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Sub Committee Collaboration’s Actions

From the surveys previously sent out an opportunity was identified
to include the Action Plans into the Marketing Plan.

Current Actions Plans and Marketing Plan were reviewed by the
Sales Council sub committee team.

. A Strategy Action Log that focused on the Activity and a road map
template was created to give an enhanced measurable outlook for

Sales Managers to be more proactive.



Feedback from the Sales Force Survey

What aspects of the Action Plan do | find helpful?

Highlights:

 Focused

e Filling Need Dates

° Defl N Ite PIa N My quarterly action plan is helpful in guiding my daily/weekly/monthly activities.

e C(Clear Direction

e Accountability

e Forecasting tool
 Creating Strategies
 Analyzing Trends

Strongly Disagree

* Road Map
* Big Picture E
e Digging Deeper 2 S
e Visualization . Neutra
e Gives Targets :
2 Disagree
:

0 20 40 60 a0

Count of My quarterly action plan is helpful in guiding my daily/weekly/monthly...



Survey Saysl!

. |t's a good guideline/checks & balances to make sure you are getting to your end
result and staying on track. It also can help identify if you need to re-look at
something and re-evaluate steps/actions to help you get to your end result.

e |useitasaroad map to creating my success and to look at it periodically to remind
me of tasks | need to accomplish.

e Encourages me to plan ahead and try to stick to an action plan goal to help focus
on certain markets or new selling techniques | am working on. It also helps me
have a more specific discussion with my DOS and colleagues to ensure if my plan
works or not.



Feedback from the Sales Force Survey

What aspects of the Action Plan do | find helpful?

Opportunities

Other tools being used
Using a different daily form
Redundant

Outdated

Repetitive with BOARD

Too many similar tasks to
complete

Unpredictable
Inflexible

| utilize my action plan on a regular basis.

No

Yes



Survey Saysl!

Digging deeper to strategize and look at the big picture is helpful and setting some
dedicated time aside to do this is needed. It’s difficult to do this on a daily basis, as
so many things side-track us. | do find that action plans can become outdated
rather quickly as something that was a top objective/prospect becomes a dead
prospect for various reasons.

None — to be honest for a successful Sales Manager like myself, | find that Action
Plans are just another task to complete. | feel that when you have proven success
in your market, you already know what needs to be done and how to achieve that.

| like all aspects of action plans as it keeps us focus on the win. However the
corporate market in our location is very unpredictable and changes often. So the
Quarterly action plans will differ tremendously as the market changes and effects
business.



Ccvolvainto an innovative roadmap to account for changes,
challenges, activities and opportunities efficiently and
frequently.

Current Proposed

- JN
“In order.to c&r_ry---a__,posifii?e action we'mustdevelop here a positive vision”
- Dalai Lama




Current Marketing Plan Sections

Section 1 —
Property / Market Overview

Section 2 - Competitive Market
Overview
Local Area Maps

Section 3 - Demand Generators
Economic Environment / Market
Commentary

Section 4 — Optimum Mix
(K drive)

* Property Information

» Electronic Distribution Links

* Property SWOT Analysis

e Smith Travel Data — Running
12 Months

* Market Share — Running 12
Months

« Day Of Week Occupancy

 Day Of Week ADR

* Channel Revenue
Contribution Mix

Competitive Set RevPar
Ranks

Competitive Set Highlights per
comp set hotel

New Supply

Key Local Market Trend
Overview

Hotel Business Climate
Smith Travel / PKF / CBRE
Forecast

Airport Passenger Load Data
Top Feeder Markets
Significant
Construction/Development
Projects

Significant Local Industries
Significant Target Accounts
Prior year’s Events

Current MP Year’'s Events and
Need Periods

e Optimum Mix
»  OM Weekday Forecast
« OM Weekend Forecast

e Bookings

» Sales Pace
e Leads

e 2020 Goal




Current Action Plan template

Quarterly Sales Action Plan

What future need months does the property need to focus on during this guarter? Please ensure plans are SMART — specific, measurable, achievable, results oriented and
timely. Address why the account is a viable target based on market intelligence from Knowland, H360, Google Advance Search, etc.

