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In our experience the effective management of the Sales and Marketing function in 

individual hotels leaves a lot to be desired. Not surprisingly this is in part due to the 

lack of expertise amongst operational management and their frequent focus on the 

operational aspects of the hotel. It is increasingly important for General Managers to 

effectively manage the function and it is up to the Sales and Marketing team to 

clearly demonstrate they are "on top of the game". 

 

We believe that effective regular review meetings are key to the process. Whilst it is 

most common to have monthly team meetings, our recommendation would be that 

comprehensive review meetings (with full answers to the questions below) should 

be carried out quarterly. This allows for sufficient time to implement actions and 

review them and make future plans based on a more substantial period of trading. 

Monthly meetings may still be a part of the process but with less detail and a 

concentration on any issues and obstacles involved with implementation of the 

overall plan. 

 

We are conscious that many reading this will say that these are the 

questions currently dealt with. Our issue is that the vital senior 

management role is to ensure that they are receiving answers that have 

real depth and that can be substantiated wherever possible with the 

numbers. Often this is not the case. 

 

 

For us, the Sales and Marketing (S & M) Review should deal with the following 

questions:  

 

1. How have we done compared to budget and the previous year and what 

are the performance trends? 

This is predominantly about the numbers; it should be delivered by the S & M team, 

though produced together with the accountant. For the relevant trading period this 

should cover: 

a. Trading revenues/rooms sold/ADR 

b. Comparisons to previous year and to budget 

c. Variances 

d. Performance benchmarks against a relevant competitor set 

 

All this has to be done by individual market segment so that the variances can be 

properly understood and explained and action taken. 
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2. What do we need to do to address the negative variances? 

The answer could be "do nothing", but if it is "do something" then it must be 

accompanied by clear reasons and costs. Is it a segment where more business can 

be won and if so, what is it worth and how much time and money would we have to 

spend to realise its potential? Only with this information can we make an informed 

decision. 

 

3. Can we make more of the positive variances? 

Sometimes these happen by chance and at other times because of specific action 

that has been taken. If it is because of a specific action (like a promotion) the key 

question is, "can we make more of this segment if we repeat the action"? Again the 

cost/benefit must be assessed. If by chance, was it a 'one off' or could we, with 

some action, make it repeatable and enable its inclusion in future budgets. 

 

4. How effective has our S & M activity been this period? 

This is an area where answers can be very woolly - but they don't have to be. 

Answers should be based on a review of planned activity and expenditure. The S & 

M manager must be able to report successes and explain failures. Examples could 

include promotions, the resulting cost and revenues, sales contact with top 20 

clients and the value of bookings received, exhibitions attended including the cost, 

and the enquiries/bookings received. It is only on the basis of this level of rigorous 

assessment that decisions to repeat activity can be made. 

 

5. Are we going to achieve the next period's sales budget? 

This is an area where the S & M manager needs input from reservations, C&B etc. 

as they should be tracking the pattern of advance bookings and so should be aware 

of the adequacy of bookings in relation to budgets. The key question for S & M is, "if 

achievement of budget is in question, what can S & M do to remedy the situation for 

the current or subsequent periods?“ 
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6. What are the key activities and expenditure for S & M in the forthcoming 

period?" 

In common with question 4, the response here should list actions and the results 

they should deliver as a basis for subsequent evaluation and be directly associated 

with specific market segments. For example: 

 

 How many sales calls to which market sector with the aim of securing XXX room      

   nights in periods X/Y/Z. 

 An e-mail promotion to 500 past mid-week leisure guests, with an offer of XXX  

   aiming for 25 bookings of a three night stay worth £XXX. 

 Attendance at a wedding fair costing £XXX aiming to increase wedding enquiries  

   in the following two months from an average of XX per week to YY per week. 

 

7. "Taking what we've learned about the business in the last period, what 

S & M actions should we include or remove from next year's S & M plan?" 

It is always best to have a rolling S & M plan rather than simply writing it once a 

year. At the end of a period, management is usually best placed to know what 

should be considered in the same period the following year. This may be to ensure 

you don't face the same negative variances discussed above, or to ensure you 

repeat activities that have delivered success in the current year. 

  

There is nothing revolutionary about the list of questions above. However we have 

only come across few hotels where the process is approached with sufficient rigour. 

It is down to the whole management team to work together to make this process 

work well, and when it does, all will feel in more control of the business. 

Our recent experience indicates that such reviews are frequently lacking in the 

detail that is needed and that Sales and Marketing Managers too often operate in 

isolation from other members of the management team. Most significantly the hotel 

accountant is frequently not closely involved enough - often thought of as the 

"numbers people", their input is fundamental to helping everyone understand what 

is going on in the business. When accountants are asked to provide numbers to help 

manage the future of the business, rather than simply reporting on what has 

happened, everyone benefits. Where the team works closely together everyone can 

have a better understanding of what is happening in the business and, as a result, 

feel in greater control. 

