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HOTEL SALES SERVICES

BUILDCENTRAL REPORT

WHAT IS IT

WHAT DOES ITDO WHY IS IT

IMPORTANT

• This report willprovideaccurate leadson newcommercialand residential

constructionprojectsin theplanning,bidding,and pre-constructionstages.(Wind,

Energy, Solar, and Mining).

• Each reportprovidesyouwithall the informationyouneed-key contacts, location,

and valueof theproject.

• Will provide accurate, timely& relevant project research.

A dedicated team designedto help younavigate Wyndham Hotels& Resorts.

• Single point of contact for the Global Sales

Team.

• Access to market-specific reporting.

• Guidance on usage of sales tools such as Wyndham 

Community: SalesLeads, Cvent Transient,Cvent,

etc.

CONTACT US

Monday –Friday

8:30 a.m.– 8:00 p.m.EST

globalsales@wyndham .com
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ZOOMINFO

WHAT IS IT

WHAT DOES ITDO WHY IS IT

IMPORTANT

• A databaseofinformationaboutcompany contacts and company 

information.

• This report will includeapproximately 20-30 companies located within a 5-to-15-

mile radiusof yourproperty's location.The companydata is targetedbya varietyof

factorsincluding industry andrevenue.This reportincludesphonenumbersand 

addressesto reachoutto thecompanies.Additional contact informationcan be

requested.

• Offersthemostup-to-datecontactsforover10 million businesses.
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USDOT COMPANY SNAPSHOT

WHAT IS IT

WHAT DOES ITDO WHY IS IT

IMPORTANT

• A record of a company’s information includingcompanyname, phonenumber,

addressand commodityinformation.

• Providesinfo on thecompanywhenyouenter theUSDOT numberfromthe

vehicle intotheUSDOT Numbersearch.

• Provides informationabout commercial vehiclesin yourlot.

DODGEDATA& ANALYTICS

• An onlineconstruction project databasewith information on all largescale

constructionprojectsin theUS and Canada.

• Multiplepointsof contact areprovided for everyproject.It connectsyouto

commercial andindustrialconstruction leads as wellas projects.

• Pinpointleadsby projecttype,location, actionstage, and valuation.

WHAT IS IT

WHAT DOES ITDO

WHY IS IT IMPORTANT

https://safer.fmcsa.dot.gov/CompanySnapshot.aspx
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Optimizing Partnerships By Networking
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TAKE ACTION:Networkwith organizations and groups within your communityto promote your property and uncover 

future opportunities.This will giveyou a heads up on new retail storesand companies moving into the area.

CURRENT&PREVIOUSCUSTOMERS

BESTPRACTICES

• Thank current customers for their business;in person,

writtennoteor a call .

• Spendtimein yourbreakfast areaor lobby

speakingwithguests.

• Personallydeliver invoicesto local businesses

after a groupstayand say thank youin person.

TAKE ACTION

• Review the “Arrivals Report” fromyour PMS on a

consistentbasis.

• Obtain referrals from existingcustomers.

• Review your BAR and RACK reservationsfor

guests with company email addresses.

• Export Medallia surveys into an excel and review

email addresses of people who self-identified as 

“traveling on business” and target the corporate 

addresses for future business.

• Contactlosttransient & group contacts:

• Ask if their needshavechanged?

• Inform customer of any renovations and/or

new amenities offered sincetheir lastvisit.
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CONVENTIONS AND VISITORS BUREAUS (CVB)

TAKE ACTION BESTPRACTICES

• Reach outto yourCVB, makecontact and becomea

member.

• AttendCVB eventsthat makesensefor your

business and market.

• Build a relationship with the CVB or Tourism

Board’s SmallMtg & Events contact .

• Check with theCVB for anyupcoming scheduled

events such as sporting, conventionsor concerts .

• Participate in package promotionsthat givesyour

propertyexposureto travelers.

• Networkand showthatyou havea vested interestin

the communityanditssuccess.

• Ask about their tours and ifyoucan be included.

