PRIDE

p— HIOTEL 5 Y S T EMS e—

ThelLead
That Got Away

7 reasons hotel s lose business they should have won

You can probably picture one right now. The corporate account that almost signed. The wedding
inquiry you meant to follow up on. The repeat guest who quietly stopped booking.

None of them got away because of price.

A companion read to the CRM Lite Toolkit

15-minute read. Every reason is one you have probably seen — or done — at your own property.
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Why this matters mor e than you think

Hotels almost never lose deals because they were too expensive. They lose deals because something
fell through the cracks — and the prospect quietly moved on.

We surveyed our consulting work across midscale and upper-midscale properties over the last several
years. The same patterns show up over and over. None of them are dramatic. None require a sales
philosophy overhaul. They are operational habits — small things that add up to lost revenue you never
see on a report.

Here are the seven that account for the most damage.

#1
No system for logging the lead in thefirst place

An inquiry comes in through the front desk, a referral, an email, a walk-in. It gets a verbal
acknowledgment — "yeah, I'll follow up with them" — and then it lives in someone's head. Or on a
Post-it. Or in a Word doc nobody else can see. Within a week, half the leads from any given month are
functionally invisible.

- The fix: Every lead, no matter how small, goes into one shared place within 24 hours. Even if the
only fields you fill in are name, phone, and "need to follow up."

#H2
The 48-hour silence

Hospitality buying decisions move fast. A corporate travel manager sending out RFPs to five hotels is
going to read the first three responses carefully and skim the rest. If your reply lands on day three, you
are already losing. Response time kills more deals than price ever does.

- The fix: Every lead gets some form of human response within 4 hours during business hours, even
if it is just "got your inquiry, | will have rates to you by end of day tomorrow." Silence is the most
expensive answer you can give.

#3
The vague follow-up (" just checkingin™)

Three days after sending a proposal, the salesperson sends an email that says "just checking in to see if
you had a chance to look at the rates | sent over." That email gets ignored 90% of the time. Not because
the prospect is uninterested. Because there is nothing to respond TO.

- The fix: Every follow-up needs to give the prospect a reason to reply. New information. A question
only they can answer. A deadline. "Just checking in" is the conversational equivalent of waving at
someone across a parking lot.

#4
Losing the thread when the contact changed jobs

The travel manager you have been working with for two years leaves the company. Their replacement
starts six weeks later. By then, your account file has gone cold, the new person has no relationship with
your property, and a competitor has already taken the meeting you should have had.

- The fix: When you confirm a major booking, ask one extra question: "Who else on your team
should | keep in the loop?" Build a second relationship on every account that matters. Single points of
contact become single points of failure.
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#5
Quoting without qualifying

Someone calls about a corporate rate. The salesperson rattles off the LNR price, says "let me know if
you want to move forward," and waits. No questions about volume, travel frequency, season, decision
criteria, or who else is being considered. The quote went out — and so did any chance of structuring
something that actually wins the business.

- The fix: Before any rate goes out, ask three questions: How many room nights are we talking about
per year? When are you trying to make a decision? What does the ideal hotel partner look like for
you? Quoting blind is how you become the cheap option you did not mean to be.

#6
No record of what you promised

A wedding planner asks if you can hold 30 rooms at last year's rate. The DOS says yes verbally. Three
months later — different shift, different conversation, different person on the desk — the planner shows
up and the rates are different. The deal does not just die. The referral relationship dies with it.

- The fix: Every commitment goes in writing within the same day. Email confirmation, contract draft,
or at minimum a note in the lead record both parties can reference later. Memory is not a system.

#7
Thelead that almost closed — and then you forgot it existed

Someone gets to the contract stage. Then their project gets delayed. Or their internal approval stalls. Or
their decision-maker goes on vacation. They tell you they will be back in touch in 4-6 weeks. You set no
calendar reminder, no follow-up trigger, no system to revisit. Eight months later you remember them
when you are reviewing pipeline. They booked somewhere else in week seven.

- The fix: Every "come back in X weeks" lead gets a calendar entry and a tracker entry the same day.
Active leads that go quiet are the most expensive ones to lose, because you had already done the
work.

What to do about it

Most of these are not training problems. They are infrastructure problems. The salesperson is not bad at
follow-up — they have no system that surfaces who needs follow-up today.

That is what the CRM Lite Toolkit attached to this email is for. It solves #1 and #4 immediately, gives you
the structure to fix #3, #6, and #7, and makes the patterns behind #2 and #5 impossible to ignore.

Open the workbook. Add the leads you can remember off the top of your head right now. Set a next
action date for each one. Open the dashboard tomorrow morning.

You will have done more pipeline hygiene in 20 minutes than most properties do in a quarter.

When you outgrow the toolkit: the PHS Custom Lead Dossier is the next step up — deeper
data structure, built for real sales workflow. Available at pridehotels.org

— Pride Hotel Systems
Built by operators. For operators.
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