Sales Manager

Target Account Action Step Ohjective Person Completion Status Update
Responsible Date




What will change in the Marketing Plan Sections?

Section 1 —
Property / Market
Overview

Section 2 - Competitive
Market Overview
Local Area Maps

Section 3 - Demand
Generators

Economic Environment
| Market Commentary

Section 4 - Property
Strategy Action Log
and Target Accounts

Section 5 — Optimum
Mix
(K drive)

* Property Information

» Electronic
Distribution Links

* Property SWOT

Analysis
« Market Share
Commentary
+ Smith-Travel Data—
R e
+ Market Share—
e e
s e
e
e o enle Al
+ ChannelRevenue

* Competitive Set
RevPar Ranks

* Competitive Set
Highlights per comp
set hotel

* New Supply

» Key Local Market
Trend Overview
 Hotel Business

Climate
s~ Smith-TravelH/ PKFE/
CEREEForoenst
» Airport Passenger
Load Data
 Top Feeder Markets
» Significant

Construction/Develo
pment Projects

» Significant Local
Industries

e Slopmflenat [apaod

e Strategy Action
Log

e Target Accounts
per Goaled Sales
Manager

e Optimum Mix
*  OM Weekday
Forecast
e OM Weekend
Forecast

* Bookings

* Sales Pace
* Leads

e 2020 Goal




W hat will change with the Quarterly Action Plan Template?

Quarterly Sales Action Plan

uture need months does the property need to focus on during this quarter? Please ensure plans are SMART — specific, measurable, achievable, results oriented a

Sales Manager

Ohjective Completion Status Update

Responsible Date

T~

Target Account Action Step

\

It will be replaced.



Important dates & More detailed information will follow

e 11/08/2019 - LaDonna & subcommittee to rollout the new
Action Plans/Marketing Plan.

e 11/15/2019 - On or prior to this date the DVP’s will have a
divisional call to discuss the details. Sub Committee & the
Digital Marketing team to join the calls.

e 11/22/2019 - On or prior to this date the DVP’s will have
one on one calls with the DOS'’s to respond to any
guestions.