COMPETITORS

TAKE ACTION

• Identifytheaccountsand companies staying

with yourcompetitor.

• Know whatyouhave to offer vs.what theyhave

to offer.This allowsyouto bettersellyour

property.

• Tour their property and note what sets yours

apart- use this information when selling your

property.

BESTPRACTICES

• Visittheir websiteandnoteanylocal companies

listed.

• Monitor companyvans/trucksin their parkinglot.

• Work with thecompetition-when you’re soldout,

refer the business toyour competitorandtheycan do

the samefor you!
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INFRASTRUCTURE

TAKE ACTION QUESTIONS

CONTACT:

• General Contractors 

• Job Supervisors 

• Project Managers

• Administrative Assistant 

• Manager 

• Account Payable Manager

TRAVELER TYPE: 

• Project Worker

• Drivers

• Forman

• Lineman

• Are you traveling with other workers?

• Does someone at your office book your reservations?

• Are there certain amenities your crews look for? 

• Are your contractors local or from out-of-town? 

• Where will you and your employees stay during the 

project? 

• Are there any other locations for this type of project/ 

retail establishment/ store going up in the area or 

across the US? If so, where? 

• Where is the corporate office

TRUCKING/TRANSPORTATION

TAKE ACTION QUESTIONS

CONTACT:

• Terminal Manager

• Supervisor

• Driver

TRAVELER TYPE:

• Driver

• Driver Training Rooms

• Are your routes long or short haul?

• Is there someone at your office that books 

reservations?

• Do you require accommodations for drivers in 

training? 

• How long do training classes/schools last? 

• Do you contract rooms for drivers needing overnight 

accommodations?
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• Chamber of Commercehelpsyou better understand

your local market.

• Entertainment Venue/ SportsComplex to understand

what’s comingto your area and networkwiththose

who refer teams and groupsto hotels.

• EconomicDevelopment Officeto find new

companiesmovingintoyourarea.

• CorporateAssociationsto seeif they have events 

coming to yourarea.(Ex.National AutomobileDealers

Association, Air Line PilotsAssociationandStateor

Local Bar Associations) .

• InternationalMarketing Association

• Hoteland Lodging Association

• National Restaurant Association

• US Travel Association

LOCAL SALES RESOURCE

ADDITIONAL ORGANIZATIONSINYOUR MARKET & ASSOCIATIONS

ORGANIZATIONS RESOURCESFORRESEARCH

https://imacorporate.com/
https://www.ahla.com/
https://www.restaurant.org/Home
https://www.ustravel.org/
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TAKEACTION:SETUPYOUR GOOGLE ALERTSAND REACHOUT:

1. Go to GOOGLE.com/alertsand entera search term(examples above). 2. Select“Show

options”and pick howoftenyou’d liketo receivealerts.

3. Choosea sourcefor youralerts.If you’reunsure,leavethisas thedefault“automatic.” 4. Choosea languageand

region.

5. Choosehowmanyresultsyouwantto see:“all results,”or “onlythebest results.” 6. Choosea delivery

emailaddress(thisis whereGOOGLEwill sendyouralerts).

7. Select“Createalert.”

8. Check your emailsand havea strategy for reaching out to prospective customers.Consider an email templateto reachout.

WHAT IS IT

WHAT DOES ITDO WHY IS IT

IMPORTANT

• A contentchange detection andnotification service,offeredby GOOGLE.

• Sendsyou emailnotificationsreal-timebasedon specificsearch criteriayou’vepre-

determined.

• Helpsyoustay up-to-datewith companiesin yourmarket.

• Can be usedto monitor youronlinereputation.

• The broaderthescopeof thealert, themoreleadsyoumay receive.The more

defined thealertand scope,thebetterleads youmay receive.For example:

• BaltimoreAirport +construction

• Islip+sportstournament

• Mall of America +construction

• Universityof Texas+events

• (Your competitor)

• Andover + new openings

• Dallas+(projectname)

LOCAL SALES RESOURCE

Internet Tools& Social Media

GOOGLEALERTS
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WHAT IS IT

WHAT DOES ITDO WHY IS IT

IMPORTANT

• A socialnetworkfocusedon professionalnetworking & development.

