pl— M R IR R st ) 56 R
o WKIESHE, RMEREETERTR A
= Prospect accountTi A%
A company is considered with Medium Potential, when a yearly relationship comes to a weekly or monthly contact
for a piece of business or follow up. In terms of room nights, this means that it corresponds to one room night per
week.
BN IE A AT, DR 5 R Bk 55 1M A8 B 2 1 Bl 1 16 R R
BERRI RIS AKIE I, Xt EWE ERE R A A
= Low Potential {3 /1%
A company is considered with Low Potential, when a yearly relationship comes to a 3 months or less contact for a
piece of business or follow up. The company may has irregular or very low level of request for our product and it
will be difficult to be present at the right moment of the need. The best communication is mailings and regular
information with a phone call every three month to keep track.

POANNRALIE I AT, 2RI OR R —Jull 55 M A2 N = H BUE D IR R
BEMIF AR o 3K A2 7 AT BEAE AN (1 B0 X BATTIK 7 i 75 SRACTARAR I HLAR MEAE £33 1R P 1]
HBLRT R o B (7838 U7 2 AR M UL SR = AN 38 e ST 5 SRt A s AT o5 1 BAOR KR B

IR
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Platforms: SF-&

The purpose of the sales platform is to see who our accounts are and ensure we are spending the right proportion of sales
activity on each account to maintain and/or grow existing business and generate new business. On completion of grading
each account, they are plotted on to the following one of three clearly defined platform elements:

W& 8 H R SR BATE 7 IF HA ORI L B AL BN B 1 52 IERA 8 5 s 3 LE A7 DL AR
S B B ML 55 BLR = AR ML 55 o SEREEN P I Sa . MEAT TR IR LU = A CLi B
X B IR R A b

= The Buying Platformiy 3% &
Companies already working with us and booking 90% of their potential portfolio.
AREEIEAE 5 AT EAFIF B AT AT 190% ¥ 7R 240 & (1 22 7]

=  The Working Platform T.{E~¥- &
Companies that has been identified as having a Potential Business for our hotel, who knows our product or has
been informed about it and are who are willing work with us at a later stage.
TR LER I\ 0 BAT G A P AEV 55 (R 2 w) ARV R AT 7 ot g AT B0 77 A Pl 7 ) BA
LB AR RS JATE AR
Or companies with potential already working with us but only give us a piece of their potential and can be a
serious client of a competitor.

B AL I O T JATEAE B2 FHEASCR G 3AT— At AT A2 2 0 HLUAT Do 38 40
FAEEZHAF

= The Market PlatformTi3%°F- &
Companies that are in the geographical potential zone or industry, for which the potential has not yet been
identified and no presentation has been done. (We do not know them and they do not know us).

PR MR XA E AT L A, W MR RAR L R A BRI A E (FRATAFIE AT
, AT A FNIE AT

It is vital to understand the distribution and variation of these accounts in each defined element of the sales platform to avoid
any loss or potential loss of business from an account. The Sales Platform is reviewed on quarterly basis allowing time for
the sales person to take appropriate action to get the business back on track. To monitor and track account results, a
process called the Strategic Sales Plan Workbook (SSP workbook) is used to record actual account performance against
forecast. (See 2.5 Sales targets, Tracking and Performance).

HRREAHE T EINE DN ESOTRTNZ ) TR AR AR 2, DO R B R — A%
BN AR PR AEML S5 o BT 6 AR R R HEAT T A% DA B 5 N 1 PT URBUE 24 A 1 A RORs A
LIRS . 97 IIANERER R ISR, FONE B O TAE T (SSPTARTM) AORE ¥ AR i
BN P SRR, (FEW258E Hir. IRERSRID

Status of the Account & 7 2%
Key Accounts 5<% 1
The Top Accounts are the 20 accounts which represent 80% of the revenue of the hotel. They may be High or
Medium potential on Buying or Working platform. The importance is that we have to ensure that they bring back
their business to us, and therefore they have to be looked after not only by the Sales Account Manager, but also
by the management.
o 4P i 80%HA 73 R HIF 44 HT2062 O 2 7 o AtATTFEN SE B AR & BV v RE sl b i RE 1 2%
Jro BB RATT R R A AT 2 OB ERATT, R AT AU A e B B 2 S A Bk YE S,
RN ERHZENES S

= Prospects Accounts T % /"
Accounts which have the potential to become TOP Accounts or Key Accounts, which are currently targeted by a
Sales Manager/Executive but may not currently be doing business with us.

TREEAT I 1 TR 7 RS T 1% ), — o A L BMRRBOE 1Y, 1 A2 f
5 IRATI b 5 B TR E 1
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Low potentialff¥# /7

Accounts identified as having a low potential for the hotel

AN R G AR %

If a Hit account’s production is not secured for the hotel within 6 months time, it should be moved to statistical
(STA).

