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Writing about yourself is never easy. Self-reflection—particularly at a public level—requires a level of vulnerability and honesty that can be uncomfortable. But this is my book, and if there is one place to reflect authentically, it’s here. Here is my attempt at doing so by briefly telling you my story:  

All my life, I’ve been a very curious and proactive person. I’ve always felt a yearning to experience new things, new ideas, new people, anything that I felt could add some excitement. I was never the kind of person who wanted to stay in the background. I enjoyed leading groups, organizing things, and yes...sometimes making slightly eccentric decisions just to keep life exciting.

I rarely felt challenged at school. I was naturally a high performer and got good grades, a trend that seamlessly continued into my years at university, that is, until my third year when I started working. 

When I entered the workforce for the first time, I felt an internal shift. Suddenly, textbooks felt dull and disconnected from reality. The real excitement came from having clients, deadlines, and—for the first time—a real sense of responsibility.

My job began to pull me in with full force, leaving little of my attention for academia. Luckily, the high marks I’d gotten in my earlier years of university carried me through the rest of my studies and allowed me to graduate at the top of my class.

While I had majored in finance, a move strongly

encouraged by my father, who wanted nothing more than his daughter to live a life of professional and financial stability—it never felt quite like the right fit. Somewhere deep inside, I knew I would never thrive in that world. It simply didn’t match my personality.

Instead, I immediately went to work in sales and marketing. Finding hospitality felt like finding my place. I didn’t plan it—I just fell into it by chance, and somehow everything clicked. I worked in different roles across hotels and real estate companies, mostly connected to sales, marketing, and customer management. Every position taught me something new about people and about myself.

In the early years of my career, as I navigated new positions, new teams, and new professional relationships, one thing became overwhelmingly evident: I was meant to be in sales.

So, why sales? I’ve heard countless times from people that they are “not made for sales.” The energy, curiosity, persistence, and ability to hear “no” often that make for a successful salesperson are not always comfortable or easy. 

And to be honest, these are not all things that I naturally possess. But what I’ve learned through my journey is that succeeding in sales is part skill, part personality, and part discipline. By putting in the work—more than many are willing to give—I’ve acquired the ability to listen. I’ve developed the courage to ask. And I’ve honed my instinct to follow up. 

And through a lot of hard work and dedication, I’ve found the place where all my natural strengths finally make sense.

This foreword is not meant to glorify my journey, nor is it meant to intimate that all people are destined for sales. It’s simply here to say that career paths don’t need to be perfect or predictable. Sometimes the path you were meant to take is not one that follows what you studied, what your parents expected, or what you imagined when you were eighteen.

Sometimes you discover what you’re good at only when life gently pushes you in the right direction. And that’s exactly what happened to me.

So, if, like me, you’ve come to discover—whether by intention or by accident—that hospitality sales are your path, I offer you this book: a collection of insights, anecdotes, and practical tips I’ve gathered in my over 15 years of experience in this field.
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Turning Stays into Stories: What Hotel Sales Are Really About

I have long believed that hospitality management cannot be learned through theory alone—particularly in sales and marketing. For years, I was convinced that only real-life experience could shape a successful hotel salesperson. With time, however, I realized that every profession, including hospitality, needs both: a strong theoretical foundation and the practical experience that brings that theory to life.

I have spent my entire professional life in sales and customer relations. For 15 years, I have devoted myself to the pursuit of reaching sales quotas, cultivating relationships, and reaching new professional heights. But through all those years, a quiet thought followed me: I want to write a book.

At first, I imagined I’d pen a novel. Then, as I became a mother, I thought perhaps a children’s book. But at 35, I finally understand what I truly want to share. The world I know best. The world that shaped me. Hospitality sales.

My experience working in hospitality is filled with lessons: my fair share of mistakes, professional and personal successes, and so many stories worth telling. It has given me a career, an identity, and—unexpectedly—a profound appreciation for people and the relationships that bring them together. So, here begins my journey as an author. Let’s see where it takes us.

So, what are hospitality sales? I could give you the textbook definition of how hospitality sales involve selling rooms and event spaces to increase a hotel’s revenue. But it is so much more than booking a room for a night or a table for dinner. Hotels don’t survive on singular transactions. Their real objective is to build relationships.

To do this, every department matters. The sales cycle is directly connected to a guest’s experience, starting long before they even step foot in the building. The better service they experience along the way, the higher the chance of repeat business—which, in turn, translates into a sustainable source of revenue for the hotel. In hospitality, the guest’s journey is like a chain—every link must be strong.

Every associate in the hotel has the power to influence revenue. Consider a banqueting associate serving lunch for a conference:

they interact not only with event organizers but also with attendees who, if the experience is memorable, may return as individual guests, refer colleagues and friends, or book future events. 

The same applies to housekeepers, front desk agents, waitstaff, bellmen—anyone who interacts with guests. Every smile, every “yes,” every solution offered is part of the sales process.

In hospitality, every associate is a salesperson, whether their job title says so or not. The most successful hotels understand this, and many even offer incentives to encourage this mindset. When an entire team sees itself as part of the sales engine, results follow naturally.

This philosophy—this culture of shared responsibility—is what truly defines hospitality sales. And it is where our exploration begins.

Every hotel is different. Its size, budget, ownership, and management expectations all shape how its sales and marketing department is built. But no matter the scale, one thing remains true: sales are never generated by a singular person. They are the result of an entire commercial engine that must work in harmony to present an unforgettable experience.
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Where to Start in Hospitality Sales

Entering the world of hotel sales is a moment most people are never truly prepared for. Before working in hospitality, your understanding of hotels probably comes from what you’ve seen on vacation: a perfectly made bed, a quiet pool, a breakfast buffet that magically appears on time. 