• Connects youwith top clients,allows youto follow top companiesand

allows you to promoteyour businessin a professionalsetting.

• Providesyouwith themost up-to-date information on businesses and

key contacts .

LOCAL SALES RESOURCE

LINKEDIN

TAKEACTION:PROSPECTING& MARKETING- IMPLEMENTBEST PRACTICES

1. Prospecting

• “Follow” yourtop clientsfor periodicupdatesandservices .

• “Follow” localcompaniesand/oreventvenuesinyourmarket .

• Use advancedsearchkeywordslike“travel” and “relocation”-narrowyour searchbyPostal code.

• “Follow” yourcompetitors .

• Sign up for newsletters,blogs,whitepages, etc.on all prospectsyouare following.

• Buildrelationshipswithquality contactswhocan provideaccess tomoregroupsand people.

2. Marketing

• Have an updated,professionalprofilepicture.

• Use keywords in your profilewhichresonatewithpotentialclients whomight besearching foryour productand/or 

service .

• Have a defaultheadlinethat includeswhat youcan provide potential clients.

• (Ex .“Your TravelConnectionin Denver” as opposedto “GeneralManager”
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WHAT IS IT

WHAT DOES ITDO WHY IS IT

IMPORTANT

• The Manta directoryboastsmillionsof uniquevisitors every monthwho search

their comprehensive databasefor individual businesses, industry segments and

geographic-specific listings.

• Helpssmallbusinessespromotethemselvesand gain customers .

• Allowsyouto searchbusinesses byindustryandobtaincontact information for

prospecting .

LOCAL SALES RESOURCE

MANTA MEDIAINC.

TAKEACTION: Search www.MANTA.com

Examples of searches includeConstruction, Infrastructure, Retail, Manufacturing and Oil & Gas.

WHATIS IT

WHATDOES ITDO WHYIS IT

IMPORTANT

• Thereareseveralsocialmedia siteswherebusinesses communicate

informationabouttheir company .

• Sitescan send you emailnotificationsreal-timebasedon specific search

criteriayou’vepre-determined .

• They allowyouto enrichguest customer serviceandprovide thelatestnews

about thecompaniesin yourmarket .

• Why is thisuseful?

• Is a usefulconversation starter when meeting a newclient.

• Is a uniquewayto showyou’re interestedin their business

• Providesa prompt- referencesomethingyou’veseenon FACEBOOKor

TWITTER whengetting yourfoot inthe door

SOCIALMEDIA

TAKE ACTION:LEVERAGEYOUR FACEBOOK PAGE

1. Invest in FacebookContent Marketing toreacha wideraudience.

• Pick an objective(conversion, drivingpeopleto your website,engagement).

• Use FACEBOOK demographic insights totarget specific audiences.

• (Ex: If you’resellinga suitefor an event,target theevent,age,incomeand total family membersof your 

target)

2. OptimizeyourFACEBOOK page with professionalvideoandcarousel images.

• Have a postingschedule and postconsistently. 3. Activate

FACEBOOK Messenger for Business.

• Utilizethis toolas anotherwayto respondto reviews/situations and providecustomer care.

http://www.MANTA.com/
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SOCIALMEDIAINYOURCOMMUNITY

TAKE ACTION

• Use http://www.meetup.comto find local events,

reunions and groupsthat have eventsscheduledin

your area.

• Get on a local eventspagefor their event.

• Post localguidesto differenteventsand areas.

• If you have a bar or restaurant, invite localsto

stop by.

• Mentionwhat isnearbyyourproperty

• (Ex: Oceanfront,sportsstadium, annual

events, etc.)

• Like andfollowbusinessesand events in yourlocal 

area.

WHY THIS IS IMPORTANT FORYOU

• This givesyou an advantagefor anyone participating

in the eventto findyour hotelas a placeto stay

while in town.

• Gets youinvolvedin the community whereyou’ll

becomethego-to sourcefor information about what’s

going on.

