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ON-LINE DATING 
 

Your online presence and 
property profile on social networks are 
like online dating - some will pass by and 
not look you over, others will look you 
over and smile while still others will walk 
up to the 'window.  

 
'When they do walk into your on-

line space, they may be just looking 
however, when they begin to interact with 
you and share what they are looking for, 
you have an opportunity to take them 
offline and begin the dialogue. You have 
effectively 'attracted'  a potential client - 
they will check you out before they ever 
engage you one on one.  

 
Now you have entered the 

“culture of engagement”  - prospects 
look to engage with hotels and sales 
people that set themselves apart from the 
other 100+ hotels that approach them 
every day. On-line “Invitation, innovation, 
and motivation” opens the door to 
conversation!  

 
LISTEN 

 
Today it's not just about the 

price, features and benefits of your 
product; it's about perceived value and 
how your customers are going to make a 
profit. 

 
Today, customers are smarter 

and more educated so we need to bring 
every resource into play and leverage 
those resources to create trial and a 
competitive advantage.  

 
Learn to listen  to your 

customers. Let them talk and when there 
is a pause in the conversation resist the 
temptation to start talking again.  

 
Chances are good that the 

customer has more to say. The quieter 
you are the more they will tell you. Listen 
long enough, ask a few strategically 
placed questions and the customer might 
just tell you exactly how to gain his 
business. 



 
 

INVESTMENT OVER TIME 
 

An investment in hotel sales 
should never be viewed as a “quick fix”  
but rather as an investment over time .  

 
Sales Managers are hired for 

their knowledge and expertise (present 
value) with the expectation, that at some 
point their “future value” will be greater 
than their “present value”. This is usually 
related to corporate finance but is 
interesting when personified in human 
terms.  

Sales Managers do not flourish 
in a vacuum, and like any investment 
must be nurtured, encouraged and 
acknowledged so that, over time, they 
can produce the anticipated Return on 
Investment. 

 
It is common to view ROI as a 

measurement of revenue returned vs. 
outlay of expense. However when 
reviewing the collective or individual 
performance it is important to remember 
that sales is an Investment and, as with 
any investment, the performance, 
productivity and return on investment is 
better measured over Time. 
 
 
 

SPEED-TO-MARKET 
 

“It's not big that eat the small, it's 
the fast that eat the slow.” This applies 
more than ever in today’s fast paced 
selling environment.  

 
Speed to market and market 

readiness are essential. The fast eat the 
slow by ensuring that the processes are 
in place to respond to client RFP’s at 
warp speed.  

 
This is sometimes difficult if a 

hotel sales person is out on the road 
making calls or at a trade function.  

 
Have a designated inside person 

that monitors all RFP requests from all 
channels and can respond to an RFP with 
details and creativity…and SPEED 

 

THE VIEW ARTICLES 
 

Tell us  

�����������	
��   

Industry information, tips on the industry, 

what’s going right, what’s going wrong, 

 or simply what’s going on! 

Submit to 
articles@braidwood.ca  

 

 

ON THE MOVE 
 
The Traveler Confidence Report  gauges travelers' plans and attitudes now as 

compared to six months prior and one year prior. The following findings are based on the 
intentions of more than 2,000 North Americans surveyed by Travelocity.  

 
 
Traveler Confidence Report Highlights: 
 

 Travel Intentions Up Significantly:   
More respondents (49%) plan to increase their travel in the year ahead, 

compared to 21% six months ago and just 10% in 2009. Another 44% plan to 
travel, “about the same” when compared to last year. The number of travelers 
planning to decrease travel is down significantly to 7%, from 34% one year ago 
and 24% six months ago. 
 

 Decreased Hotel Rates Have Positive Impact:   
When asked how lower prices would impact travel plans, 33% said they 

would stay in a higher star-rated hotel; 30% said they would take a trip they had 
not expected to take; and 18% said they would extend their stay. 

 
 Travel Budgets on the Rise:   

The majority of respondents (56%) did not have a predetermined travel 
budget for 2010. Of those with a predetermined travel budget, 34% plan to 
increase that budget. 

 
 Travelers Committed to Saving Money:   

An overwhelming 76% of respondents are at least somewhat likely to book 
a vacation package as a way to save money. 

 
“Great deals, especially on hotels, have given travelers confidence to hit the road 

and take to the skies in 2010,” said Genevieve Shaw Brown, Travelocity’s Senior Editor.  
 
“It’s particularly encouraging to see that travelers are finally recognizing packages 

are the easiest way to save big bucks.” 
 

 

CAN IT BE THIS EASY  
 

In 1930, Freddy Elwert,  the then General Manager of the famed Shepherd Hotel in 
Cairo, Egypt when asked what qualifications were needed to become a Hotel Manager…., he 
replied… 

 ”If you can speak Italian like a native, and put a Russian stranger at his 
ease, and you can charm and be appreciative, in Spanish, French, German 
and Portuguese. 

 If you can always do and say what’s proper and mix with Court, Church, 
State and Law. 

 If you can mix with silver, gold and copper, and get on well with rich and 
poor… 

 If you can read a face and what’s inside it, and know men and women at a 
glance, or guess a Trickster’s trick before he’s tried it. 

 If you can tell just when to take a chance.  

 If you can face a Board that’s thrifty minded, and tell it how you want some 
money spent. 

 If you can open eyes that have been blinded, and then with purest logic 
gain consent, 

 If you can win over your staff, yet be respected, and feel they’re all behind 
you,  

 If you can live a day with heavy on us, and remember even then, when 
day is done, that someone on your staff deserves a bonus… 

 
 Then you will make a Hotel Manager, my son!” 
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