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MOBICA

FOUNDATION

B2B Hotel Supply Sales Philosophy

Selling to hotels is fundamentally different from retail or consumer sales. Hotel procurement is

relationship-driven, specification-heavy, and operates on long purchasing cycles. This methodology is

built for that reality.
6-18

Core Principles

23 Consultative, Not Transactional

Hotel buyers don't want a product pitch. They
need a partner who understands their operational
challenges -- guest satisfaction, housekeeping
efficiency, brand standards, and total cost of
ownership. Position yourself as an advisor first,
vendor second.

[11 Know Your Buyer's World

Study hotel operations. Understand RevPAR, ADR,
occupancy cycles, brand standards documents,
and renovation schedules. Speak their language --
"cost per occupied room" matters more than "unit
price" to a hotel buyer.
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REPEAT PURCH

(Y Long-Term Value Over Quick Wins

Hotel chain contracts span 3-5 years and
represent recurring revenue. Invest heavily in
relationship building and account development. A
single well-managed hotel chain account can
represent $500K-$5M+ in annual revenue for
Mobica for Integrated Industries.

4 Prove ROl in Their Terms

Every product recommendation must be backed by
data: cost per use, lifecycle savings, guest
satisfaction impact, or labor reduction. Hotels
measure everything -- your value proposition must
be equally rigorous.



MOBICA

BUYER JOURNEY

Hotel Procurement Process

Understanding how hotels buy is essential for aligning your sales process. Most hotel chains follow a
structured procurement cycle that creates specific windows of opportunity.

1 Need Identification (Months 1-2)

Triggered by: renovation project, brand standards update, contract expiration, quality complaint, cost
reduction initiative, or new property opening. Your opportunity: be the first supplier to identify the trigger
through InnLead.ai intelligence signals.

2 Specification Development (Months 2-4)

Internal teams (design, procurement, operations) draft product requirements and brand standards. Your
opportunity: provide input during spec development to ensure your products meet or exceed criteria.
Relationships with design directors are critical here.

3  RFPIssuance & Vendor Evaluation (Months 4-7)

Formal RFP issued to 4-8 suppliers. Evaluation committee scores responses on quality, price, sustainability,
references, and logistics capability. Your opportunity: submit a standout response (see RFP Response
Template).

4 Sampling & Testing (Months 7-10)

Shortlisted suppliers (typically 2-3) provide samples for on-property testing. Housekeeping, guests, and
operations staff evaluate over 30-60 days. Your opportunity: ensure flawless samples and proactive follow-
up during the trial.

5  Negotiation & Contract Award (Months 10-14)

Final pricing negotiation, contract terms, rollout plan. Multiple rounds typical. Your opportunity: be flexible on
terms, demonstrate partnership mindset, offer value-adds beyond price (training, merchandising support,
dedicated account manager).

¢ Implementation & Ongoing Management

Phased property rollout, ongoing replenishment, quarterly business reviews. Your opportunity: exceed
delivery expectations, proactively solve issues, and expand into additional product categories.
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MOBICA

STAKEHOLDER MAPPING

Identifying Decision-Makers

Hotel purchasing decisions involve multiple stakeholders across departments. Map the buying

committee early and tailor your approach to each persona's priorities.

2+ VP [ Director of Procurement = FINAL AUTHORITY

Role: \endor selection, contract negotiation, budget approval
Cares About: Total cost, vendor reliability, contract terms, risk mitigation
Speaks In: Cost per room, annual spend, contract value, savings vs. incumbent

(n) Director of Housekeeping ~INFLUENCER < F&BDirector = INFLUENCER

Cares About: Durability, ease of use, laundry Cares About: Presentation quality, food safety,
performance, staff feedback operational efficiency

Speaks In: Wash cycles, stain resistance, replacement Speaks In: Covers per service, breakage rate, guest
frequency, labor hours feedback scores

<~ Design Director = SPECIFIER /2 Facilities / Engineering = TECHNICAL
Cares About: Aesthetics, brand alignment, Cares About: Reliability, warranty, maintenance,
customization, sustainability installation

