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THE TRAVEL AGENT’S STORE COACHING PROGRAM
To help you get the maximum benefit from your purchase The Travel Agent’s Store
offers a free coaching session with the author of the e-Guide. The coaching sessions
last for up to one-hour and are conducted via Skype. Once you have read through and
studied this eGuide jot down any questions, challenges you have, then email to
steve@thetravelagentsstore.com to arrange a coaching date and time.

Be sure to take advantage of this offer!

A TRAVEL AGENT’S GUIDE TO ATTRACTING & RETAINING CORPORATE ACCOUNTS Copyright © 2014 Steve
Crowhurst, SMP Training Co. All rights reserved. Printed in Canada. No part of this book may be used or reproduced,
stored in a retrieval system or transmitted in any form or by any means, electronic, mechanical, photocopying,
recording, scanning or otherwise whatsoever without written permission or authorization through payment of a
Permission to Copy fee (except in the case of brief quotations embodied in critical articles and reviews) . For
information please contact SMP Training Co. steve@smptraining.com or call 250-738-0064.
Protected by the Canadian Copyright Act.
For general information on SMP publications and services please email: steve@smptraining.com

Limit of liability/disclaimer of warranty: SMP Training Co., publisher and the author make no representations or
warranties with respect to the accuracy or completeness of the contents of this work and specifically disclaim all
warranties, including without limitation, warranties of fitness for a particular purpose. No warranty may be created
or extended by sales or promotional materials. The advice and strategies contained herein may not be suitable for
every situation. This work is sold with the understanding that the publisher and author is not engaged in rendering
legal or other professional services. If professional assistance is required, the services of a competent professional
person should be sought. Neither the publisher nor the author shall be liable for damages arising here from. The fact
that an organisation or website is referred to in this work as a citation and / or potential source of further information
does not mean that the author or the publisher endorses the information, the organisation or website may provide
or recommendations it may make. Further, readers should be aware that Internet websites listed in this work may
have changed or disappeared between when this work was written and when it is read.
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Introduction
My connection to corporate travel has been a long one. In fact
as far back as 1976, working for Thomas Cook, I was instructed
to step out and become the Business Travel business
development guy and go seek my fortune in the business travel
sector. When I started my own travel agency I created a
department called The Executive Alternative which was to
include designing travel management policies and taking
reservations at the client’s office, face-to-face. The leisure travel
segment was waffling a little at that time and so it was a prudent
move to try corporate travel.
My next corporate stint was to manage an agency that serviced
just two very large corporate accounts and then later on I joined
the Uniglobe organization as the Director of Training &
Development and at that time the company was focused purely
on small to mid-sized corporate accounts. The target at that
time for a new franchisee was zero to $1-2million in 18 months.
Since my Uniglobe days I have helped many of my own clients
move into the realm of corporate travel, designing travel
management policies, police compliance, negotiate with
suppliers on the accounts behalf and teaching agency business
development managers and account servicing teams how to
consult for more business. The words consult, consulting and
consultant are not used in the usual way to describe a travel
counsellor’s role – when it comes to corporate travel the term is applied to the role of a truly, well trained
Management Consultant which I describe for you in this Guide.
Today of course we have such marvelous technology that many corporate accounts are booking their own
travel and that’s fine. There are still many small businesses and mid-sized corporations too that need more
than a reservation to be made. There are in fact close to 27 potential profit centers from one corporate
account and I’ve given you a checklist in this Guide that you can use to decipher whether or not you are
winning every dollar of business from each of your accounts.
This is also a great time for Gen X & Y aged travel agents to enter the world of corporate travel and the
reason for that is the use of technology, mobile devices and apps. The combination of and an in-depth
knowledge of all three is what can and could set you apart from other agencies soliciting the same
account. So it’s an exciting time to be looking at the business travel, corporate travel, travel management
and unmanaged travel (you pick a name!) sector/s as an old, new, revived business sector to chase. Let’s
get you started.
Good luck!
Steve Crowhurst.
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After reading this Guide, continue your education with
regard to the technology that drives business travel, from
both the TMC and the client’s point of view. You will need
this knowledge no matter the size of account you focus on.
You should also automate anything you read about in this
Guide such as the Account Review Checklist.