Section 4 - Property Strategy Action Log and Target
Accounts

SECTION 5 (TWH)- HILTON TAMPA AIRPORT WESTSHORE - PROPERTY STRATEGY ACTION LOG

2 ACTIVITY 2 Quarters o START = END 2 TARGET 2 SEGMENT = OWNER INVESTMENT g STATUS 2 RESULTS
‘Who i
Please state Strategy and Situation. Describe the Action. Quarter? m/d m/d  Specify the target objective and/or accounts. Revenue Segment °"® EstimatedInvestment In Progress, Pending, or Completed.  Results from the activity.
Group e-blast: Target new and past
sroups through a quarterly eblast Obtain 2 list of past/lost sales system bookings, CVB's
to enhance our hotel's positioning. | Research accounts to build a qualified bookings list a1 12/16/2019 | 12/20/2019 |calender contacts, Microstrategy report contacts,  |Group GsM's s0
Accelarate group pace with a higher etc. Send to DOS
conversion for need periods -
Send lists and group promo to eCommerce Manager a1
- s S DOS/eCommerce
eCommerce Manager to submit group promo draft for 12/20/2019 | 12/27/2019 |Pre-blast preparation for targeted need dates Group $0
ooprove Manager
g c
e blast exccution o 1/06/2020 | 1/06/2020 |Targetover 200 qualified clients Group sLemmerce $50
Manager
Group Blitz: Targetnew and Past | p.caareh accounts to build a qualified bookings list a1 1/06/2020 | 1/10/2020 |Obtain 3 list of 40 accounts to prospect. Send to DOS. |Group GSM's 50
eroups through quarterly blitz's to
enhance our hotel's positioning.  [Schedule blitz appeintments Qi 1/13/2020 1/17/2020 |Setup 5 appointments per day per SM Group GSM's 50
with 2 hi — — Receive 5 RFP's valued in S100K 1 4 S60K 1
Accelarate group pace with a higher |Visit scheduled clients a 1/27/2020 | 1/30/2020 |Neoo™® svaluedin§ n rooms and S60kin ¢y GSM's $150
conversion for need periods F&B
Follow up from the previous week's clients via e-mai a1 IR . . )
o' " 2/03/2020 | 2/07/2020 |Send proposals and/or contracts to uncovered RFP's |Group GsM's $0
o site inspection
Feeder City Trip to Washington D.C. |Research accounts to build a qualified booking list. ai 3/02/2020 | 3/13/2020 |Obtain a list of 60 accounts to prospect. Send to DOS |Group Govi/AssocSM |50
targeting the Association &
Government segments which will |Schedule blitz appointments a1 3/23/2020 3/27/2020 |Setup 5 appointments per day Group Govt/Assoc SM (SO
offer the opportunity to book short. [Visit scheduled client 2 Receive 6 RFP's valued in 5200k 1 d 580k i
pRortunity isit scheduled clients a: 472012020 | 4/2272020 |RECEIE & RFP'S valued in §200K in raoms and 580Kk in | P |y
term for need periods and build a &g
base long term Follow up from the previ s clients via e-mail 2
3 L DEE MR E S TE S E st Gl @ 4/27/2020 | 5/01/2020 |Send proposals and/or contracts to uncovered RFP's | Group Govi/AssocSM |50
o site inspection
Send handwritten thank you cards Qz 4/27/2020 5/01/2020 |Be remembered when sourcing hotels. Group Govt/Assoc SM |$50
Backyard Accounts - 5 Mile Radius |Research accounts o build 3 qualified booking list a1 /612020 | 1/6/2020 |obtam o Iist of 40 mecounts to prospect. Send to 00S. [Group/Corporate | C2TPOTaEE SEEE
Outside Calls: Touch base with Manager
Backyard Accounts to keep the |SEtUP appointment to visit a1 812020 | 11072020 | OB ousidE appoiniments tovisit 20 Backyard | T | Corporats Sales
momentum and enhance our Accounts(S perweek] Manager
partnership. Ask for future program |Visit scheduled clients n Ask al?uutffutuhrefgrwuu bus = :nd whel;thi'.’dare
coming to the area and work on 1/10/2020 1/31/2020 planning for the futurs. Confirm dates Enr ==n N Group/Corporate Corparate Sales $100
solidifying group business proposals. For new accounts offer group incentives Manzger
for need daty
Follow up from the previous week's clients via e-ma, a1 Send proposals and/or contracts to uncovered RFP's
i c te s
or site inspection 1/6/2020 1/31/2020 Group/Corporate orperate saies
Manager
Research accounts to build 2 qualified booking list. Q3
C te Sale Al
s REM - Property gtrategy AL . Target Accounts - SM1 _ Target Accounts - SM2 .~ Target Accounts - SM3 get Accounts - BTSM . Target Accounts - CSM1 .~ Target Accodi] 4 | i »

| REM - Property Stralegy AL .~ Target Accounts - Target Accounts - Target Accounts - SM3, .~ Target Accounts - _Target Agrounts - CSM1

Two Parts: Part 1 f

. Part1-REM - Strategy Action Log
. Part 2 - Target Accounts per Sales Manager

Part 2
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Overview change
W hy?

Part 1
Replaces stationed marketing plan data with actionable
strategies that can will be embraced throughout the
year between Sales, Digital Marketing and Revenue
Management.

Part 2
An enhanced road map that will allow you to plan In
advanced giving you the opportunity to identify need
booking and pace periods.

