How to Initiate a Targeted Canvass Program

By Stanley Turkel, MHS, ISHC

Please don’t confuse a targeted canvass program (TCP) with a sales blitz.  While a properly conducted sales blitz can be an exciting and useful sales tool, it is essentially a concentrated burst of selling effort during a limited time within a limited market area.

I have transformed the old fashioned sales blitz into a sophisticated and powerful marketing engine.  In order to be successful, TCP needs proper planning, strong internal support, daily feedback and strict attention to detail.  TCP can produce immediate and long range results in the form of new business, market exposure, enhanced image, better community contacts and increased staff enthusiasm. 

TCP can improve hotel visibility especially the repositioning necessary after extensive renovations.  My targeted canvass program requires its own business plan complete with a mission statement and a series of objectives.  TCP requires that you must take actions to get new business.  My experience has taught me that much of the business you need exists within a fifteen mile radius of your hotel.  But if you just wait for that business to walk in, you will wait a long time.  Remember the flow of sources of business fluctuates and never stands still.  Some businesses move out, others move in; people change jobs and their hotel habits change; new real estate developments are created; new shopping malls built to serve new residents.  The world around your hotel is in a constant state of ferment and change.  Nothing but nothing stays the same.  How can you cope with this upheaval?  Especially if you are a small economy hotel?  Use the following target canvass program:

1. Hire a designated “rock turner”.  This person can be a part-timer who has spent time as a sales person (not necessarily in a hotel).  He/She will look under every rock for hotel leads:  newspaper announcements, business promotions, weddings, new company moves, local club activities, new construction, local athletic competitions, etc.  These leads should be recorded with as much detail as possible and turned over to the sales manager for follow up.

2. Using your hotel as the center of the universe, create wedge-like sections extending out 15 miles in every direction.  Get a detailed map of the area around your hotel and literally draw six wedges using your hotel as the central point.  Go out at least 15 miles in every direction (more or less depending on the physical obstacles:  mountains, rivers, oceans, etc).

3. Create an incentive-based performance program for cold calls made, leads followed, prospect visits to the hotel and room nights booked.  Build excitement into the program by providing recognition, gracious thanks and rewards such as an all expense-paid trip to Hawaii, a new laptop computer, etc.  The rewards program should have opportunities for many winners instead of just one sales person.  Unreachable goals can turn off the best-planned program.

4. Every working day send your sales manager and other sales people out to make sales calls in the area contained in the designated wedge area.  Some will be follow up to the leads generated by the rock turner; some will be cold calls.  Train these sales people to think positively and to be effective communicators.

· Call on every business in the wedge- every bowling alley, every public school, every factory, every retail store, every church and synagogue, every office building, every free-standing business, every hospital, every doctors office, every college, every business!

· Follow up with letters, phone calls, e mail.

· Invite the person you’ve met for pizza or lunch at a restaurant near the hotel; take that person on a tour of the hotel.

· Keep sales material simple.  Sales people should leave behind mostly a good impression and a business card with an open invitation to visit the hotel for a tour and a drink.

5. Follow up:  recognize that some of the greatest rewards to TCP are likely to occur long after the initial contact.  The general manager should conduct an oral interview with each sales person at the end of each day to uncover each prospects but more importantly, to create and sustain enthusiasm.


· Of course, the sales person will write up call reports on each prospect visited with names of leads, further actions to be taken by the hotel’s sales office and an action sheet describing the necessary follow up.

· Computerize the list of referrals complete with names, businesses, titles, telephone & fax numbers, e-mail, addresses, etc.

· Reward the most diligent and effective sales people with cash bonuses.  These incentives should allow the most productive sales people to double their salary.

An excellent guide to increasing room revenues through targeted sales and marketing for limited service properties is Bill Flor’s PUSH booklet and Soldout!, the sales newsletter.  They can be viewed at www.no-vacancy.com or call 800-477-5762.

My article on “Turning Gray Into Gold” will appear soon on Hotel Interactive.

Stanley Turkel, MHS, ISHC is a New York-based hotel consultant specializing in hotel franchising issues, asset management and litigation support services.  He is a member of the International Society of Hospitality Consultants and can be reached at stanturkel@aol.com and 212-838-5467.
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