
 
 

Best Practices and Leisure Sales Enhancements 

 

The following document has been developed as recommendations pertaining to the Leisure Sales 

segment to guide and assist on property sales teams to enhance their Leisure Sales tools.  

Your Preferred Hotels & Resorts Global Sales team is here to support you as per the 

recommendations made below and will continue to consult you on the ongoing changes we will 

see in the hotel industry moving forward.  

 

Working with the Preferred Hotels & Resorts Global Sales Team 

Your Preferred Hotels Global Sales team is here to work with your on-property leisure sales 

team.  The more you share with us the better we can assist in selling your property to our 

travel agent community worldwide!  

 

 Share any exciting news, promotions, changes on property or updates in your local 

community with your Preferred team. 

 When conducting your personal sales calls, consider reaching out to the Preferred Global 

Sales Contact overseeing that region should they also be available to meet with you to 

learn more about your property and provide input on your scheduled appointments. 

 Keep your Preferred Hotels & Resorts representative updated on your properties’ 

participation and promotions in leisure programs such as, Virtuoso, Signature, Ensemble 

Preferred Platinum, Preferred Leisure Net, etc. 

 Keep your Preferred team abreast of any contact changes within your leisure sales team. 

 Include the Preferred Collection logo in your own email signatures, on all collateral, 

website etc. as this provides the leisure agent community your brand affiliation.  

Example:   
Amanda Kogsta 

Title 
Tel: +00 00 00 00oo  email@email.com 

Address 1 | Address 2 | 
www.hotelwebsite.com 

 

         
 

 

 

 

 

 

mailto:amanda.kogsta@sktpetri.com
https://nam02.safelinks.protection.outlook.com/?url=http%3A%2F%2Fwww.nordichotels.com%2F&data=02%7C01%7CBPPatel%40preferredhotels.com%7Cfe3fc21604434bfe777a08d7f370480e%7C6752f108339240eea7291f58085694d7%7C0%7C0%7C637245535873256135&sdata=7SAJWecciM%2F28V33qkVtmmCkwovhZVzozWqz73aD7zY%3D&reserved=0


Working with the Travel Advisor Community 

 

EVERYONE HAS A BED- WHAT MAKES YOURS THE BEST? 

“We are committed listeners and deliberate storytellers in hospitality…” 

Storytelling and experiential travel have become key focal points of the leisure travel community 

in the last years- travelers are looking for the most unique and trendsetting experience when 

they travel, an Instagrammable moment or simply something fascinating to tell friends when 

they return home.  

 

 Highlight the memories that will be created by the experiences you can offer. 

 Talk primarily about your unique selling points. Everyone has a bed and a restaurant- 

what is exceptional about yours? 

 Who is your key audience? Determine to build your strategy and story around this 

 What do your guests enjoy doing and how does that tie into your hotel? 

 Think local – act global:  How do you fit into local communities?  

 Are you part of any philanthropic activities? There is a lot of research that suggest 

that travel in future will very be much be driven by leaving a positive impact on the 

community you visit and more “traveling with purpose.”  

 Share your unique stories with the Preferred Hotels Global Sales team- we 

love to hear them and are excited to share them with our client on your behalf!  

 

 

Hotel Presentations and Collateral 

A PICTURE IS WORTH MORE THAN A THOUSAND WORDS 

Ensure that your leisure sales presentations and other collateral is regularly updated and sells 
your property in the best way.   

 Key items to focus on: 

o Consider using PowerPoint to create your presentation and feature video content 

if possible. 

o Focus on your audience needs. For example, more suites & spa elements for high 

end leisure, rather than meeting rooms (more relevant for MICE). 

o More imagery and less text- keep the audience engaged with high resolution 

images versus having to read through slides of text.  

o Include a slide that is specific to the client you are presenting to- gives a sense of 

personalization and uniqueness and highlights their benefits at your property. 

o Highlight your properties Unique Selling Points (USP) - what sets you up apart 

from your competition? How are you unique?  

o Include a map of your location, in reference to the nearest major airports  

o Destination slide – Why visit your destination? What experiences can your 

destination offer? 

o Highlight how your property is engrained in the local community.  



o Ensure your presentation is not too long- your average time spent presenting in 

client offices may sometimes be only 3-5 minutes. 

o Have a PDF copy of your presentation that you can easily send to your client as a 

follow up. 

 

Example of Map, Destination and Unique Selling Feature Slides: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Hotel Sales Flyers 

 Key items to focus on: 

o Flyers should be simple in layout- minimal verbiage and striking high resolution 

imagery. 

o Include booking details such as GDS codes, promo codes, reservation numbers, etc.) 

o Ensure you include your Preferred Hotels & Resorts Collection Logo. 

o Include Preferred contact details such as VIP desk where it applies.  

o Many offices are becoming paperless so consider having a PDF version of your sales 

flyer. 



Example of flyers:  



 

  

 



 

Example #2:  



 

 

 



Covid19 Recovery Strategies 

As we move into the recovery phase of the ongoing global crisis it will be more important than 

ever to set yourself apart from competitors and remain confident in rate strategies and 

communication with your key leisure clients. 

 

Added Values – Think outside the box! 

We are encouraging hotels to keep their ADR steady, but focus on adding value to existing rate 

plans to encourage bookings and drive revenue.  

 What value-adds can your property offer?  

 Create unique amenities (note solely fruit plates, a letter, or chocolate). Include 

experiential amenities if possible.   

 What can your property offer, that will keep your customer connected even after they 

check-out?  

 

Example: 

 

 

 

 

 

 

 

 

Staycations, Drive Market and Regional Sales 

 Domestic and regional markets are due to rebound faster than long-haul travel. 

 Work on specific drive market campaigns and offers to increase this business. 

 Consider partnering with other Preferred Hotels in your region to create specific drive-

market itineraries. 

 

Going Virtual 

With many employees being home-based, it may take some time for office visits to resume and 

industry events to take place. 

 Be ready to conduct your hotel presentation as a virtual format for home-based advisors. 

 Familiarize yourself with various virtual webinar tools to ensure you are confident when 

presenting online to your clients. 

 Think outside the box to ensure presentations are even more engaging.  

o Add an element of quizzes; conduct Live-Shows by recreating recipes and 

signature cocktails from your hotel restaurant; share spa remedies that can be 

created at home. Be sure to share via your hotel’s social media tag(s)!  

 Virtual Site Inspections & Tours- show your clients around your hotel via video platform 

(Instagram live, webinar, etc.)   

 

 



Safety and Cleanliness 

 Safety, sanitation and cleanliness will be imperative to the success of any hotel operating 

and welcoming guests.  

 Communication is key- what is your hotel doing to protect guests? 

o Many travel agencies and tour operators may require documents stating your 

hotel’s cleaning protocol post Covid19.  

o Make updated hotel policy and information easily accessible via website and by 

creating dedicated newsletters and emails. 

o Please also share any updates with your Preferred Hotels Sales Team. 