15



Ri SECTION

remington

Property Strategy Action Log Part 1

5

ACTIVITY
- |

Quarters

START
| - |

END

TARGET
| - |

SEGMENT
- |

(TWH)- HILTON TAMPA AIRPORT WESTSHORE - PROPERTY STRATEGY ACTION LOG

OWNER
| - |

INVESTMENT

STATUS

Please state Strategy and Situation. Describe th m/d m/d specify thi target objective and/or accounts. e i Estimated Investment  In Progress, Pending, or Completed. Results from the activity.
responsible? <
Group e-blast: Target new and past
groups through a quarterly eblast Obtain a I}t of past/lost sales system bookings, CVB's
to enhance our hotel's positioning. |Research adbounts to build = quslified bookings list. a1 12/16/2018 | 12/20/2019 |calender cdhtacts, Microstrategy report contacts, Group GsV 50
Accelarate group pace with a higher etc. Send tQDOS.
conversion for need periods. -
send lists affd group promo to eCommerce Manager. a1 N
eCommercefManager to submit group promo draft for 12/20/2019 | 12/27/2018 |Pre-blast prdbaration for targeted need dates Group " EommEree sp
appro}il affager
ebl ien ai 1/06/2020 1/06/2020 |Target over 2*} qualified clients Group :;3 mmerce ss0 \
ager
Group Blitz: Target new and past |pacoa Wmt &B@l*w@#v | S a1 1/06/2020 1/10/2020 |Obtainal 40 accounts to prospect. Send to DOS. [Group cfa's so \
groups through quarterly blitz's to
enhance our hotel's positioning. |Schedffie blitz appeintments - a1 1/13/2020 1172 = Group cfa's 0 \
Accelarate group pace with a higher [visit s hetJH i t P a1 Receive 5 RFP's valued in S100K in rlffoms - —
1/27/2020 1/30/2f§2 Grou GSM's 150
Camversion for meed periods. c-action: 127 1201 t's G :
Follo a1
2/03/2020 2/07/2f§20 ° |Send FoPosals and/or contracts to fincoverfd AR 2, t - o
oz il ’ Who's respotisible? *
Feeder City Trip to Washington D.C. [Research accounts to build a qualified booking list. a1 3/02/2020 3/13/2 i b' c*' ‘?pms ect. sedd to DOs [Group ' Govt/Assoc SM s0
Gerami o Aeee s A ) en e o opjective =~
Government segments which will |Schedule blitz appointments a1 3/23/2020 3/27,/2f20 [Set up 5 appSintments per day Na eSS’ Govt/Assoc SM_ [so
offer the opportunity to book short |visi i N i e e s i
PR iy = wisit scheduled clients T BETToms arfli $80k in [ - 200
term for need periods and build a F&B Siaa sl
base long term Foll from thi i k's clffnts via e-mail 2 "
o oo ap rom e previous wesks o e e = 4/27/2020 5/01/2020 |Send proposals and/or contracts to uncovered RFP's | Group Govt/AssocSM (S0
or site inspection
Send handwritten thank you cards az 4f27 (2020 5/01/2020 |Be remembered when sourcing hotels Group Govt/Assoc SM S50
Backyard Accounts - 5 Mile Radius |Research accounts to build a qualified booking list. a1 1/6/2020 1/8/2020 Obtain a list of 40 accounts to prospect. Send to DOS. |Group/Corporate Corporate Sales
Outside Calls: Touch base with IManszer
Backyard Accounts to keep the |55t UP Sppointment to visit a1 1/9/2020 /102020 |PPERIN SuIside 2ppeintments to visit 20 Backyard Group/Corporate Corporate Szles
momentum and enhanoe our Acﬁon.i]ntsisf per week) — o - Manager
partnership. Ask for future program [Visit scheduled clients a1 AT = ,”“tf “t;re‘f't””p ;5':?55 :”t w E';t E‘:'E . e sal
coming to the area and work on 1/10/2020 1/31/2020 |P1ENNINETOrEhETULUre. Contirm dates and send Group/Corporate orporate sale=  lsioo
it - proposals. For new accounts offer group incentives Manager
solidifying group business
for need date:
Follow up from the previous week's clients via e-mail ai Send proposals and/or contracts to uncovered RFP's
or site inspection 1/6/2020 1/31/2020 Group/Corporate Corporate Szles
Manager
Research accounts to build = qualified booking list as
Cornarate Sal
¥ | REM - Property Strategy AL .~ Target Accounts - SM1 Target Accounts - SM2 Target Accounts - SM3 Target Accounts - BTSM Target Accounts - CSML Target Accodi] 4 [ [

e Deadline to complete Section 4 full year strategy action log to be
included with the Marketing Plan — December 13, 20109.

e DOS’s own the Action Log with Sales, Digital Marketing and Revenue
Management team’s collaboration.



Property Strategy Action Log Part 1 — Strategies?