N — AN &S — I P SO B SR B BEE6 N H AR E, BRI AGiT (STAD
Statistical (STA) 4iit

Accounts identified as having a very low potential for the hotel and just need to be tracked for statistics.

NS 5 AT T % 7 A & EERAE DL T ge it o by 2
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The Sales Funnel#5 &}
Keeping control of the sales pipeline fR &8 & BB E

With the idea of the Sales Funnel, we use the metaphor of a funnel (wide at the top, narrow at the bottom) to monitor the
sales process. At the top of the funnel you have “unqualified prospects” - the very many people who you think might need
your product or service, but to whom you've never spoken. At the bottom of the funnel, many sales and delivery steps later,
you have people who have received delivery of your product or service and have paid for it.

BETRFOMES, ATH THR-F (%A XA MR IS SRR . R0 L5iRs “ LR

ok
Ae ™ ——

REIRZ N, VRUONTTRER ZARM™ MRS, HARMR SRS fERRES, RZHE IRA
MTAEZ )G, IRA T EaeB iR bl Bk S5 1 B AL G 2 NEE 0 S5 1 AR i BRI % A

The metaphor of the funnel is used because people drop away at each stage of a long sales process: For example, many of
your unqualified prospects may have existing suppliers with whom they're very satisfied. Others may have needs which
other competitors are better-placed to satisfy. Still others may love your products, but not have the budget to buy them.

=t P (0 2 DA A I8 KA R TR A — B BU A BN s Bildn, AR Z ARi “ JEIRATRE” AT
e AR R BN AT . HoAt— ST REH A TSP XS T8 T AP a6 I — ST REE &
PRETS bty AHRDEAT SEIX L™ i (1 TS

The image of the sales funnel (see figure 1 below) elegantly combines a visual representation of the step-by-step nature of a
long sales process with this drop away in prospects at each stage.
HERRTRIL LB S TR R & AR 2 b — B BUE R BB R — 200 B 0 ok

Figure 1: The Sales Funnel

Lsing an axonmyons IO SOMaS Drooess, and an axonone monin s foLJ."D.i

Sales Stage MNumber Change

™, /" Ungualified Prospects 742 +120
\ ;’K Inificd Communicotion 500 +74
"\ ff First Discussion a6 +12

\H ,.-'f; Devalop Sohution 27 -5

"-.. ! Fresent Solution 26 -3

\ / Customer Bvaluation 22 -3

"'.I / Negotiaticn an 3

I". / Waroal Cormmifrnent 1a i

Il'n / Whitten Order 8 £1

\1 Ill Dalivery B 0

|/ Payment 7 0
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3. CoNTACTS DEFINITION & 8] 58 X

The decision level iR IR E

Each person in any institution has a different role linked either to the position, interest, skills or tasks. It is important to define
at which decision level the person we are in contact with is, so that we make sure that we do not over-estimate or under-
estimate the power of the person, and we do not forget to reach the other levels. It is indeed important to reach all levels as
they are interlinked and complement each others.

FEAEFIHLE] R — D AHH — AR A G, ZM RS, M SRR S R 2R,
HLEL) 5 SOX AT I NAEWEA PSRN =, DLEERATRER € FATTAS 2 i il SR AR XA N IRE T
PLRBAIA S GILRIE B Z 5 IXASAREZL, WRABN TR @K, Nk BT RSO LT
b

Decision Makeri 3R

Person who has the power to make the decision in terms of budget and choice of the place (for an event or of a room night
booking).

It can be as large as the traveller himself up to the CEO of the company !

A e IR BT e md I B RSN CESBUS RIRITIT) o XA BLRHE AR AR HERITE
TR K e

Influencer FZMH#&

Person who knows the criteria of choice of the decision maker, is able to identify if the product fits and through personal
motives or just because it falls under the criteria will decide to push the product in the hands of the decision maker and will
be able to change the habits and buy the product.

BV R T R S S A B R AE, A RE S A E A Mo R BB N K H A EAA G KA A F
PRAE, T R RS 1) T R e G i BT e O3 SR R S N

There are different levels of Influencers, though the person have the power to influence, our role is to make them willing to
influence.

AARER T E, RERZRAN NGRS LW, BIRATH A O b = 2%

Booker T &

Person who actually makes the act of booking. The booker can be the decision maker or can be asked to book as part of his
job description.

According to the level of expertise of the person, the booker can be an influencer (of willing to).

ESERR A ETUT AN o XASTRAT 2 AT DA 2R SR B S AR I B (57 BR DT 838 1) 35070 PR A R T T N
HRIEIZA N TR, ATV 7] B — Mg (2RI

Order taker$i AT

This person has no influence or decision power at all and is just doing was he/she is being asked to do.

A NBAAEATRZ ST SRR, DUR AT ZER AR 25 i 10 F 15

The buying readiness level W S5k 454 5%

Readiness = Information level
Commitment level

HEERS= BEEE.

