
Sample Template – Strategic Sales Plan
	Section 1: Sales History (the past)

	Existing sales revenue figures
	Use internal systems and reports to analyse all existing revenue streams – e.g. rooms, food and beverage, activities, tickets.


	Key performance indicators


	Work out your KPI’s for last year and this year to date.  For example:
· Average room rate (ARR)

· Revenue per available room (RevPAR)

· Occupancy levels

· Food and Beverage figures.



	Business mix breakdown


	Examine the various streams of business income: 
· International versus domestic  

· Leisure versus corporate

· Families versus couples.
Tip: Use a pie chart to show the breakdown and relative values of each
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	Cost of sales
	Outline the true cost of each sale.  For example 

Direct bookings

What cost does your business incur, for example costs for managing and updating your website, your booking engine (design, hosting, commissions, managing e-mail responses, channel management, PPC, SEO)
OTA’s

Commission rates, channel manager costs, staff costs.

Tour Operators

Commission rates, costs of travel for sales activity, promotional materials.

Conference/weddings

Do you understand your margins and profits for each booking?  Calculate the costs for setup; refreshments; stationary; staffing; sales materials; sales activities to market; trade shows and exhibitions.


	Seasonal nature/ fluctuations in revenue 


	Determine existing weak and strong periods:
· Months/weeks/days

· Times of day (attractions)

· Are there trends?  


	New opportunities


	Examine new/repeat/existing business areas
· What new business has recently emerged?

· Who are your top customers and are there more like them out there?



	Section 2: Market Analysis (the present)

	Customer groups,  by target market  
	Who are your existing customers?
· International by country and mind-set

· Domestic by sector and demographic.
Detail each of the above with a narrative on the persona
Suggestion: The rest of the Sales Plan can be divided by the sections outlined below, or use a separate plan for each target market.



	Market size and share


	In each area above: 
· Is the market growing or shrinking?  

· What share of the market are you currently getting?


	Changes and trends


	· What trends can be foreseen?

· Where is the business now against where it was?

· What is happening to customers that will influence your sales?

· What is happening to the market that will influence sales?


	SWOT analysis
	Strengths: What does your business do well? How can you maximise the top 3 strengths? (internal, positive)
Weaknesses: What areas could be improved? How can you minimise the top 3 weaknesses? (internal, negative)
Opportunities: What forces outside the business could be used to your advantage? For example, improved infrastructure, lifestyle trends, and new regulations.  How can you maximise the top opportunity? (external, Positive)

Threats: What external forces could negatively impact on your business? For example, reduced transport routes, economic influences.  How can you minimise the top threat? (external, negative).


	Section 3: Competitor Analysis 

	Competitive advantages  
	Outline your top 3 competitors in each target market.  

· How do you compare in terms of your key strengths and weaknesses?

· What sets your business apart?
· How do your rates and offerings compare (in the eyes of the target market) 

· What do you need to change to compare more favourably?  Or widen the value gap further?



	Perceptual positioning


	Design a perceptual positioning map (by target market) showing you relative to your competitors.  Price and quality are generally used.



	Section 4: Sales and Revenue Goals (the future)

	Revenue goals  
	Set sales targets by segment and by market
· International business by market

· Domestic business by sector.



	Sales goals for new and repeat business


	Examine your top customers in each area and the type of business they generate
· Outline new areas of business from new potential customers

· Outline new business potential from existing customers.




	Section 5: Action Plan 

	5.1 Lead Generation 

	Allocate budget, timelines and resources to all lead generation actions below to ensure this really important element of the sales strategy is undertaken in a systematic way for optimal results.

	Online direct bookings
	Define who within your business is capturing data on these valuable leads.
Decide how often the data is reviewed and what offers can be developed and used to stimulate repeat business or incentivise them to act as a referral to family and friends to drive customers to you.



	Referral leads
	Leisure guests are potential corporate guests and vice versa. Consider the following within your sales planning process:

· Training of reception staff to ensure that they are confident and knowledgeable about converting corporate guests to future leisure guests

· Sales incentives that at check in or check out to generate new leisure business from corporate customers.