Speaks In: Color stories, design intent, texture, Speaks In: MTBF, warranty claims, service response
sourcing transparency time, TCO

(*) Multi-Threading Strategy

Never rely on a single contact within a hotel chain. Build relationships with at least 3 stakeholders across
procurement, operations, and design. If your single contact leaves, your deal shouldn't die. Use InnLead.ai to
identify all relevant contacts across departments.
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MOBICA

CONSULTATIVE SELLING

Discovery Questions by Buyer Type

The right questions demonstrate expertise and uncover real needs. Avoid generic guestions -- these are
tailored for each hotel buyer persona.

S+ For Procurement Directors

» "What's driving this sourcing review -- contract renewal, quality issue, or cost optimization?"
» "How many properties are in scope for this purchase, and are they all the same brand tier?"

» "What's your current cost per room for [product category], and what's the target?"

* "Who else is involved in the final vendor selection beyond your team?"

» "What's your procurement timeline -- when does the budget need to be committed?"

(@ For Housekeeping Directors

= "What's your biggest operational pain point with your current [products]?"

» "How many wash cycles are you getting before replacement? What's acceptable?”
» "What feedback are you hearing from guests about room amenities?"

» "How much staff time is spent on [product-related task] per room per day?"

+ "Have you tested any alternatives recently? What worked or didn't?"

$ For Design Directors

[ ]

"What's the design narrative for this brand/property? What feeling should the room evoke?"
« "Are there specific sustainability certifications required by the brand standards?"

= "What customization do you need -- colors, sizes, branding elements?"

* "Who are the other design partners on this project (architects, FF&E procurement firms)?"

« "What's the renovation timeline, and when do specifications need to be finalized?"

(v, Discovery Best Practice

Ask one question, then listen. The best sales reps talk less than 30% of the time during discovery. Take
detailed notes and send a summary email after each meeting to confirm understanding and demonstrate
professionalism.
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MOBICA

PRESENTING VALUE

Product Presentation Techniques

Your presentation must translate product features into hotel-specific outcomes. Every feature should link

to a guest experience improvement, cost reduction, or operational efficiency gain.

The Feature-Benefit-Proof Framework

FEATURE (WHAT IT
IS)

BENEFIT (WHY IT MATTERS)

PROOF (EVIDENCE)

Industrial-grade
construction

Quick-dry technology

Custom color
matching

OEKO-TEX certified

Lasts 2x longer than consumer-grade,
reducing replacement costs

Faster laundry turnaround, lower energy
costs per load

Seamless alignment with brand standards
across all properties

Meets Hilton/Marriott sustainability
procurement requirements

Presentation Formats by Context

(] Virtual Presentation (30 min)

"[Hotel Chain X] reduced annual spend
by 22% after switching"

"Lab-tested: 15% faster drying time =
18% energy savings"

"We maintain 200+ custom color
matches for brand clients"

"Certificate #{number], valid through
[date]"

22 On-Site Presentation (60 min)

» 5 min: Company credibility (hotel-specific) » Bring physical samples -- touch is everything

[

®

10 min: Product demo with close-up video
5 min: ROI calculator walkthrough
5 min: Case study relevant to their chain

5 min: Q&A and next steps

(1) Critical Rule
Never present products without first completing discovery. A presentation that doesn't address the buyer's

stated needs is a waste of their time. Customize every deck to reference their specific properties, challenges,
and brand standards.

INNLEAD.ai
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®

Set up a mini room vignette if possible

Include product comparison vs. their current
supplier

Walk the property with the buyer afterward

Leave a curated sample kit with pricing sheet



MOBICA

OBJECTION HANDLING

Common Objections & Responses

Objections are buying signals. Hotel buyers raise concerns because they're seriously evaluating you.
Prepare for these top objections specific to B2B hotel supply sales.

OBJECTION: PRICE
"Your price is higher than our current supplier.”