AWEER
What are the Information levelstt4 24z B E:
Awareness: Guest is familiar with the products and / or services but does not know the details.

FIER: 25 N i ML ERIR S5 (BAN T AE 41

Knowledgeable / Informed :  Guest knows the specifics of the product and services

T AR B NFRAE S i SRS I VETE

Experienced: Guest has had direct exposure and experience with the product.
ZBFEER: BNAL S E R AR R 2 5
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Readiness
Levels
HEEZER
R1 Level
RI&ZK

R2 Level
R2Z

R3 Level
R3ZZ

R4 Level
RA&ZL 2%

What are the Commitment levelst4 R &R

Confidence: Guest is secured in his decision.

54 B NAEH R IR S 22 42

Comfort: Guest is comfortable with the product and the services.
FPIE: AR i SR 55 I B i i

Investment: Guest shows by intangible aspects that he is invested in the evolution of the product (time
spent with the team, spontaneous positive feedback, referrals, acting as a reference for future
buyers ...)

Bt WS A APE B0 — 1, ARHBB 7 B (TR TRER I BAAE 2. B R IR st HE

Information Level

BRE

Not Aware or unclear
about the product
ANFNTEBATE 2

=)
HH

Has some information
TiR—ER

Knows the product
Knows the
Advantages
HITE T

B HAL

Totally knowledgeable
and experienced,
comfortable in his
choice.

Pl PIREPURIN
B, IR
PP

i SRR T A L)

Commitment Level

AR

Not invested

AR

None

Seeks confidence to
make the decision

FRAE WM RERIE
L

Committed and
invested

Ly i DENEE 37y

Attitude
SE

Distrustful about Sales Person
Avoidance or 'Passing the buck'
Distracted, defensive or hostile
MMEERE AN
WREEY “ HAHMERR”

I3 B AR EEON Y
Increasingly accessible

Attentive and responsive

Listening carefully

Growing interest

b SLIpINTIE Sl
VR HA 18]

- 4Hie Wy

TR SRR

Significantly invested but hesitant and
resistant

Seeks re-enforcement

Questions the decision

Encourages the Sales involvement
and guidance

2 R BRI TR Hov ]

s R A

JHEX AN TR SE

S ES 5t E R
Responsive, Result oriented
Continued and broadened investment
(get more from the portfolio)

Willing to refer, provide testimonials
Partner in good and bad news

Big Picture focus

Keeps you informed

A R, BASE B3 e
ARB: I R ILILT (NFRBE
HEhREL)
BE&ih. /% B
SR ELIF ) SR 13 B
T

HEREM R
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Comments

Bi%

It can be a Timing problem only, call at the
right time

X I ALER @, A 5 P N ) 2
1T FEVs

Can become a buyer
AT AR — 7 ) K2

An R3 can be a new buyer who still needs
after the sales to feel comfortable in his choice
-> Sales Support

-> Sales reinsurance

—ARIZEG M N AT BRSO — 3T
K, XA NAE B LR SR AT
IEREES

S SR

SHH IR ORIE

If a Sales person leaves, the client may come
backto R3 ...

A client can be R4 for Rooms and R1 for
meeting space!

R — A N IR, %K P ] Re
[] 2R3 1] === -+

— L% AT A B L %% - R4 s
EINGIF PG L AR VE SIS
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4. THE COMPANIES STRUCTURES OR INTRASPECTION

Ox 7] SR BRI R TR

It is important to make sure that the Sales Account Manager has been in contact with all the departments of the company
and that all have been identified with a potential (high, medium, low) with decision makers, influencers and bookers in order
to achieve the goal of getting their business. Therefore it is vital to get the organizational charts from the first days of contact
with the company. This is called an 'intraspection’. This process can take several weeks or months according to the size of
the company.

KRIREER: N ERPEHOKR NZARKEIETT, rarErcid s Ga, By 0 &
Iy NIRGERE . FEA R DL TRT 2 A 3 S5 A THEAT W S AR H . BRI, R 5% /) R
() BL 22 B ABAT T ZH S BRAE IER AR L B . XY “UR AT o ARAE A R AR X N AR AT RE 18T
B H

5. THE POTENTIAL ANALYSIS 110 #

Potential: Is the total worth of business from an account within your market place.

1. Bl AR PEARB S X80P 0Lk 55 e

Analysis: Is the stage when you process all information gathered and analyse it.

gt B ARAE B AT AR (45 BT 234 B BB B

The Potential Analysis tool helps analyse the business potential of a client/account by collecting essential information and
establishing the client's hotel requirements which will then identify gaps between existing business secured and potential
new business. This is valuable information for other sales people requiring knowledge on an account. See Annexe :
Potential Analysis form.