Marriott tool

R l Marnott oy Aopiciins WTooR)> | Helbs! Vidw Conker L sl
remington
About Marmost rands eidge Insonet Business Resources. Communicanons. Cantnental Drvisions frhiveld Human Resources. integration Center Operasons '—-_‘ Akt Technoiagy Trainmg

S — Home > Sales, Marketing &
Rev Management > Tools
and Resources > Customer
Group e-bNgst: Target new and past Ao Events & Tradeshow

groups thriyugh a quarterly eblast Tools and Resources Co Calenda rs
to enhance o\r hotel's positioning. |Researcl 219
Accelarate groNp pace with a higher !
conversion

STRATEGY ACTI

Please siyte Strategy and Situation. Describe

Customer Events & Tradeshow Calendars
2020

r need pericds. —
Send lisi
Customer Events &

eComme Jdepeeston S — Export and download for
approva o o ey o
m Continent Contacts for Calendar Changes & Best Pratices more detalls per Inltlatlve'

arvice
- GSO Calendar Changes
Fox GO salendar updales, corkact the Fominent specht associa
\ Brands i P Yuanicam Ci

A 8 c 0 [ D 4 G H I i i
Month Sort GSO (all brand:Month  Date Evant Location Group [ Travel Industry | BT Association | Corporats [ Interme G350 Evant Contact Accountir Chargs C1
STRATEGY Examples:
L 1 G50 Jouary B -Sth PCMA Comesnng Leaders Signaduse Chent Evenl Bitsbungh BA Gioup Assocabon Maurren Solkn 4590 R30S
1 LU Jenuary  Eth PCMA Comening Leaders Lusury Dinner Pittsbusgh. PR Lisewy Group Assacistion Mike MeNexse 4503 37491

In Marriott MGS (Marriott Global Source) search for a list of T W ey Mt SO oy e S, g oy o Tosliisy e osbmlind 2
Tradeshows and special events. Identify potential events that will fit " i
your hotel’s strategy. This section in the MGS breaks down each i Rr—

1o South Floa Lueury Teawed Indhsstry Rodsbon Marni, Boca Ratén, Naples Loy Traned sty tesmmadiary Jtsermsy MeCiean

. .. . 1 113 doruary  Tist . 25tk Mo Yok Tee Sl Taad Inchssdry Hardche teland Lisiury Traed Ity Inbermedary Lo Laurmnan nla nla

market, provides pricing, the NSO responsible, etc. i e e w — — = = Eoeen
1 G50 Jeuary st P Chanty Auction Dinner (Tete & Tete) Ottawa, ON Group Cansda Eusen Saganski 'y na

1 L Jawaty  Jan2%h-Febist  Texas Roadshow Dallas, Houston, Austin, San Amonio Lusaury Travel Industry Inkgeroadiary JeffPaap o2 na

Fittsburgh, Phiadelgfaa. Wastmgion, DX
Rechmond

1 Lux dauary  Jan 258 - Fob 18l DC, VA and PA Roadshow Ly Traneed Industey Intermedary Jerermy McClellan

rs LUK February  Bth HeimsBnscee Workdwds Patnershp Day Woeidwade Hotels Lipewry Giowp Intermadary Barbars Lootz L] na



Property Strategy Action Log Part 1 — Strategies?

Hilton tool

I LOBBY

OEmAE

R1

remington

SECTION 5 (

DEPARTMENTS > SALES > TRADESHOWSANDSPECIALEVENTS

Home > Departments

> Sales > Tradeshows and
Special Events > scroll down
and click on Special Events
Main Calenda)r.

STRATEGY ACTI

Please siyte Strategy and Situation. Describe

-
SPECIALEVENTS &
CRSIOMER
ENGAGEMENT

NEW! Download and share owr 2020 (lyer
with your Executive Committes:

Group e-bNst: Target new and past
groups thrugh a quarterly eblast

to enhance o\r hotel's positioning.
Accelarate groNp pace with a higher
conversion

Researcl

2020 EVENT REGISTRATION OPEN UNTIL 10/31/10 - CLICK ON THE
SPECIAL EVENTS MAIN CALENDAR TILE BELOW AND SIGN UP TODAY!

r need pericds.