• Gives peoplea pointof reference.

• Gives an opportunityto cross-promote withlocal

companies.

• Providesyouwithvisibilityto events happening in

your area so youcan stay ahead andprepare.

• Builds relationshipsthat drivecustomers to the

property.

IDEASFORWHATTO POST ONYOUR SOCIALMEDIASITES

TAKE ACTION

• Testimonials

• Blog Posts

• Your friendly staff - post picturesof your kitchenstaff,

front desk staff,etc.

• UpcomingPromotions

• SocialPublications

• Professional VideoMarketing - Show top amenities

and include suites if applicable.

http://www.meetup.com/


14

LOCAL SALES RESOURCE

Responding ToReviews: Best Practices

POSITIVEREVIEWS

TAKE ACTION

• Respondtoat leastsomeof yourpositive reviews.

• Replytimely!

• Thank theguestwiththeirfirst name.

• Reiterate the compliments that theguest provided.

• Thank them& welcomethemback.

WHY THIS MATTERS

• This is youropportunity toinfluence prospective

guests at a criticalstagein thebookingprocess.

• 50% of customers willgivea brandonly ONE WEEK

to respond beforethey stop doingbusinesswith

them.

• If a guest tookthetimetosharea positivereview,

give them yourtime by acknowledgingthemby

first name andthankingthemforsharing their 

experience.

• This helpsto reinforcewhy thehotel is a great option

for travelers.

• This encouragesloyalty.
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NEGATIVE REVIEWS

TAKE ACTION

• Don’t getdefensive.Simply apologizeand reassurethe

guest he/shewillnothave this sameexperienceinthe

future.

• Be proactive.

• Noteany reoccurring themes.

• Ask themto giveyourhotelanother chance-don’t

give falsepromisesor exaggerate what youcan

afford todo.

• Depending on theseverityof the situation, don’tbe

afraidto reachout directly.

• ALWAYSinvitetheguest backin a friendly manner.

WHY THIS MATTERS

• This showsyou are takingownershipand actionto

ensuretheconcernis addressed so as not tobe

repeated.

• A 2015 study byMedallianotedthat hoteliers

who respondto reviews withinonedayreported

a 52% higher occupancy rate.

• If you respondquickly,the guestmay change

their review and rating.

• This helps you find ways to improve your property

and the guestexperience.

These themes can provideinsight into the performance

of your hotelstaff.

• This gives your hotel a second chance to make a

positive impression and can help build loyalty and

fostertrust.

• This can help ensure both parties get their problems

resolved.
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Segment Specific Tips

LEISURESEGMENT

TAKE ACTION

• Review your content onwww.aaa.comand identify local

brick & mortartravel stores.

• Theserateplansincludebut are not limitedto the

following:S3A,S3AP,SAP, SAPP,SVC,SVC3, SF1, SF2

and SF3.

• Consider AdvancedPurchaserateplans.

• OfferPackageDealsif possible.

• Visityourlocal corporate negotiated accountoffices

and remind them their discount isalso availablefor

leisuretravel.

• Set yourfront deskup for success with:

• Printed menus and directionsfor local restaurants

.

• Information for specialeventsor 

attractions .

BESTPRACTICES

• Customizeflyersabout yourpropertyand dropthem

off at localAAA offices.

• Ask localcorporate negotiatedaccounts if they have

an intranetsiteto publish informationabout your

property.

• Recognizeguestswhoare membersof leisure

organizations likeAAAor AARP; encouragethemto

sign up for Wyndham Rewards.

SPORTS SEGMENT

TAKE ACTION

• SubscribetotheNationalDirectoryof College

Athletics, the world’s largest databaseof college

coachesandathletic administrators .

• Sponsora localsportsteam.

• Purchasea banner for a game.

• Advertise in a local eventsprogram.

ADDITIONALRESOURCES

• www.collegiatedirectories.com includes58,000

coachesand28,000

administrators along with informationand datesfor

events and conferences.

• Make a salescall tothelocaloffice,school or facility

that is hostingtheevent/ team.