Many young people choose hospitality studies because they imagine this polished experience of a guest. But the moment you step behind the scenes, you discover a completely different world—one built on speed, pressure, constant competition, and nonstop decision-making.

Unlike many industries where newcomers spend months in structured onboarding and slow-paced training, hospitality throws you directly into the deep end. This has especially become the case since the Covid-19 era, when staffing shortages became a global issue. Hotels no longer have the luxury of prolonged training schedules. 

You may arrive on your first day in the sales department with wide eyes, surrounded by colleagues who are rushing between departments, handling crises, answering calls, and barely finding a minute to breathe—let alone explain how everything works to you.

In the meantime, your inbox begins to fill with requests, guest issues, proposals, follow-ups, reports, and meeting invites. Within days, you realize just how little you knew about what actually happens behind the lobby doors. And if we’re honest, this is often when fear kicks in. You suddenly question whether you made the right choice, whether you can survive in this fast-paced environment, or whether you are in over your head.

But let me reassure you: you are exactly where you need to be. And nothing disastrous is going to happen to you — even if, in those first days, it feels like it might.

Let me start by offering three pieces of advice to help you survive those initial days.

1. Start With People 

Above all else, hospitality is a relationship-driven business. Your very first task is not to memorize SOPs, brand manuals, room types, or booking platforms—it is to build connections with the people around you.

This begins with your colleagues. Your colleagues will be your safety net, your teachers, your backup, and your reality check. Offer help. Be available. Ask questions. Show curiosity. And most importantly, show kindness. Sales does not exist in isolation; it thrives only when operations, the front office, housekeeping, F&B, finance, and marketing trust and support you.

Your reputation begins within the team long before it ever reaches your customers.

And here is a truth many people take for granted:

Your success as a hotel salesperson depends much more on how you manage internal relationships than on how well you sell a room.

Hospitality is emotional. It rewards collaboration and punishes ego. If you are an introvert who hates communication, avoids people, or becomes exhausted from constant interaction, then hospitality sales may not be the right path. This is an industry built on human connection—starting with colleagues and then partners, suppliers, and clients.

2.  Always Bring a Notebook

The next tip may seem mundane or obvious, but it is a powerful piece of your toolkit to success: get a notebook and write everything down.

Hospitality throws an avalanche of information at you from day one: rates, segments, packages, departments, procedures, event setups, meeting notes, VIP arrivals, contracts, room categories, corporate accounts, brand standards. The list is endless.

Even the smartest person cannot absorb all of this without support.

In those first days, your notebook becomes:


	your training manual

	your memory

	your roadmap

	your crisis management tool

	your protector from embarrassment

	and your proof that you take your job seriously

	​ 



Write down everything—and I mean everything. Even the things that seem insignificant. In hospitality, the “insignificant” details are always the ones that matter later.

3. Adjust Your Expectations

Many newcomers expect to start slowly, learn gradually, and grow comfortably. Hospitality offers the opposite: you learn while running, you adapt while solving problems, and you grow through experience, not theory.

But this is exactly what makes hotel sales such an exciting and dynamic career: it provides a constant challenge. And if you stay curious, proactive, and emotionally resilient, you will rise faster than in almost any other industry.

Finally, when you start in hotel sales, remember:


	You are entering one of the most complex and exciting service industries in the world.

	You will never be fully “ready.” No one is.

	Your success will depend on relationships, curiosity, discipline, and emotional intelligence.

	And the fear you feel in the beginning?
It’s the exact feeling everyone before you experienced—including me.









You are going to be okay.

And in fact, you will soon be more than okay— you are going to be great.





​




	[image: ]

	 
	[image: ]





[image: ]


Chapter 3

[image: ]




The Sales Crew

In many hotels—particularly mid-sized and large ones—the sales department is led by a Sales and Marketing Director or a Sales Manager. Smaller properties with 10 to 80 rooms often operate with a leaner structure: one or two sales executives, a reservations representative, and a marketing manager. When payroll budgets are limited, marketing can also be outsourced to a local agency.

In larger properties, the sales department is often more specialized:


	
Sales divides into proactive and reactive teams.


	
Marketing expands into digital, PR, and branding.










Although outsourcing can support smaller hotels, an in-house marketing presence is always more effective. Hospitality is a fast-moving environment. Guest feedback, competitor actions, online content, and pricing trends change daily. Quick decisions and immediate reactions are only possible when the entire team sits inside the hotel, understands the product, and is able to react instantly.

Proactive Sales

Proactive sales teams are the hunters of the hotel world. Their primary mission is to explore new opportunities, build long-term partnerships, and secure corporate agreements that bring stable, year-round revenue.

A strong proactive salesperson:


	Schedules 3–4 in-person client meetings per day.

	Makes at least 15 sales calls per week.

	Uses social media and business platforms to prospect.

	Rarely spends the entire day in the office.









Their role of a proactive sales team member is to be visible—meeting clients in cafés, offices, lobbies, or industry events. In smaller hotels (with fewer than 50 rooms), the same person may handle both proactive and reactive sales, requiring even stronger discipline and organization.

Reactive Sales

Reactive sales teams handle what proactive teams bring in:

group requests, event inquiries, meeting bookings, and all incoming phone, email, and social media leads.

Their success depends on:


	Precision

	Follow-up discipline

	Attention to detail

	Timely communication









Reactive salespeople are the protectors of the hotel's pipeline. They transform opportunities into confirmed revenue, and their accuracy helps prevent errors that could impact guest satisfaction and profitability.

Although some skills can be taught, the natural instinct to close—the ability to connect, persuade, and confidently recommend solutions—often comes from a person’s natural disposition and communication style.
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