RESPONSE FRAMEWORK

Reframe from unit price to total cost of ownership. "l understand. Let me show you the full picture. Our
products last [X%] longer, which means you're replacing [fewer] times per year. When you factor in
replacement costs, labor to swap out, and guest satisfaction scores, our cost per occupied room is actually
[X%] lower. Let me walk you through the math with your property's occupancy data,”

OBJECTION: SWITCHING COSTS

"Switching suppliers is a big headache for our operations team."

RESPONSE FRAMEWORK

"Absolutely -- that's why we handle the heavy lifting. We provide a dedicated transition manager who
coordinates with your property teams, manages the rollout schedule, and ensures zero disruption to guest
service. We've transitioned [X] properties in the last year with a 98% on-time delivery rate. Would it help to
speak with our transition team directly?"

OBJECTION: EXISTING CONTRACT
"We're locked into a contract with our current vendor until {date]."

RESPONSE FRAMEWORK

"Perfect timing, actually. The best hotel procurement teams start evaluating alternatives 6-9 months before

contract expiration. That gives us time to run a proper trial at a pilot property, so you have real performance
data when the decision point arrives. Can we schedule a sample deployment for Q[X]?"

OBJECTION: UNFAMILIAR BRAND
"We've never heard of your company. How do we know you can deliver at scale?"

RESPONSE FRAMEWORK

"Fair question. We currently supply [X] hotel properties across [Y] brands including [reference chains]. I'd like

to connect you with [reference contact] at [hotel chain] -- they've been a client for [Z] years and can speak to
our reliability. We're also happy to start with a small pilot before committing to a portfolio-wide contract."

OBJECTION: QUALITY CONCERNS
“How do | know your products will hold up to our commercial laundry process?"

RESPONSE FRAMEWORK

"Great question -- durability under commercial conditions is our top testing priority. Our products are tested to
[X] commercial wash cycles before we approve them for hotel use. I'd like to send you a sample set to run
through your actual laundry process for 30 days. You'll see the performance data firsthand, and we'll compare
it against your current supplier's product side-by-side."

OBJECTION: MINIMUM ORDER QUANTITY
"Your MOQ is too high for our property size.”

RESPONSE FRAMEWORK

*| hear you. For independent properties, we offer a consolidated ordering program where we group smaller
orders together to hit volume thresholds. You get the same pricing without carrying excess inventory. We also
have a starter package designed for properties under [X] rooms -- would that work for your situation?"

OBJECTION: NEED CORPORATE APPROVAL
"l can't make this decision alone -- corporate procurement has to approve all vendors,”

RESPONSE FRAMEWORK

"Understood completely. Would it be helpful if | prepared a vendor qualification packet tailored to your
corporate procurement criteria? | can include our certifications, reference letters from similar-tier properties,
product specifications, and a cost comparison. I've helped other property-level managers get corporate
approval in as little as 4 weeks.”

OBJECTION: BAD PAST EXPERIENCE
"We tried switching suppliers once before and it was a disaster.”
RESPONSE FRAMEWORK

"l appreciate you sharing that. Can you tell me what went wrong? Understanding the specifics helps me explain
how our process is different. We assign a dedicated implementation manager, we do a phased rollout one
property at a time, and we maintain your existing supplier relationship until you're 100% satisfied with the
transition. No cliff-edge cutover.”

INNLEAD.ai



MOBICA

OBJECTION HANDLING ([CONTINUED)

Advanced Objections & Responses

These objections arise later in the sales process when buyers are seriously evaluating Maobica for
Integrated Industries but need final reassurance before committing.

OBJECTION: LEAD TIME
"Your lead times are too long. We need faster delivery.”

RESPONSE FRAMEWORK

"For standard products, we ship within [X] business days from our regional warehouse. For custom orders, lead
times are [X] weeks. Once we establish your par levels and ordering patterns, we can set up an auto-
replenishment program that ships before you even need to reorder. Many of our hotel clients never run out of
stock once they're on the program.”

OBJECTION: SUSTAINABILITY GLAIMS
"Every supplier cfaims they're sustainable. What proof do you have?"