• www.aausports.org

• www.triplecrownsports.com

• www.infosports.com

• www.usssa.com

• http://myhockeytournaments .com

• www.sportscommissions.org

http://www.aaa.com/
http://www.collegiatedirectories.com/
http://www.aausports.org/
http://www.triplecrownsports.com/
http://www.infosports.com/
http://www.usssa.com/
http://myhockeytournaments.com/
http://www.sportscommissions.org/
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TAKE ACTION IN:AIRPORTMARKETS

• Get to knowFlightBaseOperators,whicharenon-commercialpilots and crews.

• Ask about getting on a preferredlistfordistressedpassengers.

• Find outif you have any airlinetrainingcentersin your area.

TAKE ACTION IN:GOVERNMENT & ASSOCIATIONMARKETS

• GOOGLE search:“StateGovernment Agencies” in your city Visityourcity’swebsiteandlook for specificdepartment

contacts

• Youcan target theagencies thatprovidepromisefor trainingand travel opportunities (Ex EmergencyManagement,

Forestry Service,PublicSafetyandParks& Wildlife)

• Most Government agenciesaredifficultto getinto withouta contactnameor appointment;keepthis inmindand

call aheadGovernment employeesCANNOT accept giftsof any kind

• Flag government arrivalsand havetheFrontDeskengagetheguestsby asking questionslike thefollowing:

• Are youherefor a specificproject?

• Who booksyourtravel?

• What bringsyouto town?

TAKE ACTION IN:MILITARYMARKETS

• GOOGLE search:“Military Bases” in yourcity.Visittheir websiteandlook for specific department contacts.

• Youcan target thedepartments thatprovidepromisefor trainingandtravel opportunities.(Ex.

Billeting or Installation Housing)

• Find outif there isan on-basetravelagencythat handlesmilitary leisure.

• If there is a basenear yourproperty, make surethebaseis listedon brand.comunder “What’s Nearby.”

• Visitmilitaryreunionnetwork.com to review upcomingMilitaryreunions in yourarea.

• Youwill find the organizerscontact information on thissite.

http://militaryreunionnetwork.com/
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TAKE ACTION IN:MEDICALMARKETS

• Locate hospitals andmedicalcenterswithinyour market.Locate their HR Department, Patient Services,Conciergeor

HospitalityDeskand workto finda contact.You can work with your Revenue Managertonegotiate a “hospital rate” for your

property.Once this isloaded, you can promoteit tothehospital.

• Ask if thehospitalhas a preferredhotelprogram.If they do,askhowto be added totheir preferredproperty list.

• Offera bereavement rate and connect with local funeralhomesletting them knowthe discountis available.

TAKE ACTION IN:CONSTRUCTION MARKETS

• Contactyourlocal Planning& Development Commission.

• They willhavean agendaof newprojects,retail storeopeningsandnewconstruction permitlists.

• Visityourcountywebsiteandlookfor theBidsor RFP section.

• Drive by constructionsitesand look for companynames;researchthecompany.

• Cold-call job trailersto uncover sub-contractors workingon thejob.

• Contacttheport-a-john companythat servicesthesiteto identifywhocontracted them.

TAKE ACTION IN:UNIVERSITYMARKETS

• Research and find allof theuniversities,communitycolleges andtradeschools inyourarea. Reach out tothefollowing:

• EventCoordinator

• Student Housing Department(to understandneeds dueto renovation,damage or over- crowding)

• Administrative Staff for eachDepartment

• Sports Department

• Alumniassociation

• When speakingwiththeappropriatecontacts,youcan learn about anyupcoming opportunitiessuchas:

• QuarterlyBusiness Meetings

• Board Meetings

• Student Orientations

• Sporting Events
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WANTTO INCREASE YOUR PROSPECTING SUCCESS RATE?

19

5
TIPS

Tohelp improveyourchancesof successwhen prospecting,followthese5TIPSbeforepicking up thephone,sendingan email

or making a coldcall to a prospectiveaccount.