T8 33 A TR T DA B A — B 12 7 L S5 e, e B R USRI AT S R B S 7 I R SRR
BEAT, XA SR AT LA AR R 2 Al 55 DA SGB A AR 55 o X0 T HAAR 1 — A% P A
PR RARA MHERIEE . MR Wik

6. THE ACCOUNT GRADINGZZ 42K

Account grading is a cohesive and co-ordinated account management process, avoiding duplication of sales efforts and
maximising the productivity of the sales resource. The account criteria process helps identify the importance and value of
our accounts portfolio and to manage what time should be spent on sales activities per account to help achieve targets and
hotel revenues.

By o — DAL SN B B2 P A BERR Ry, AT O E SR A R e KA A S BRI R .
JURE R B AER] DAAE B 5) BATI 7 2 5 A E R AL, DA AR5 IR 0 2 HExT A A5 15 3h
FRIRFTR], - AT Bk 2 H AR Al i 2

All accounts per key market segments should be graded, not just the corporate market, in order to obtain a full picture of
your total account portfolio. These accounts are then plotted on their defined platforms on the Hotel's Sales Platform.

I % 7 B SAG RBE T I A0 73 AT 70, AU AL, DMEXHRITA & P A& — D ammi
T SRJE IR ORI AR RS B B & i HoE Xir & bk

Account Grading%s /' 43 2% : Actions required 75 E R (1147 5):
A - Account Full account plan7e 43 %% FEit- %Il
AR Quarterly Face to Face Review with
11
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Client: = J5 55 %5 [f1 % T 4[] ot
Monthly activity st H #1735 3

B — Account Full account plan7e 43 % FEit- %Il
Quarterly Face to Face Review with
BZ % ) Client®E 2 2 5 %5 7 T X 1 11 [7] i

Bi-monthly activity s /5> H 4735 1)

C - Account Telephone mainly 3= 2% (& Hi {5 44 £
6 month Face to face review with
CHE Client: /NN H 152 7 T T Hib =] i

Quarterly activity k2% & i3H 775 50

D - Account Telephone onlyf¥ F #1164 &
DI Annual review with Client 5 %5 /" 4T 4F J& [7] i

7. THE SALES TOOLS OF ACCOUNT MANAGEMENT %% F &5 F ffy /82 T B

Sales Techniques are a method to achieve the results — See 5.
BRI R ARAT ORI — R 55— LS.
Sales Tools are the daily strategies and actions used to reach the account and establish efficient.

B TR HIRIK 3% g 3L v A S s S AT B0 5 %

The Sales tools are monitored by the Management to estimate the performance of each sales person.

B T HGZ AR AR M DAPPAG R — B B N SR B

Tool T. & Definition and Process & X & 1§
Blitz: A Blitz is a military term to picture a territory coverage or ‘attack' in a minimum period of time to pre-qualify the
B companies with potential for the Hotel in a minimum period of time and start the awareness campaign through an

attractive concept that can be reminded by the persons met during the Sales Blitz.

RS —ANZERTE, B S B R I TRI By 7 DUAE ek (R T P 3045706
LW A w P B, JRIEE ARG NI RS RAT S, XS] DL RN
PR B W N SRR Y

A blitz can also be organised by Industry Type (Pharmaceutical, IT ... if they can be located on a specific areas)
FAREEIRE AT DL PSR RIMI R (R0 A5 B AR - - W BRABAT T ZE R 5 1) X380

The blitz members are requested to enter in companies without any appointment, distribute the flyers created for
the occasion and to quickly identify the potential and interest of the companies in the area, while creating the
awareness about the property.

FARE A BB SRAE BEAAR AT TRAT I BE N A ], 3 ORI FR A B S A8 S STAT SRR ik ) TR TR
H R AE 2 XA A ) R ORI A

Telemarketing | Campaign of telemarketing targeting a specific area or industry. It can follow a blitz, a mailing or just be a cold

Blitz: telephone call getting as a support a listing of identified companies.
IR | ISR B AR T2 — Mg B9 XA T . B n] OB IR . MR B A A g — AR
L2 i B I 7 TR BRAT — 1 B 8 X m) B SCHFIH 5

The aim of the telemarketing blitz is to identify the names of the persons in charge and the potential for the Hotel
while fixing appointments for the sales person in charge of the territory or industry.

12
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FELE A 5 T ) H R AE 9 7 9T 12 SO EAT MV R B 5 N G i TR IR B A 57 5 NI 44 DL AK
)5 7 K 1) n] e

It can be done by the sales person in charge of the territory or a Telemarketer / Sales Co-ordinator or also
outsourced.

