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Descriptiond#iid:

OBJECTIVEH i:

e Activities to be undertaken to ensure to gain new accounts and to increase the loyalty/production of current accounts
KB IAT SR BUR 2 7 ISR THE % 7 1) B B

e  Ensure that the Sales team and the Conference and Events Sales team use the same terminology and process in an
homogenous way.
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APPLICATION:ZE A F:
e Activity Management is the essential tool be used by the Sales Teams of the properties to ensure the maintain and
development of current clients and the acquisition of new accounts
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STATEMENT OF POLICYBUSEHEIR:

4.1 Sales Call Report4§ &R R &

A report used to record information discussed during a sales call or visit. It includes setting sales call objectives, points of
discussion and follow up. Protel users MUST record their sales call activity directly into system. This will generate an auto
chase for later action. For manual users use the attached sales call reports and retain information in client account files with
other past correspondence associated to the account.
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4.2 Site Inspection/Show RoundsEH %5 £2/2 W

The site inspection sheet is used as a checklist for a site inspection to ensure the client requirements are covered during the
sales proposal stage. The site inspection must link the client's needs to the relevant hotel's features and benefits to ensure
their requirements are met (Gain client buy in). It also identifies other potential business for the future. The use of the site
inspection sheet is valuable for the conference, meetings and events department. Site inspection should be noted in
Delphi.
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4.3 RFP Process RFP{iFE

To be defined as per UTELL guidelines.
HRHE AN UTELLYE B 0 LA E X

4.4 Rate Loading Process

To be defined as per UTELL guidelines.

FRAEREANUTELLIN BASE o

To ensure all corporate negotiated rates are available for sale via GDS and Internet, they must be loaded into Utell. The
hotel is responsible for loading LCR's .
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CR’s.
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Each rate loaded must have a rate category and corporate ID number. Hotels must submit the standard format detailed
below "rate loading documentation” to ensure the request is processed. Hotels will receive an email message advising that
the rate has been loaded if not it is the hotel's responsibility to chase.
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On receipt of the message the hotels must activate the rate by attaching a rate code matching the criteria set in the rate
properties - failure to do this will results in disassociated rates.
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45 Field Accompaniment 5% W &5 8 B 1%

An accompanied sales call is a pre arranged call to a client. The Line manager's role is to observe the sales person's
strengths and weaknesses, and development opportunities during the call. The line manager uses the field accompaniment
evaluation form to help identify the strengths and opportunities of the individual sales person. It is the Line Managers
responsibility to provide constructive feedback with agreed recommendations for future sales focus or personal
development. Itis a coaching and development exercise rather than a formal assessment. This is part of the annual sales
audit that MUST be carried out minimum four times per year.
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4.6 Client Quarterly Reviews%% /1 2= 5 1%

Each account development plan includes a quarterly client review meeting to discuss account production, variations or new
developments. Along with a specific meeting agenda, sales should provide account production results against their target
per quarter (Room nights and revenue) for discussion and further activity account planning. The attached template allows
you to track the data in a presentable format for the client.
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47 Activity & Appointment Schedulei 3l &< .22 HE

It is a measurement of expected versus actual target of appointments and sales activities required and planned for the
business.

KR 59ChR B bR, S SN St m)—Fh B T

For Protel users all activities and appointments MUST be included in Protel under contact activities. For others the attached
table can be used for recording and measuring appointment levels and time spent on sales activities on a monthly basis.
Protelfifl FH & M. iZ i BT 5 76 8l e 2 ILIKIAE B AC A\ Protel. X F3EProtelff FH 3, 13 FH IR R AR L % 2 WAE
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Appointments and activities are essential to sales success and need to be able to measure sales effort against business
results. In addition, the table identifies time spent on other sales duties used for evaluating effectiveness and efficiency of
sales time. E.g. administration duties; internal meetings; training.
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48 Re Negotiation Process (Wish, Want, Walk Rate)Z 3T i fE #H 8 AR

A revenue management tool used to plan the negotiation process for contracting rates for a new period. The spreadsheet
records historical data (room night production and contracted rates) for previous and current years to calculate peak and off
peak business demands. It also requires local competitor market share and average rate for that account to measure the
share of business achieved against the local market.
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The negotiation process requires sales to forecast the forthcoming year, (room nights and average rate per account) which
will self calculate the revenue and rate increase/decrease year on year and % market share expected.
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Three price bands for rate negotiation /% i i+ 43 A = M5 2

Wish - the desired rate; #3122 55 4

Want - the ideal rate to achieve; FJ LA FI i) # AR b5

Walk - the minimum rate to accept. 7] LA43 5% [ f A% 55 i

Any proposed freeze or decrease on rate needs to be supported with a business case and approved by direct report.
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Last room availability (LRA) is ONLY used as a negotiation tool and should be reflected in the rate for the privilege. Room
Allocations defeat the objective of LRA and should be approved before contracting the account. Concession not rate related
should be considered and proposed in order to secure the business during negotiation.
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Need to gain a "Win; Win" Situation.

BRAF X PRI -

On completion of the wish want & walk spreadsheet a regional consolidated summary is produced for the CDOSM.
FETE A BHIINAR FEL T3R5, MAZIE & B 5 I X SR & 3252 45 CDOSM.

THE FOUR STAGE PROCESS OF NEGOTIATION AS FOLLOWS:
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Planning for a Conducting Implement the

Preparing your
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4.9 Sales Referral Proceduresfy & HNEF

For sales or lead referral you need to complete the attached document.

B HES LA B R

Sales Referrals / Leads for one hotel

Send direct to the hotel (includes Group, Conference and Corporate enquiries) using Sales Referral form

HEHEHEN RIF BRSNS (BRI, S AT D

4.10 Sales Trip Authorisation Procedures# & ZikEZNEF

Sales Trip procedures are to ensure all international sales trips and tradeshows have clear measurable objectives, reduce
duplication and achieve the maximum potential for each sales call made.

BB ERME T 28 T # IR I bR & 22 R AL R A Ew T R H i, #RE S IR A
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It requires pre-trip planning and objective setting with a clear robust follow up process in place.

s S ZE R AT THR, BOE B AR AR SRERERAT ).

A post trip report needs to be completed as a measurement of success and for BHI to future plan. CDOSM consolidate all
sales trips results across EMEA.
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411  Familiarization (FAM) Trip Request™ %2 @] 7 3K

To ensure maximum return on investment for each client familiarization visit (FAM trip) placed in BHI hotels. The sales
person requesting the FAM trip must present a business case for approval with purpose, value and cost to hosting the event.
A full itinerary should be prepared and agreed with the client prior to the event. On completion a post trip report and

appropriate follow up activities should be actioned.
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