Sharpening Your Competitive Advantage

Winning More Group Business in 2004

By John S. Fareed, CHME, ISHC
While the storm of corporate cutbacks may finally be letting up, industry experts warn that the trend toward smaller, shorter, and less-frequent group meetings may continue until early next year. This, combined with the persistent barrage of low pricing and value oriented promotional offerings from many hoteliers, suggests the buyer’s market we are currently enduring is sure to linger for the foreseeable future. 

As a sales and marketing professional, this means that you and your team will have to work harder than ever to close a deal. To help you win more new group business and sharpen your competitive advantage, I have compiled a list of points to consider when reviewing your primary selling tools, tools that every professional should be armed with in 2004.

Sales Letters – should be written in your “voice”, be conversational, and address the prospect one-to-one using a personal salutation. Touch the prospect’s hot buttons in the opening paragraph, matching your property’s strengths to the prospect’s needs. When possible, make a specific offer that is time sensitive. For best results, always restate your offer and explain the response you want clearly and directly before closing. Close your letter personally and professionally. Above all however, make your sales letters memorable. 

The E-Mail Message – must include your personal name in the “from” line and use a “subject” line that is clear and simple, one that doesn’t read like spam. Be sure your message downloads immediately. If you are going to make use of photographs or other graphic elements, have them professionally produced. E-mail messages should always get right to the point. Include links to your web site or special offer pages. Once again close your message personally and professionally with your complete electronic signature, and be memorable. 

The PowerPoint Presentation – should take as little time as possible to present, and be customized for the individual, group or company viewing the presentation. Without a doubt your presentation should be professionally produced, easy to read, and feature multiple photos of your property. Always be prepared to leave the presentation with your prospect on CD, including a custom label. It is a good idea to have the “non-customized” presentation posted on the meetings section of your web site, and running on your monitors at trade shows via an endless loop version. 

The Proposal – must provide clear evidence of your property’s superior amenities and capabilities, fully demonstrate that you understand and will meet all of the prospect’s needs, as well as the value you offer. Use language that paints a picture of confidence, professionalism and willingness to serve. Keep your proposals simple and brief. Include recent references that may be called.  Positive word of mouth from meeting planners who have experienced your property is extremely persuasive. Include a time sensitive discount or incentive that may motivate the prospect into signing your agreement in a timely manner. And finally, remember to be unique and memorable.

Each of these sales tools provide an opportunity for you to shape and develop positive perceptions in your prospect’s mind about you, your property and its value. 

In all of your communications, sales or otherwise, you should remember that people want to be treated as individuals, with one-to-one attention. They want to feel like you know them, that you are not wasting their time. 

And never underestimate “the uniqueness factor.” Do things differently and focus on being memorable. 

Often, these last two points may be your only real competitive advantage.
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