Look for trade shows, conferences and meetings like the show listed above where
(as stated on their website) attendees learn from the experiences of fellow corporate travel buyers who
have adopted new technologies for managing travel management services and keeping tabs on their
travelers. With a look at the latest research from Business Travel News, attendees also gain valuable
insight on online booking tools and technology trends for the future.

You may also wish to start right here reading the Mobile Travel
Services report by Business Travel News.
After that, search for anything and everything you can that relates
to travel management technology for admin, accounting, back
room, booking systems, pricing programs, compliance, CRS
systems etc.
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Hands up if you were thinking that business travel is all about air, hotel and car? Well take a look
at the right hand column. Overall you have 27 potential sources of revenue from one corporate
account. Over and above the three generic Air, Hotel and Car segments then you have another
24 more to explore and some of those split into domestic, international and inbound!

1.AIR
2.HOTEL
3.CAR























Conferences
Conventions
DRP Consulting
Employee Travel Club
Green
Groups
Inbound business
Incentives (Sales, Non Sales)
Insurance Annual + KRE
Meetings
Private Jets
Relocation Services
Reverse RFI / RFP
Servicing Ng Traveller
T&E Business Consulting
Trade shows
Training
Travel Apps and Tools
Travel Mgmt. Strategies + P&P
Travel Safety 101
VIP Vacations

Not every account can offer you each of these 27 opportunities, however it’s worthwhile asking
the question of your existing accounts and any new accounts you are soliciting.
Generally speaking, very few accounts are ever asked by their agent of record as to whether or
not they require additional services as shown on this list. Many times when a disappointed travel
agent finds out their client booked their conference with a different agency they hear the
comment: “We didn’t know, you never told us, you didn’t ask…”
Our first step then is to review each of these 27 profit centers. Then once you have a definition
of each opportunity and how to service it, you’ll be able to make an informed decision as to
whether or not to chase this sector in general, or in fact to create a niche service and focus 100%
of your energies on building it.
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If you already have a number of corporate accounts, you should spend an hour or two each year
plotting and mapping what you know about each account. A typical response to this suggestion
is usually, “I know all about my accounts…” and that’s usually true, until we get stuck into the
mapping process.
What you are going to create here is a visual representation of the data – not numbers in a
column although that does enter into the exercise. Overall you’ll be mapping out what services
each account uses and by how much. You do this to determine how much each account costs to
service and you apply that figure against the revenue you generate from that account.
You can also map where your clients fly to, their routes, end cities, number of trip days, hotel
stays, hotel locations etc. Once you have this information in visual format you can start to plan a
variety of strategies.
One such strategy that can come out of this activity is this: when you identify let’s say that 15 of
your top account executives are all flying to the same city on a regular schedule… the obvious
thing that comes to mind is a Private Jet.
Why a private jet? Well, you can more or less choose the departure time, the cost is not that
much more than flying sched’ business class, and even if it is more there’s a time saving that
would be lost to checking in an hour or two before flight time etc. The PLUS: the traveller is in
more control and the networking is huge. Imagine 15 top executives travelling together… the
business potential is dramatic and out of your hands. The one danger of course is if this private
jet should crash – then 15 top executives are lost all at once. On a more cheerful note… the
chances of that happening sources say, are 11 million-to-one.
Account Mapping Grid
Your CRM / accounting system should be able to create these outcomes for you, however for
something to look at, here’s how you would map your accounts. You’ll set the criteria and the
values from Low to High etc. Determine how much each account uses the services that cost you
money. Add up the cost and compare against the revenue you generate from this account.
ACCOUNT
A
B
C