 

In these examples we have concentrated on room sales as the most important 

contributor to profitability - too often an excess of time (and money) is spent on 

less profitable aspects of the business.  
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The basis of this process and all effective planning of sales and marketing is the 

detailed segmentation of the business. Everyone in the management team must be 

aware of the mix of business that is being sought and delivered. In the case of room 

sales simply splitting the business between leisure, corporate and function isn't 

enough to be helpful - you have to know what is expected from every readily 

identifiable business source appropriate to the individual business as each needs a 

specific sales and marketing approach.  

 

For example, leisure businesses may need to be split between individual short 

breaks, mid-week promotions, family holidays etc. For this to work, S & M has to 

work with the accountant to match the business mix with the business numbers and 

with front office and reservations to track the business when it comes in. It is 

essential that the business has a budget based on realistic segmentation and an S & 

M plan focusing on each segment.  

 

 

 

Author: Alastair Stevenson, Principal 
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Partner in Hotel  
Management Services  Areas of Expertise 

Hotel Solutions Partnership Ltd. UK is a network of 35+ expert 
managers, supervisors and corporate financial advisors working 
around the world.  
  
The team of Hotel Solutions Partnership brings many years of 
combined experience in the international owned, leased, managed 
and franchise branded hotel sector, and all of us are experienced 
as independent managers.  This enables us to understand the 
client’s requirements quickly and deliver this customized project 
solution. The team is structured into three geographic groups 
addressing client’s needs in the different global regions. Additionally, 
we partner with a limited number of specialist firms to extend our 
reach into certain markets. 
  
As individuals and as a team, we have worked in 114 countries; from 
2003 the Hotel Solutions Partnership delivered assignments in each of 
Bali, Belgium, Ireland, Mongolia, Poland, South Korea, Spain and the 
UK. We are sensitive to cultural differences and diversity and this 
enriches our work.  
  
The headquarters of Hotel Solutions Partnership is located in London. 
The partner offices of HotelPartners are located in additional offices 
in Prague, Bratislava, and Vienna. 

About us HotelsConsult.com Ltd. Prague, the CEE Partner for the effective way 
of developing your business, we come with flexible solutions.  
  
From 2001, the HotelsConsult draws on a collection of 20+ skilled 
disciplines to help you maximize operations in your region.  Our 
partnership clarifies the full assistance in hotel matters what shall 
meet the client’s requirements on the field of planning, 
development, construction, innovation and strategic management 
in the Hospitality, Tourism and Leisure Sector. 
  
We help with all specific requirements within our branch for a short 
term or long period of time. The technical brand experts are 
capable of producing helpful activity aimed at realization of 
construction engineering, cost management, and hotel technology 
services.  
  
The HotelsConsult.com Company shares its business relations on the 
territory of Central-Eastern Europe with headquarters located in 
Prague, Czech Republic; we have additional offices in Bratislava-
Slovak Republic, and  in Vienna-Austria. 

(M.Neumann, ex  HSP Vice President 2011-2014) 
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Asset management 

Benchmarking performance 

Balanced investment strategy  

Basic design supervision 

CAPEX plan, pricing  

Cash-Flow Forecast / 1 property 

Cash-Flow Forecast / hotel portfolio 

Coaching strategy 

Competitive Cluster 

Construction cost engineering  

Control system and pricing policy strategy 

Development strategy 

Due diligence operational and finance 

Environmental site analysis  

E-Promotion and HTML creating  

Equity and debt scenarios for bank  

EU Grants / Structural Funds in Tourism  

Feasibility analysis of construction concept 

Feasibility analysis of the hotel profitability  

Feasibility of investment  

Fee structure analysis for investor 

Floor plan of hotel operational system 

Franchise relationship management  

GOP valuation / 1property 

GOP valuation / hotel portfolio 

GOP valuation for hotel franchisor 

Historical accounting data analysis 

Historical PMS data analysis 

Hospitality business intelligence 

 

 

Hotel contracts negotiation and valuation  

Hotel inspections  

Hotel management depth interviews 

Hotel standards and classification planning  

Hotel start-up  

Innovation management 

Investment consultancy 

Investment credit support / Business Plan 

Investment credit support / ROI 

Hotel Forecast, ROI Valuation 

Investment credit support / Construction 

Budget Appraisal 

Investment credit support / Project 

Concept introduction 

Management contract supervision 

Profitability analysis of Mergers & Acquis.  

Project supervision 

Real estate appraisal  

Risk and sensitivity analysis for investor 

Risk sensitivity analysis processing  

ROI valuation  

Short-term hotel management 

Site and environmental analysis  

Standard operating procedures  

Technical and financial supervising  

Technical, operational Due Diligence 

Tender management services  

Turn-key construction and FF&E pricing 

Turn-key construction pricing 
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Services in A-Z  

   www.hotelsconsult.com    

Táboritská 23/1000, Prague 3 

Czech Republic 

130 00 

E-mail:    info@hotelsconsult.com 

Office:    + 420 603 717 036 

Skype:    ehc.partners 

Areas of Expertise 
Partner in Hotel  
Management Services  

We partner in following areas  
of expertise: 
 

 

 

 

 

 

  

  

  

  

 

 

 

                  

At HotelsConsult.com, excellence in service providing is our principle goal; 
sharing of experience on best practice comes from the hotel management, 
from the business development of franchise corporations, from the project 
finance, and hotel pre-opening. 
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