5 TIPS FORSUCCESSFUL PROSPECTING

• Find theright person

• Set a goal for eachprospectattempt

• Createtherightmessage

• Establish a standardfollowup cadence

• Be persistent andconsistent

FINDTHERIGHTPERSON:

Spend a few minutes researching potential decision makers, influencers and reservation makers.Locate someone for 

whom youroffer is both relevant and resonant.Depending on the type of client you are prospecting, this could

include the following roles:

• IndirectProcurement/Purchasing

• Travel Manager

• Meeting& EventsManager

• Human Resources Manager

• Training Manager

• Executive or Administrative Assistant

• PayrollAdministrator

• ProjectManager

SETA GOALFOREACH PROSPECTATTEMPT:

Determine your objectivefor each prospecting attempt.Consider the following goals:

• Confirmthey influencetravel.If not, askwhodoesinfluencetravel.

• Understandtheirtravel needs.

• Request an in-personappointment or invitethemto visit yourhotel.
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CREATE THE RIGHTMESSAGE:

Sales is about offering solutions and providing value.If your message addresses a client’s pain point, your chances of

getting to the next stage increasesignificantly.Below are some examples of a client’sneed, the benefit you can sell

and a feature you could highlight.

After sharing the benefitsand highlighting the features, add a call to action.Call to action examples include: “Would

you like to see the hotel? or “Can I present you with a proposal?”

ESTABLISH A STANDARD FOLLOW UP CADENCE:

It usually takesmultipleattemptswiththeright person tomakea sale.Don’t get discouraged, insteadplanforit and get

organized.Takea few minutesto createa cadenceandsequencefor yournext steps.For example:

• Willyoufollowup with a phonecallor emailwithin24hours and again in 48hours?

• Willyoutraceout for a week with a newmessage?

• Willyoufollowup witha specialmarketingpieceor promotion? Planyour followup

according to your goal.

BE PERSISTENT ANDCONSISTENT:

Persistence and consistency will set you apart from your competition.Amazingly, studies show48% of sales peoplenever

follow up after their first attempt.Others giveup after 3 touchpoints.Sometimes people are busy, sometimes they don’t

have a need when you call. But staying top of mind can pay off in the long run, its shows your dedication to earning their 

business.

ACTION SUGGESTIONS:

As you beginyourblitz prospecting to infrastructure and project customers, consider reaching out to your localunionsand

trade associations.

• Ask the prospectif theyhave any trade/craftsman cominginto yourtownto workon jobs and let themknowyou
wouldbedelightedto offer lodging for theiroutof town workers.

• Providedetailson your locationrelative to their unionoffice.

• Inquire ifthey havea need for offsitetraining or meetings.

20

Pain Point (Need) Value (Benefit) Features

Guest satisfaction
Your guests will be taken care of, they will

feel comfortable and safe

• Well trained, efficient staff

• Standards of cleanliness

Close to office
Hasslefree, convenient,save time and 

headache

• LocatedX miles/minutes away

• Easy commute on andoff X road

CompetitiveRate Provide value addand/orsavings

• Price at/near their budget

• Value adds and/or complimentary

services (Wi-Fi, parking, breakfast if

applicable)
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UNION CONTACTRECOMMENDATIONS:

United Association of Plumbers & Pipefitters - a multi-craft union that represents plumbers and pipe, sprinkler, and 

refrigerator fitters, as well as service technicians.All of these jobs require installation, remodeling or maintenance

of systems that carry water, steam, air and other liquidsor gases necessary for sanitation, industrialproduction, 

heating and commercial job sites.They installpiping systemsin projectsranging from residential to high-tech and

extremely sensitiveand sophisticated facilities.The work theydo can involvehigh-pressure systems utilizing carbon

and stainless steeland many complexalloys.Pipefitters work in power plants, pharmaceutical facilities, hospitals

and many other commercialand industrial jobs.United Association of Plumbers & Pipefitters offices

International Brotherhood of Electrical Workers–Power professionalswho work in a wide varietyof fields,

including utilities, construction, telecommunications,broadcasting, manufacturing, railroads and government.