RESPONSE FRAMEWORK

"Healthy skepticism -- | respect that. Rather than claims, here are our certifications: [list specific certs]. Each
comes with third-party audit documentation | can share. We also provide an annual sustainability report for our
hotel clients with measurable metrics: carbon reduction per room, waste diversion rates, and water usage data,
Want me to send you last year's report?"

OBJECTION: SATISFIED WITH CURRENT SUPPLIER
"We're happy with who we have. Why would we change?"”

RESPONSE FRAMEWORK

"That's great to hear -- a reliable supplier relationship is valuable. I'm not suggesting you drop them tomorrow.
What I'd love to do is earn a small piece of your business so you can compare our quality and service directly.
Many of our best clients started with a single product category trial. If we don't outperform, you've lost
nothing."

OBJECTION: NOT THE RIGHT TIME
"We just renewed our contracts. Call me next year.”

RESPONSE FRAMEWORK

"l understand the timing. Would it make sense to start a product trial now so you have 6-12 months of
performance data when your renewal comes up? That way you'll have real numbers to negotiate from --
whether you switch to us or use our pricing to leverage better terms with your current supplier. Either way, you
win."

OBJECTION: TOO SMALL / TOO BIG

"You're too small to handle our portfolio.” / "You're too big -- we'll get lost."

RESPONSE FRAMEWORK

For "too small": "Let me share our capacity numbers. We currently supply [X] rooms across [Y] properties. Your
portfolio would represent [2]% of our capacity -- well within our bandwidth. I'll connect you with [reference]
who manages a similar-sized portfolio." For "too big": "That's exactly why we created our dedicated account
team structure. You'll have a named account manager, a direct service line, and quarterly business reviews. Let
me introduce you to your dedicated contact.”

OBJECTION: BUDGET ALREADY ALLOCATED
"Our budget for this category is already committed for the year.”

RESPONSE FRAMEWORK

"That makes sense. Two things | can help with: First, if our cost per room is lower, the budget savings could be

redirected elsewhere -- | can model that for you. Second, let's get a trial running now so you have data for next
year's budget cycle. I'll also prepare a cost-savings analysis your team can present to leadership during budget
planning season.”

OBJECTION: COMMODITY PRODUCT

"This is 8 commodity. One supplier is the same as another.”

RESPONSE FRAMEWORK

"l understand that perspective. Let me ask: do your guests notice the difference between a 200-thread-count
and a 400-thread-count sheet? Your TripAdvisor reviews suggest they do. The real differentiator isn't the
product alone -- it's the total package: consistent quality across deliveries, on-time fulfilment, responsive
account management, and documentation for sustainability compliance. That's where commeodity suppliers fall
short.”

INNLEAD.ai



MOBICA

NEGOTIATION

Contract Negotiation Strategies

Hotel procurement teams are professional negotiators. Enter every negotiation with clear boundaries,

creative concession strategies, and the confidence that comes from knowing your value.

(/ Before You Negotiate

[

Know your walk-away price (minimum
acceptable margin)

Research the incumbent supplier's pricing
(InnLead.ai intel)

Prepare 3-4 concessions you can offer that
cost you little

Know who has final authority (don't negotiate
with non-deciders)

Prepare a "value stack" showing total savings
beyond unit price

Common Hotel Contract Terms

/\ Never Concede Without Getting

L]

Lower price? Ask for longer contract term or
higher volume commitment

Extended payment terms? Ask for exclusivity in
the product category

Free samples? Ask for a formal pilot program
with evaluation criteria

Rush delivery? Ask for standard terms on future
orders

Custom specifications? Ask for a multi-year
commitment

TERM

HOTEL'S TYPICAL ASK

YOUR COUNTER STRATEGY

Payment Terms

Price Protection

Net 60-90

Fixed price for contract
term

Volume None -- maximum
Commitment flexibility
Exclusivity Non-exclusive
Termination 30-day notice

INNLEAD. ai

Net 30 with 2% discount; Net 60 standard; Net 90 with
surcharge

Fixed for Year 1; CPl-linked adjustment capped at 3-5%
annually

Tiered pricing requires minimum annual commitment per
tier

Preferred vendor status in exchange for competitive
pricing

90-day notice with mutual cure period for quality issues



MOBICA

POST-SALE

Account Management

Winning the contract is only the beginning. The best hotel supply sales teams treat account management

as a revenue growth engine, not an afterthought.