B L A ST U A4 N R e A, RT DR H T A G A R A R A A W R S

Cold Call: Visit to a company or a booker without any appointment and without knowing the potential of the client.
Rl FEBAATATIRL) B A FITE I FJ I O N FEU — A w) sl =&
During a cold call, the aim is to create the awareness about the hotel while identifying the potential of the company
in the city and for the Hotel.
RiliF V5, HERAEDHHZ A WA KO T105 19 70 B A oo L g 205 ) =il
It is generally admitted that the cold call can be short, and lead to an official Sales Call.
W N NREFVEERA, JFAMEAE —NESE T H Y
Telephone Telephone call to a company or a booker without knowing the potential of the client. During a telephone cold call,
cold call: the aim is to create the awareness about the hotel while identifying the potential of the company in the city and for
R 3EFE | the Hotel and if positive which should lead to an appointment. (The telephone cold call is part of the Telemarketing
i blitz, but can be handled on a daily basis for accounts on the market platform.
ANFIE R TS DL N AR R — DN AR BT . —ANEIEREFEY, HH KRS X
A?f¢ﬁ&ﬁ%@f%§ﬁ%ﬁﬁ¢ﬁﬁk¢@fmEu,Em%mﬁmmfmwf%ﬁ*
Mgy, CRIEREF VR IR BN 0, A G ReEETE & LR
Telephone Call to a company or a booker who is known with a specific objective (fix appointment, follow up on offer, invitation,
call: ask for business ...).
R FED) A I H AR L30T ANIRBO A R BT # (Wi E 1L, BRBERRIA, 82, FHRlkSs-----
)
Sales Call: A Sales Call is a meeting (set or spontaneous) with a potential client with an objective.
BB EFUEIRT A H SRR B — R CBUE B F s E SR TR D

A Sales call consists of 85&FE AR ITTE

- the qualification of the account / booker potential at any stage of the relationship

faé?t!ﬂﬁ’ﬂiﬁﬁﬁﬁi, B AE T # Bk

For one or more segments (Short term, Mid Term, Long Term, MICE, Banquets, F&B ...)
—ANERE AT R IR KIS, B B

= For one or more services in each segment (ex: once the room potential has been identified and bookings
starts, the potential for the Club floor can be checked ...)
AN TGP —DRE RS (. — BIBER S RGO, X
T BRI AR T RS AR )

- a Sales action, generally recognised as — MM EAT AT SR, IEE AN

=  The explanation of one or more benefits of the hotel in relation with the interest of the booker:

FEAIT — AN BRE AN SR R B TRT 20 28 FR)I7 i A A)
0  Unique Selling Points kS ()45 £ 32 &5
0 aspecific service enabling to get a booking / Special offer
— WU AR S5, AT DA FRT R ) A R

= The presentation of a new offer or a service not yet presented.
I — TR IR G A R i 5UIR 55

= The creation of a need for the booker (upselling)
WOITHERER st g0

= The follow up of an offer to lead to a confirmation
PREERAN LAS 2 — 3 WA E

= An After sales meeting to identify the satisfaction of the guest about the product in order to assess the
booking readiness level in the future and react if necessary.

B U R BUR XS T fh R R B, DME VP i 0T & ke Sk b 55 i e £ 2
P HAE L DL T 5 L
= The referral processZ: [ 1) J7 V2
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the collection of strategic market information it 52 ik % 117 13 1115 2
the collection of strategic competition data. £ fi§ 1 5 4 5ot - 1) $e b

A Sales calls is not a conversation between two doors with no result or impact else than showing a presence.

BB R U AN (AR S 17 ¥ A 4 R B A 52 o %) 10 19 s 1D ) 19 5%

Site A Site Inspection is a visit of the hotel organised for a potential client who is a decision maker, in areas linked to

Inspection his/her interest.

S 5L S E SR AR I — AR ST L2 PRI S AT 20, 2 IS 535 A 380t s P 1) 2 £ 3
Ji

A site inspection is generally less than 5 persons (above it becomes a FAM trip).

SEHEESGE AL TN GBI HITE AL R 1 BIAE %)

A Site Inspection is the strongest sales tool available, as the potential booker experiences the atmosphere, the
space, the quality of the amenities, the level of service, the professionalism of the team and can immediately make
his/her choice on either it corresponds to the standards of his/her bookings.

SIS GO B R A BN B LR, BN AT RIFIT & A LLZ s A . sl A
B BT IRSS HI7KF L T BA R e b 55 5 L AT DAST RV R A5 5 At 1) 9908 A v ) R

It is ideal to link the site inspection with an Entertainment so that the taste / F&B aspects are also tested.
PEBEAE S A S SR BUARK, SRR g A A 5 T ] DAAS 210K

A site inspection needs to be prepared as a bad site inspection could have a long term disastrous effect for the
account production.

S ST EAAF RS, RN — AN B S S 45 7 1 7 it SR — N U R 5 S
See Site Inspection Standards. ¥ Ji, SEHh % £ iRk

FAM Trip A FAM trip is can be a hosted Fam Trip (Guest stay in the Hotel) or a non-hosted FAM Trip.

