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Among Hospitality Sales Managers

By Ron Volper

Here’s what companies with low turnover rates do to retain top-notch sales and marketing professionals.
Adopt these “best practices” to keep good people and recruit talented new hires.

28

ost hospitality companies, and
those in other industries, strug-
gle to find and retain talented
sales executives. However, some
companies, both hospitality and non-hos-
pitality, experience significantly lower
turnover—especially “unforced
turnover"—than others. Moreover, these
companies, referred to here as Group A
companies, fill open positions sooner.

The Ron Volper Group recently com-
pleted an informal analysis to identify
what those companies with annual
turnover rates of salespeople below 15
percent do differently from those compa-
nies with annual turnover rates of over 25
percent. While we focused on the sales
function, we believe the findings apply to
other functions as well.

Some practices of the Group A compa-
nies may be difficult to emulate, but the
majority are not. Given low unemploy-
ment in the United States and elsewhere,
and a tight labor market, it is essential for
all hospitality companies to improve their
recruitment and retention practices.

Recruitment

For starters, companies in the A group
category, unlike those with higher
turnover, identify which sales managers
are at risk of leaving and why. They docu-
ment, usually on a quarterly basis, a suc-

cession plan to replace a given individual,
or cover his or her accounts. Many com-
panies have the manager complete a suc-
cession planning form for this purpose.

When a sales manager, or anyone else
leaves, a manager does an exit interview
and documents it, so that the company
can learn from the experience.

Part of the reason that Group A com-
panies fill vacancies more quickly is that
they interview candidates monthly, even
when there are no openings.

Companies that have a sales operating
system often require their director of
sales and others to document, in their
monthly report, how many candidates
they have interviewed.

Many of these companies also have
created junior sales positions to give their
rookies more playing time (meaningful
sales experience). Typically, this consists
of assigning them a smaller slice of geog-
raphy, or a less critical market segment,
or simply a handful of named accounts.
These “sales trainees” are given specific
targets, compensation for bringing in
business from these accounts and receive
coaching and mentoring during their
apprenticeship.

In some cases, these sales trainees
hold the title and some of the duties of a
sales assistant/sales coordinator but, as
indicated, they also have their own
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