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• 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.

Sub Commit tee Collaborat ion’s Act ions 



Feedback from the Sales Force Survey

What aspects of the Action Plan do I find helpful?
Highlights:
• Focused  
• Filling Need Dates  
• Definite Plan  
• Clear Direction  
• Road Map  
• Big Picture  
• Digging Deeper  
• Visualization 
• Gives Targets  
• Accountability  
• Forecasting tool   
• Creating Strategies  
• Analyzing Trends  

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



Survey Says!!

• It’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.

• I use it as a road map to creating my success and to look at it periodically to remind 
me of tasks I need to accomplish.

• Encourages me to plan ahead and try to stick to an action plan goal to help focus 
on certain markets or new selling techniques I 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 Employee Survey
What aspects of the Action Plan do I 

findhelpful?
Opportunities

– Other tools being used
– Using a different daily form
– Redundant
– Outdated
– Repetitive with BOARD
– Too many similar tasks to 

complete
– Unpredictable
– Inflexible

Feedback from the Sales Force Survey

What aspects of the Action Plan do I find helpful?

I utilize my action plan on a regular basis.



Survey Says!!

• 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. I do find that action plans can become outdated 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, I find that Action 
Plans are just another task to complete. I feel that when you have proven success 
in your market, you already know what needs to be done and how to achieve that. 

• I 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. 



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

Current Proposed

Our Vision



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
• 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

• Optimum Mix
• OM Weekday Forecast
• OM Weekend Forecast
• Bookings 
• Sales Pace
• Leads
• 2020 Goal



Current  Act ion Plan template



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 –

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/Develo
pment Projects

• Significant Local 
Industries 

• Significant Target 
Accounts

• Prior year’s Events
• Current MP Year’s

Events and Need 
Periods

• Strategy Action 
Log

• Target Accounts 
per Goaled Sales 
Manager

• Optimum Mix
• OM Weekday 

Forecast
• OM Weekend 

Forecast
• Bookings 
• Sales Pace
• Leads
• 2020 Goal



W hat  will change with the Quar ter ly Act ion Plan Template? 

It will be replaced.



Impor tant  dates & More detailed informat ion will follow

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

• 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.

• 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 
questions.



Two Parts:
• Part 1 - REM - Strategy Action Log
• Part 2 - Target Accounts per Sales Manager
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Sect ion 4 - Proper ty St rategy Act ion Log and Target  
Accounts

Part 1 
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. 



● Deadline to complete Section 4 full year strategy action log to be 
included with the Marketing Plan – December 13, 2019. 

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

Property Strategy Action Log Part 1

What specifically is 
the action? 

Use the sort option 

Why? What’s 
the objective?  

Who’s responsible? 
Names? 

Let’s forecast the 
cost? Start with the 
end in mind.



Property Strategy Action Log Part 1 – Strategies? 
Marriott tool

STRATEGY Examples:
In Marriott MGS (Marriott Global Source) search for a list of 

Tradeshows and special events. Identify potential events that will fit 
your hotel’s strategy.  This section in the MGS breaks down each 

market, provides pricing, the NSO responsible, etc.  

Home > Sales, Marketing & 
Rev Management > Tools 
and Resources > Customer 
Events & Tradeshow 
Calendars

Export and download for 
more details per initiative.



Property Strategy Action Log Part 1 – Strategies? 
Hilton tool

Home > Departments 
> Sales  > Tradeshows and 
Special Events > scroll down 
and click on Special Events 
Main Calendar.

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

NSO responsible, etc.
Enter Keywords or/and date 
ranges



Property Strategy Action Log Part 1 - Transient Strategy Example

● This strategy example shows collaboration between the DOS, Revenue 
Manager and Front Office Manager.

● It’s an ongoing strategy that would be discussed during our weekly revenue 
calls.



● This strategy provides a clear road map for the BTSM 
starting the year before in Q1.
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Property Strategy Action Log Part 1 - Preferred Strategy Example
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Property Strategy Action Log Part 1- Group Strategy Example 



● 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

Enter goals

Enter booking names, room nights, revenues, month to 
close, month consumed, year consumed and status.



• 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.

Sales Manager’s Target Accounts - Action Plan Part 2



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:
Step 3 – Double click on the 2020 folder, example:
Step 4 - Click on the Sections to complete, example 
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Next Steps?

• 11/15/2019:  DVP’s rollout – On or prior to this date the 
DVP’s will have a divisional call to discuss the details.

• 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



Questions?
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Thank You
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