EilNeg HIBNE S ] LURAE S H 5] (R NEAETE) B 5 5 %2 4]

It is a group of persons which is usually > 5 persons and is organised by the decision maker or the main booker
(who may not take part of the visit) to develop the awareness of his/her team or clients towards the product and
therefore enhance the production with the property.

I R A ANHOR T-5 NI Ho i s U B 0T # CATREA S INZIR S W) BNt/ i
AT T BN 2 o0 7 et B AR FE R e Y S

Therefore, a Fam trip must be considered as a VIP Group at all steps of the visit and stay.

R, BN SR BEAR S0 B NATE R T A2 H i ZBABEAAE — > 53 5 BT A SR X £

According to the importance, a lunch or dinner should be offered.

AR L M, R A — A A e 2

See FAM Trip requirements and Site Inspection Standards.

LA A5 52 75 3R e SEth 2 52 1A b

Entertainment | An Entertainment is an invitation for F&B testing with a client (breakfast, lunch, dinner, tea time, coffee, after work

AF drink ...).
A EfR SRS R TR R —RgE (R, T8, BE. M. BEmeE. U
Ja e R AR PG S S e )

The aimis H [/
- to show respect to the client who did a physical effort to visit the hotel,
SR TR 5 3 2 WL ) o
a sign a hospitality as a host,
TN BTG 1 25 AR 25
to thank the client for his time,
SRR il S A A ]
to spend more quality time with the client and get to know him/her better and move on new subjects
T 2 AR BRI A1 52 fE —kD, BB Hb 1 /i 4 05 U 7% 2057 i 2 B
to get the client to know the sales person better and strengthen the relationship.

PR IR R N NI (P
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Vouchers A Voucher is a gift of services from the hotel (Rooms, F&B, Wellness).
M TS5 S IR ALY (B lal. &R, O

It can be given to a specific booker ‘& 1] PASRAIL LS — /N 1 FlIT &
- asameans to experience the product and be convinced to book her travelers or events.
VR DA 7 it B8 — Aot - B0 Al DAyt )90 2 B WA B T T
as an incentive for generating more revenue
4 BUEE 22 ALt T 4 F S8l
as a reward for business generated

PR35 AR B — > 22 )il

It can be given to a specific Company the hotel is in business as a supplier support and create awareness among
the staff / clients.

EAT PR — N E A F], AEL S B AR AR R R SRR R AE 53 % 7 1] 13

ERi3
Clients gathering - raffles /* 5§ £x——1l1 2%
Staff Party 5 R4}
Gala Dinner P 4L i %

It can be given to a specific Association or club identified as having an interesting level of members to whom the
voucher will be offered as a gift from a raffle, showing BHI as a sponsor and therefore associated to the cause or
gathering interest of the audience.

A AR g — MR P 2 BRUR S, XA BB AR ES A A — E KT R,
TR B el S 2 O O SR AR IV 2 r R B I AR A 5 L BT B SR AR AR

DR
Cocktail reception / Gathering X3 J& i 4>
Gala Dinner P 4L &
Booker Presentation done to a large number of persons being more or less at the same level of influence in their premises.
Presentation / | The presentation must be dynamic, convincing and motivating while oriented on the key needs of information of the
Booker audience. Therefore it must be prepared, using their booking tools (internal guide, TO Brochure ...) as a reference.
Training: Give — aways or Booker Incentives are often the key to the final WOW effect.

T & R | AR NTAT S R s, X8 AAEABATT I 07 B B2 /D AR AR LE A — A B2 Lo XS JE0R
AT | BRSNS NG IR BT RSB, 2 A B 2R oR (5 R AT R

Wl it e LA A HESK . H EMATBUE TR (AESME. HAREAL ) 1ESH. W5
ER FNHE H T ORI A R R A R

Booker Incentive programme agreed by the Hotel Management and the Client's Management (be aware that some

Incentive companies refuse incentive as considered as a bribery tool) at the attention of the bookers (Secretaries, MICE

Wil E e, | Project Managers, Travel Agents, TO Reservations Agents ...).

BRI R S % P E R AW CRRELNTE A e A RHE a4 e A AT eI e —
RN B  RERITE (. W HAEH, RATAHARE, HAB BT )

The Incentive can be for a short period of time to drive the volume or a longer one to support the booking efforts.

FR BSCAT DA AT IS () A 386 K7 B B0 FIAT 35 0 ) — MK SRR

The reward must be motivating to ensure that the bookers see an advantage in making the extra effort.