Send lisi = s
eComme g1 ¥ v
approva f 'Hll.w £V

#a ) | 4
e-blast & L o

What's New for Special Events? Read the O3 Recap to learn mor
\ about upcoming svents, new svent activation ideas and more! E
- e —m i ]

In Hilton’s intranet you can find a list of special events, tradeshow,
road shows, etc. It also breaks down each market, provides costs,

Special Events
Main Calendar

NSO responsible, etc.
Enter Keywords or/and date

ranges




Property Strategy Action Log Part 1 - Transient Strategy Example

Peak Night ADR

Maximize ADR on high demand /
potential +35% occupancy dates to be
measured by RPI

ACTIVITY Quarters START END TARGET SEGMENT  OWNER
n i P g
Monitor occupany on a weekly basis for LOS restrictions [Q1, Q2, Q3, Q4 01012020 | 12/31/2020 IMammmetheamauntnfccnsecutwemghtsfaran Transient/BAR R:Iwenue Manager/
increased ADR. Director of Sales
‘s i R M
Enzble 3 longer LOSfor LRA OTA'sin MRO grouping 101, @2, 03,04 | 001 oy | 12/34/2020 vimit OTA contrbution during peak ights T AT e Mansge]
Director of Sales
I | LOS for NLRA preferred and 1,02,03, 04
S WG o o000 | 12/31/200 [imitlower rated resenvtions T e e
government Director of Sales
Monitor 55G Rates duri k night 1,02,03, 04
e WLQQQ 501020 | 12/31/2020 |imcrease Group ADR during peak ights Group e
Director of Sales
Monitor overbook strategy Q1,02,03,04 01012000 | 12/31/200 Obtain 3.96%+0t.:cupanc1,rforIayaltylprogram higher Transient/BAR Rzlevenue Manager/
redemptions and increase sellout effiency Director of Sales
Monitor straight line availability of room types. Q1,02 Q3,04 (Obtain a smoath sell through for sellout effienc Front Office
SRS SR 01/01/2020 | 1231200 | BOTSETOREENY  ransient/BAR |
potential. Manager

® This strategy example shows collaboration between the DOS, Revenue
Manager and Front Office Manager.
e It's an ongoing strategy that would be discussed during our weekly revenue

calls.



Property Strategy Action Log Part 1 - Preferred Strategy Example

STRATEGY

ACTIVITY

Quarters

START

END

TARGET
=]

SEGMENT
=]

OWNER
B

INVESTMENT
a

Who is
Please state Strategy and Situation. Describe the Action. Quarter? m/d m/d Specify the target objective. Revenue Segment responaible? Estimated Investment
Preferred RFP Wish/Walk 2021 Shop the compset by season a1 02/01/2020 02/28/2020 |Obtain competitive data for 2021 preferred strategy Transient/Preferred Sulsm':s fravel
alas Manager
Research on a weekly basis A360 competitive set's Q1,Q2,Q3, Q4 Busi Travel
. i i 01/01/2020 12/31/2020 (Increase Preferred production and shift share Transient/Preferred usiness lrave
account comp nights and revenue for potential qualifiers Sales Manager
Attend monthly local GBTA chapter and local Chamber of|Q1, Q2, Q3, Q4 i
Y . . 01/01/2020 12/31/2020 |Enhance business travel knowledge of the local market  |Transient/Preferred Business Travel 5800
Commerce meetings Sales Manager
Visit the compset a 01/13/2020 01/17/2020 |ldentify business travel specific SWOT. Transient/Preferred Business Travel
Sales Manager
Update secondary Travel Click compset Q1 1/20/2020 1/21/2020 Eleuat.e a.ccura-c\.l for 2021 RFP season and position the Transient/Preferred Business Travel
hotel in line with the market Sales Manager
Attend 2020's GBTA Conference Q3 In person meetings with top accounts that produce over
%2 Million influencing the Travel Managers, Brand NSO's, ) Business Travel
7/25/2020 7/29/2020 . Transient/Preferred 54,000
and attend the company forums, booth appointments, Sales Manager
networking events, etc.
Submit 2021 Qualifiers a3 08/01/2020 08/31/2020 Increase potential CNR accounts to shift share from our Transient/Preferred Business Travel
comp set. Sales Manager
| ishfwalk h i Pref ADR 5% f i Ti |
Complete 2021 wish/wa Q3 08/01/2020 08/15/2020 Set up the strategy to increase Preferred ADR by 3-5% for Transient/Preferred Business Trave

2021

Sales Manager

e This strategy provides a ¢

ear road map for the BTSM
starting the year before in Q1.