Electricians are more than just the modern superheroes of electricity.In between power outages, they constantly

work on other projects such as rewiring equipment or fixtures, inspecting electrical components for safety, 

installing wiring and lighting, and troubleshooting electrical problems.Iron Workers local offices

International Association of Bridge, Structural,Ornamental and Reinforcing Iron Workers – Iron workers assemble

and erect steel framework and other metalparts in buildings and on bridges, dams, skyscrapers, factoriesand

other steel structures.They raise, pleaseand join steel girders and columnsto form structural frameworks,

including thewelding for materialdecking.In addition, iron workers are responsiblefor the steel reinforcingof

concrete construction.Iron workers fabricateand install ornamental, architecturaland miscellaneous metal 

building components.Local Union Map

Roofers - Install shingles, asphalt, metal, or other materials to make the roof weatherproof.Roofers replace, repair, 

and install the roofs of buildings, using a variety of materials, including shingles, bitumen, and metal.The work that

roofers do ensures that buildings are structurally sound and safe for the personnel or assets protected by the roof.

Roofers work on Commercial, Government, and natural disaster roofing projects.

Union Roofers

Elevator Constructors - Assemble, install and replace elevators, escalators, dumbwaiters, moving walkways and

similar equipment in new and old buildings .Elevator Constructors also maintain and repair this equipment once it

is in service, as wellas modernize

older equipment.Work involvespit structures, main and counterweightguiderails, machine room and overhead

installation,car and counterweight assembly,circuit tracing and troubleshooting,construction wiring, elevator

rope replacement, electricaland mechanical repairs and more.Elevator constructors work at heights, in tight

spaces and insideand outside in all weather conditions.IUEC offices

https://ua.org/join-the-ua/find-a-local-union/
https://ua.org/join-the-ua/find-a-local-union/
https://www.ibew.org/Tools/Local-Union-Directory
https://www.ibew.org/Tools/Local-Union-Directory
http://maps.iwintl.org/
https://unionroofers.com/where-we-are/%23/?filter=State-%3ACA
https://www.iuec.org/wp-content/uploads/2019-9-19-Local-Directory.pdf
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TOPICS

• Reporting,Tools& Resources

• OptimizingPartnershipsBy Networking

TRAINING RESOURCES

• InternetTools& SocialMedia • SocialMedia Networking

• The Art of SocialMedia

• Email Etiquette

• SocialMedia Series:Dosand Don’ts

• New Business Prospecting: TriggerEvent Review

• Playback: Rock YourLinkedInProfile

• OnlineReputationManagement: Overview of Social

Media Tab

• ELEVATE Your PersonalBrandPart1, 2 and 3

• Respondingto Reviews:BestPractices • Asking for OnlineReviews

• How to RespondToCustomer Feedback

• CreatingGreat Customer Conversations

• Playback: EveryoneSells; Creative Sales Techniques
• Segment SpecificTopics

TRAININGAVAILABLE

• Engage HotelSales Services

• New Business Prospecting: What Tactics Have 

Worked For You

Wyndham Hotel Group, LLC (“WHG”) offers the suggestions in this presentation and in any provided materials for your consideration. Youhave full and complete control over, and responsibility for, your contracts, daily
operations, labor relations, employment practices as well as the safety and security of your property. WHG does not represent, warrant or make any guaranty regarding the accuracy or completeness of the information
provided, or that you will achieve any specific results if you implement these suggestions. Nothing herein constitutes an offer, commitment or obligation of any kind on the part of WHG. Please note, if you are an
employee of a hotel managed by a subsidiary of WHG, your actions with regard to the substantive matter involved in this training should still be guided first and foremost by Wyndham’s Business Principles, policies,
standard operating procedures and the trainings received directly from WHG.

©2023 Wyndham Hotel Group, LLC. All rights reserved. Except as otherwise noted on any specific forms or pages, these materials are confidential and may not be reproduced in any manner without the prior
written consent of Wyndham Hotel Group, LLC.
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