TXAN AL il 06 25 A5 W M 1 AR CR T T 25 v] DA B B9 R 5% 775 R B oAb
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Marketing Any opportunity provided by your client to reach his/her clients or team of bookers. (e-newsletter, magazine insert,
Partnership: convention participation, presentation, sponsorship ... )
EWHEIER | IRIIZ AR AR R AT $E30T b/ i 1 2% 7 BB BATHAT 5 Bl 2 Ol TR A R o 2% 35 AR 4 ]
% 2WZH., PPaER. B )
These opportunities must be taken seriously and the impact measured.
XL AT B LR
Power Breakfast booked by the Hotel Sales team within the premises of the Client's company, with an invitation
breakfast communicated internally by the Hotel Main contact in the company to motivate the colleagues and other bookers to
L B4 2> | book with the hotel.
FEZ% A A AT T Bl S S5 BT i) 48, fh s w) (R 32 B AR R AT A8 R IV 38
5, LU R A FAR FT 2 T 3
The Breakfast is a highlight of the week / month for the company and helps to quickly and positively enter in contact
with the main bookers, while staying in their mind for a long period of time.
AR XA AN ZA R KBS, EA T RE IR AL T ERBIT AR RS, R
SRELYORAEANAT ) AR o — BUAR A R I 1]
Event Organisation is done by the Hotel Events team.
Lo SRS B A B e Ak
Frequency: twice a year if needed
B IRHE, ERIR
Booker party | Party (Dining Cocktail Reception or Gala Dinner) organised to thank the KEY, TOP and MID bookers of their loyalty
T Yrxt | and support to the Hotel and the Management.

HLVRRT O 2P 2> B PR A 2D SR IS LE B A L e R S R R ) TT 28 B4 S8 0 DA K A
AT s B8 B2 0 SRR

The whole Management of the Hotel must be present to honour them,

TP i )R A A B 2 0 2 3 R A AT ] ) 254

The GM should thank them through an official speech which should not be longer than 10 minutes (could be
handed over to the DOSM or the ADOS of the segment.

SAE PR e AN 1073 B ) IE PR SR IEEHMBATT (RIS T 8 B S i B0 40 70 T 1Y)
BB R R 5E O

It is also ideal to introduce the audience with the back-office persons (reservations, Front office Managers) they are
dealing with over the phone, to enable them to network throughout the evening.

FIMAN ARG G NG (BUTHES. BiT2P) FFR PR, X5 6 A s i ih a2 94 LA
S ATIAE AN B AT DU I T T

An identification of staff members should be planned for clients to recognise the team members and engage the
conversation.

G2 LR B g 25 o ARl AASE Al T T VR 3 A T BA B 1l R 52 5 06435

A theme linked to an entertainment is the Key of the success of the event, the element the most remembered and
the real thank you (with the food). The Entertainment can be linked to a message the hotel wants the audience to
get.

R E R S R R, RN, REEEM R . XK
R ] DL I G A B U ARG 1 (0 VH A 2R

Food must be excellent and memorable.

AU A B HAE S Y
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9. THE SALES TECHNIQUES FOR A SUCCESSFUL ACCOUNT MANAGEMENT

—AN BRI P ) A T

Introductionf& /i

'You have only one chance to make a first good impression’. “ /K RAG — &5 A NI 58— EN G b2

You have to prepare yourself and get a standard (but adaptable) way of presenting yourself (Appearance and grooming —
talks — attitude).

PRDZIAE U HA — DA FIRE CIbsfE T X ((HREES)D) (R DER—IRE——& D
Smile; direct but friendly is a key to open discussionsfil 5%, B4 H A UT A& F1 176 8 f) % ek

AIDC Sales Techniques AIDCEHEHTS
(A)ttention— Get buyer to listen (short opening phrase)

FRAE——W 51 W L3 B T (a4 0T 320)

(nterest - Develop his interest (background info)

Wl ——TF R AR G FE D

(D)esire - Stimulate desire to buy (reasons to buy)

AREE —— U SRR (S R D
(C)lose - Get the order (clinch the sale)

SR—FFT R CERMME)

Before you can sell a product or proposition you must grasp/seize the buyers ATTENTION so that he/she is prepared to
listen to your proposition.

FEARAT CA S — N7 Wl BRGNS, PR AU W SE 3 v = 0, IR RAth /a4 Be e Wi R IR £ 1L
You must keep the buyers attention by developing his INTEREST in your proposition - produce benefits.

AR 06 ZIAE T AR AR FR) i UCFRD N R I R A5 ) K3 A0 2 g —— R R AR A
You must stimulate the buyers DESIRE to buy by telling him - "What's in it for him".

A ah 20y At A SN S R SEAR B —— Xk U, S RAT 47
You must CLOSE the sale by being positive and making it easy to say yes and difficult to say no.

PRAZITCA I T PR 45 2R S AR AR 5y 2 N HLAR A 2 R 5 AOX I 45

DIPADA Sales Techniques DIPADA% ;14
(D)efiniton -  Define needs and wants

5 M —— 58 S R SR
(I)dentification —  Identify your products/service with needs and wants.

P ——F 75 SR AR R DX AR IR 7 bR 55
(P)roof - Prove that your product/service satisfies needs and wants.
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R ——UE B R B 7 b R 553 A2 7 SR A B
(A)cceptance —  Gain acceptance for the proof.