20




Property Strategy Action Log Part 1- Group Srategy Example

STRATEGY

Backyard Accounts - 5 Mile Radius
Outside Calls: Touch base with
Backyard Accounts to keep the
momentum and enhance our
partnership. Ask for future program
coming to the area and work on
solidifying group business

ACTIVITY

Research accounts to build a qualified booking list.

Quarters

Q1

END

TARGET

SEGMENT

OWNER

Corporate Sales

INVESTMENT

1/6/2020 1/8/2020 Obtain a list of 40 accounts to prospect. Send to DOS. Group/Corporate M
anager
Set up appointment to visit a1 Obtain outside appeointments to visit 20 Backyard Corporate Sales
P app 1/9/2020 1/10/2020 i ¥ Group/Corporate P
Accounts(S per week) Manager
\isit scheduled clients Qi Ask about future group business and when they are
lanning for the future. Confirm dat d send C te Sal
1/10/2020 1/31/2020 |P'onTNe for Ihe future. Lonfirm cates and send Group/Corporate OrporatE Sales - le100
proposals. For new accounts offer group incentives for Manager
need date:
Follow up from the previous week's clients via e-mail or Qi Send proposals and/or contracts to uncoverad RFP's
ite i tion. Corporate Sales
=t Inspection 1/6/2020 1/31/2020 Group/Corparate ’
Manager
Research accounts to build a qualified booking list. Qa3
C te Sales
7772020 7/8/2020 Obtain a list of 40 accounts to prospect. Send to DOS. Group/Corporate Murpora S
anager
Set up appointment to visit a3
7/9/2020 7/10/2020 Obtain outside appointments to visit 20 Backyard Group/Corporate Corporate Sales
Accounts(5 per week) Manager
Visit scheduled clients Q3 Ask about future group business and when they are
7/13/2020 7/31/2020 planning for the future. Confirm dates an:d senc! Group/Corporate Corporate Sales
proposals. For new accounts offer group incentives for Manager
need dates
Follow up from the previous week's clients via e-mail or Q3 Send proposals and/or contracts to uncoverad RFP's
ite i tion. )
sfte Inspectlon 8/3/2020 8/7/2020 Group/Catering Corporate

21




Sales Manager’s Target Accounts - Action Plan Part 2

A B < o E F G H ] K [ ™ M o P Q
Sales Manager Name MName
FIRST QUARTER SECOND QUARTER
Rooms Revenue Goal for January 45,000.00 00.00 Rooms Revenue Goal for January 60,000.00 % 75,000.00 :
Banquet Revenue Goal for January 15,000.00 = Bangquet Revenue Goal for January 15,000.00 ’ B [
Rooms Revenue Goal for February 55,000.00 E I Rooms Revenue Goal for February 75,000.00
67,000.00 87,000.00 o
Banquet Revenue Goal for February 12,000.00 5 nter goa s Banguet Revenue Goal for February 12,000.00 $ |
Rooms Revenue Goal for March 50,000.00 Rooms Revenue Goal for March £0,000.00
= 65,000.00 = 75,000.00 -
Banquet Revenue Goal for March 15,000.00 $ ’ Bangquet Revenue Goal for March 15,000.00 $ ’ i
Room Night Goal for Quarter| 1,227 | Room Night Goal for Quarter 1,400 | i
Rooms Revenue Goal for Quarter| $150,000 | $192,000 Rooms Revenue Goal for Quarter $195,000 | $237,000 |
Banquet Revenue Goal for Quarter $42,000 Banguet Revenue Goal for Quarter 542,000
Banquet Room Banquet
Room Nights Room Revenue Revenue Month to Month Year Room Nights Revenue Revenue Month to Month Year
Account Name / Source of Busines: ¥ Aghticipated ™ Anticipatec ¥ Agpdicipatec ™ gose| 7 wed - Coyl - Status | ¥ Account Hame ! Source of Busine| ™ Anticipated ™ Anticipatel ¥ Anticipatec ™ close |~ consume| ¥ | Consume ¥ Status | ™ |
PinnacleART & 125 3 625 518,000 Janua Nowvembe: 019 e B
Lufthandh German Airlines y. 303 _J” sa3a . ﬁ P s ™| Tentative i
inmarsat 4 150 @ 0 010,00 ™ Febr I zozo Prospect B
AP 4 - 70,2 s T ecember 2015 Definite B
KBR 4 P50 50 — March January 2020 Definite B
wideo Sho il March Ma 2020 Tentative [
IEB Upite Mastermy 53,200 March February 2020 Prospect [
: telad rarraals ne el adls & L
. MM INENTS, revenues, Montito C
1 +h 3 3 J ot L
CIOST, TITOTIUT COTIHDUTIICU, I SLAlUD. [
TOTAL 1,638 $205,151 §75,400 TOTAL ] S0 S0 i