SERVICE 1
Low x 10
Mid x 20
Low x 5

SERVICE 2
Mid x 25
Low x 10
Low x 5

SERVICE 3
High x 100
High x 75
Low x 5

COST
$xxx
$xxx
$xxx

REVENUE
$xxx
$xxx
$xxx

P/L
$????
$????
$????
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There’s actually 30+ profit opportunities when you split Air, Hotel, Conferences
etc., into Domestic and International. There could be even more opportunities if
you also deal in Regional and Cross Border bookings and Corporate Inbound.
As you review each opportunity, nothing is carved in stone here, create your own
list and add to it as and when you see fit. Just keep it in mind to query the
domestic to international and inbound opportunity.
When you sit down with your existing client or prospect always, repeat always,
take a breath, put your pen down, move away from your laptop and ask this
question:
“So Darleen… I’m interested… tell me more about your expansion plans for the
coming 3 years… the reason I ask is that if you plan to be travelling farther afield
to other countries for instance then we need to be ready for you, and factor that
information into our own plans - if it’s not proprietary, what can you tell me?”

Okay here’s where we review each of the 27 profit centers and
we’ll start with the basic trio of Air, Hotel and Car.
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The Non-Sales Incentive is more often than not applied to administration, support & accounting
teams. This incentive is chased after just as hard as the sales incentive. The people that are
involved are just as eager to be on that beach, on that cruise or spending time at that resort to
wind down, shake off the corporate dust and chill out at the spa, golf or… visit the bar!
Here’s a selection of Non Sales Targets:
1.
2.
3.
4.
5.

Most new accounts serviced
Highest collection of overdue accounts
Highest reductions in…
Best call response times
Highest number of customer accolades

6. Most new clients registered
7. Meeting / surpassing divisional goals
8. Meeting personal goals
9. Meeting plan as a department
10. Highest number of post sales follow ups

You can look for this opportunity segment behind the scenes. Best to locate the Human Resource
manager and chat with them about what activity they would like to boost in the admin’
department, customer support etc. There is usually a need to increase speed, slow down, to make
sure a message is understood and that customers hear about the latest promotion.
All of these actions are not sales
activities, more like informational
and if the client is interested in
whatever it is, then they’ll connect
with the sales team. Reduce,
increase, update, list, file, cut costs…
these are elements of the non-sales
incentive.
“Here’s where I think we can
increase our response time…”

Your Notes:

Don’t forget that CRUISING is
now big business for the
INCENTIVE segment!
______________________________________________________________________________
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It takes a lot of work and effort to attract a corporate account to the point where
they want to meet you and listen to you, engage in a dialogue and sit through
your discovery session. The level of your Management Consulting skills and your
consultative selling techniques have sold this account to do business with you.
Now all you need to do to retain this account is to pave the way forward starting
with excellent communication, follow up and dazzling customer service!

______________________________________________________________________________
Page | 43

About The Author
Steve Crowhurst
Travel trade keynote speaker, trainer, author &
publisher.
Steve entered the retail travel industry in 1965 and has
worked from the front line to the executive floor, owned
and operated his own travel agencies, travel trade
training and consulting firms and has worked from a home
office for over 20 years.
In 2010 he published his 412 page book 273 “No Fluff - No
Theory” Marketing Ideas for Travel Agents; in June 2011
he published the first digital issue of Selling Travel
magazine, this was followed by Travel Agency Manager
and Travel Trade Supplier magazines in early 2013. In
October 2013 Steve published the first issue of IC Travel
Agent a digital magazine targeting the home-based travel
agent, ICs and OSRs.
Steve is now turning all of his workshops and webinars
into easy to read, street savvy eGuides. Check back often
at www.thetravelagentsstore.com for new titles.
If you would like Steve to speak at your conference or
convention, deliver management level webinars or work
with your executive team please email him directly:
steve@smptraining.com
A complete bio can be read here.
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THANKS FOR SHOPPING AT

There is always something new and exciting being created and
uploaded to the store so be sure to check back often.

www.thetravelagentsstore.com
______________________________________________________________________________
Page | 53

PUBLISHED BY

______________________________________________________________________________
Page | 54