	Phone and e-mail enquiries and bookings
	Assess now the current level of conversions by phone and e-mail and upselling opportunities gained

Build into your sales plan timelines to work with reservations staff on questioning and upselling techniques, that once delivered correctly can lead to higher spend and strong word of mouth business.



	Walk in customers
	Do you have a process for managing walk in customers? Define with staff the process for when:
· You have rooms/tickets to sell

· You are fully booked

Within your sales plan define how this data will be captured and how often you will review it.



	Tour operators; travel agents; coach operators; group bookers
	· Work out the markets that matter to you and that best fit your business offering
· Work out the tour operators key to those markets

· Investigate the business type and volume that each operators brings and how this fits to your business requirements.

Document how you will qualify and source leads via:

· In Ireland sales events

· In market trade events

· ITOA

· Employing a leads researcher or business representation company in market

· Discussion with local Fáilte Ireland contact

· Discussion with Tourism Ireland market office.



	LinkedIn
	Set time aside within your plan timeline to research and explore LinkedIn business groups that have the potential to help you generate leads. For example:
· Targeted professionals in the travel industry

· Tour operators

· Corporate meeting and event planners.



	Online social, community, business sites, professional groups and associations
	Your sales plan should note who on your team will assess the potential of other online community potential leads:
· Facebook

· Travel Massive

· TripIt

· International Associations (ATTA, BETA, WYSETC, and University Alumni)
· Tourism Ireland’s community blog www.communityireland.com.



	In Ireland and in market sales events or sales missions
	Assess events most relevant for your business, your budget and timelines at https://tradeportal.failteireland.ie/ 

	OTAs
	Evaluate each of your current OTA sales channels and consider:

· Nature of bookings: The market, customer profiles, booking time and lead time

· Cost of doing business with the OTA

· Staffing requirement to manage the channel

· Level of real time reporting and analytics being generated from the channel

Put process in place within the sales plan to capture customer data from business generated via OTAs.


	GDS (Global Distribution System)
	Is there an assigned sales contact on your team that can liaise directly with bookers using the GDS system? A hassle free and reliable service can provide further leads, repeat and new GDS business.



	Corporate lead generation sources
	Consider some or all of the following in your sales plan for corporate lead generation:

· Incentives to have leisure guests share their business cards 

· Visits to locally based corporate business parks

· Internal leads passed to the sales person either by reception or events department

· Fee based databases (e.g. Data Ireland, Kompass)

· Free online databases (e.g. Irish Times Top 1000, IDA Company Listing)

· Google maps search (By industry and By location)

· Networking events (Chamber of Commerce, Sales Institute, Marketing Institute)

· LinkedIn searches, LinkedIn business groups

· National and international associations and agencies



	MICE business leads
	Are there Destination Management Companies and Professional Conference Organisers that you need to engage with?


	5.2 Sales Resources and Supports


	Sales tools and resources


	Examine the sales tools needed to support all personal sales efforts. For example:  
· New websites/changes to existing site

· PPC and SEO

· New promotional literature

· Collateral for exhibitions

· Gifts, giveaways, prizes as needed.



	Outline of marketing spend
	Overview of marketing activity/spend to support the personal sales activity as outlined under Section 5, ‘Lead Generation’  and ‘Sales Tools and Resources’ described above.



	Sales team development plan
	Outline training and development needs for all staff related to the sales function.

	Sales team action plan
	Set out all sales activities by individual team member by month. For example: 

· Action to be taken
· Target/goal
· KPI’s 
· Responsibility
· Target date
· Reporting/tracking mechanism
· Sales meetings/feedback plan.



	Personal plan of actions
	Outline of daily and weekly tasks to fulfil all personal sales functions.  Tools include: 
· Weekly time picture
· Daily to do list
· Daily top 6 to do items (with time allocated)
· Calls planner
· Interruptions planner

· A separate prospecting plan should be used for each target market based on sales goals.
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