Deadline to complete - 45 days prior to quarter. Only for 2020’s Q1 the deadline is

Friday, December 13, 2019. Enter last year’s goals as a benchmark in the goals section for
Q1.

Each Sales Manager owns a tab.
Add goals and enter target accounts with room nights and revenues when approved.
This will replace the old Action Plan template.




Sales Manager’s Target Accounts - Action Plan Part 2

A B B 1] E F [ H 1
Sales Manager Hame Name

FIRST QUARTER

wary [ § 45,000.00
] Thoonon| © C000000
rmary| 3 55,000.00
wary | § [T
] 50,000.00
r March| § Toonon| © o000

oo
ip
Lufthanzs German Arl 3035 343,026 $20,000 I Fobruary 2020 Tentative
Inmarzat 150 $22.350 $10,000 February Jarurary 2020 Frospect
AP 600 470,200 30 F Diceember 2013 Dicfinite
KER: 150 $15750 $15,500 Janurary 2020 Dicfinite
Widsg Sh 100 $2,900 $5,000 ) 2020 Tentative
IEE: Uinite 1l 210 $27,500 £3,500 Faebruary 2020 Prazpect
TOTAL 1,638 $205.151 $75.400
FIRST QUARTER
Comments D Reazons. ssomaly onc time bookisgs, ctc.

On the bottom half of the target accounts section add commentary
for TD reasons, one time bookings, anomalies, weather related
bookings, etc.

This template is intended to enhance our funnel management.

The expectation is to discuss this road map during one on one’s with
DOS’s.

Do not delete bookings. Change the status as you go and add
comments below.

i
gt f

Manage Your

SALES FUNNEL

Better

T



Where will the Marketing Plan Live?

The Marketing Plan will live exactly where they are now in a 2020 folder along
with the 2020 preferred worksheet.

Step 1 — Go in your google drive

Step 2 — locate your hotel’s folder, REM — The Remington Hotel — example: B mw - Tampa westshore Hitton
Step 3 — Double click on the 2020 folder, example: B 2020

Step 4 - Click on the Sections to complete, example

Shared with me > TWH - Tampa Westshore Hilton > 2020 -~ 2

Name
M o-section TWH- Tampa Westshore Hilton 2020 Marketing Plan Cover Sheet.docx
4-Section TWH- Tampa Westshore Hilton 2020 Strategy Action Log and Taget Accounts.xlsx

3-Section TWH- Tampa Westshore Hilton 2020 Demand Generators.docx

2-Section TWH- Tampa Westshore Hilton 2020 Competitive Market Overview.docx

1-Section TWH- Tampa Westshore Hilton 2020 Property Market Overview.docx

]

2020 RFP Template TWH



® 11/15/2019: DVP’s rollout — On or prior to this date the

DVP’s will have a divisional call to discuss the detalls.

® 11/22/2019: DVP’s one on one with DOS'’s to respond
to questions.

® 12/13/2019: Sections 1, 2,3 and 4

® 12/18/2019: DVP’s review and approve

® 12/20/2019: LaDonna review’s and approves

25
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Questions?
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