PN ——3R1FUE I AT
(D)esire - Gain desire for product/service.

AR RIS IR S5 A
(A)ction -  Close that sale.

T ——4 RS

Brickwalling is a method of securing loyalty of company by meeting all the people that make bookings in the company and
introducing them to as many relevant people in the hotel organization. This helps when a sales person leaves the hotel or a
contact leaves the company, you do not have to start building relationship all over again.

BER T MR A~ RS T, W& WA 1R 2 R BUE I/ @A 14518 15 223 A VF 22 R
NN KARA Y, £ DB REIREGZA B K — MR N BN, (R E R B 0 R

Surface Contact Management isa way to ensure thattheKey contacts of the Corporate accounts is known by several levels
of persons and departments in the Hotel, for them to get a professional answer at any time in case a person is not available.

% TH 2 A B BB 0 RS e P9 S [ J2 K N B T DR Al 28 P GBI 3R N — Fh 50, 1R e S A AE
FEATIS i — N N I BESRAT T LA R

Procedure 72/

1) On sales calls, sales person will ask name of bookers and find out exactly what they book, (rooms, meetings, trainings
outside catering, etc).
BRI, SN RS R B0 AR R AT OEBOT A a O, 2. B4t
IR

2) Information is logged into Protel. {5 /545 it 3% 7£ Protel & 4t FH

3) Sales person will try and meet all bookers and build relationship.
BN RN X5 I T T 2 LT 70 &

4) Sales person will introduce DOSM or General Manager or other relevant team members to bookers either through
sales calls, or corporate parties, etc.

B N B AT e B U7 B A RO A5 A 4 T A A M A 2 P A A O [T AR B 45 FIAT A

R
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10. ACCOUNT MANAGEMENT PLANNING STEPS

&P EERRP B

Step 1: Who are my most important accounts?

BB

HERRBREENE?

Segmentation and criteria for segmentation 443 117 3% b T 340 73 B b
Profitable, strategic and nice customers 5 (1] dk & (1) F2 1585 (1) 515
Accounts | need to keep F& AE 4L RF (1) % 2

Accounts | want to get rid of F& AR () %

To Do: screening of the portfolio 2=t : k4l &

Step 2: How well do | know my accounts?
A2 WEFFHE IR 2

The business strategy of my accounts .2/ ) 20 & i g

The customers of my customers % /' 1 %

The decision maker and the decision processes i 5 il & & K 1k F AL P
My market share with these accounts &[] i 37 51X 6% 1 — it 73 =
The competition with these accounts 53X 6% 1 [ 35 4+

Cost and profit A< & Y 2

To Do: Screening of our information basis 2=t : ik FeAl1#15 B L Al

Step 3: How well do | manage my accounts?

PR3 R E I E R Z ) ?

Rebuying rate and customer loyalty 5/ SE AN % B2 2 1 Rk
Upselling and cross selling ] I #585 f 28 X AH &

Brickwalling and locking devices &% 22 {47 K [41/8 %5

Product and services mix 7= ity M IR 55 H 4 &

Forecasting Tl

Audit # 1

To Do: Audit of my account management . FR % 7 & ) B 1

Step 4: Account planning
BB BRI

Objectives H

Long term planning 311+ %1

Short term planning %5 3111

Quantitative and qualitative approach 7€ & % 5& P [ /7 7%

Efforts and results %% 77 & &5 3

To Do: make an good account plan 2 fi: il & — 4 i i % 7 14l

Step 5: Teamwork

SIS HIB\NE1E

Identify all the players: commercial, technical, administrative, management
T A IR B R R, ATEU . B

Roles, results and responsibilities of all players it 5 B\ 52 (0 ff1 €. 45 58 1 54 F
Efficient communication A 74 i

Resource management %% 5 & B

Team selling [#1 B\ &
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Step 6: Reality check

6. PRI SE
= Elaborate the account plan ¥ /2 )% 1 11X
= Present the account plan f&7 % 7 11-%il

= Feedback on the account plan with DOSM /CDOSM. & F i+ K1l _E 17 378 5 o W/ T 3 45 |l s R 1 Je

= Share Best practices 4 = 5 1 i 47
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	Description描述:
	An Industry type can have the same concerns in terms of 同样的行业关注点可能是相同的，如下：
	Budgets
	Quality of the accommodation needed for the collaborators visiting or the clients invited.
	Type of communications / events needed to reach the client
	Location in the city (Free Zones)
	The Interest in the Territory segmentation for the sales person and the management is to determine which core market is the most attracted / satisfied by the maximum of features of the Hotel and can generate the best volume in the shortest period of t...

	The Sales Funnel销售漏斗 Keeping control of the sales pipeline.保持销售管道的管控