Relationship Building Cadence

ACTIVITY FREQUENCY PARTICIPANTS PURPOSE

Order status check-in Weekly Account Manager + Buyer Proactive issue prevention
Performance review Monthly AM + Procurement Service metrics, satisfaction
Product innovation update Quarterly AM + Design + Procurement New product introductions
Quarterly Business Review Quarterly Senior leadership both sides Strategic alignment, expansion
Annual strategy session Annually VP-level both sides Contract renewal, growth plan

Cross-Selling & Upselling

»7 Expansion Signals to Watch

» New property announcements in hotel chain

4 Upsell Strategies

» Premium tier products for luxury brand

pipeline properties
» Renovation schedules published by the brand » Adjacent product categories (linens to towels to
robes)

» Brand standards updates affecting product

specifications

» Leadership changes in procurement or

» Custom-branded/private-label versions

» Sustainability-upgraded alternatives

OpEiaicr + Maintenance programs and extended
= Competitor product recalls or quality issues VENERIE
» Sustainability mandate changes requiring new » Training services for housekeeping/F&B teams

certifications

INNLEAD.ai



MOBICA

PIPELINE DISCIPLINE

CRM & Pipeline Management

A disciplined pipeline process ensures no opportunity falls through the cracks. Hotel supply sales cycles

are long -- CRM hygiene is non-negotiable.

Pipeline Stages
STAGE ENTRY CRITERIA EXIT CRITERIA Ll
PROB.
Prospecting InnLead.ai signal identified Initial outreach sent, contact identified 5%
(renovation, RFP, new build)
Qualification = Response received, discovery call Budget, authority, need, timeline 15%
scheduled confirmed
Discovery Discovery meeting completed Needs documented, stakeholders 25%
mapped, next step agreed
Proposal RFP response or custom proposal Proposal received, questions answered 40%
submitted
Sampling Samples shipped and under Positive feedback, shortlisted to final 2-3 60%
evaluation
Negotiation Commercial terms under discussion Terms agreed, contract routing for 80%
signature
Closed Won Contract signed Implementation kickoff scheduled 100%

CRM Data Requirements

[ Every Opportunity Must Include

» Hotel chain name and brand(s) in scope

» Number of properties and total rooms

A, Activity Minimums per Deal

» 2+ touchpoints per month on active
opportunities

« Product categories under evaluation » Meeting notes entered within 24 hours

s Ectimatad annual cohtract value » Pipeline stage updated same day as change

a0 Alistsleheider contacts andircies = Close date estimated and updated quarterly

» Loss reason documented on every closed-lost
deal

» Incumbent supplier (if known)

» Next action and due date
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MOBICA

STRATEGIC REVIEWS

Quarterly Business Review Framework

QBRs are the single most important retention and expansion tool. A well-run QBR transforms you from

"vendor" to "strategic partner" in the buyer's mind.

QBR Agenda Template (60 Minutes)

1

Performance Recap (10 min)

Present delivery metrics: on-time rate, order accuracy, defect/return rate, response time to issues. Compare
to SLA targets. Lead with wins, then address any gaps with corrective actions already underway.

Value Delivered (10 min)

Quantify the value Mobica for Integrated Industries has delivered: total savings vs. previous supplier, quality
improvements, guest satisfaction impact, sustainability progress. Use the buyer's own metrics where
possible.

Client Feedback & Issues (10 min)
Open floor for buyer concerns. Document everything. For any unresolved issues, provide a written action
plan with owners and deadlines before leaving the meeting.

Product Innovation Preview (15 min)

Share upcoming product launches, R&D pipeline, and industry trend insights. Bring samples of new products.
Position Mobica for Integrated Industries as an innovation partner, not just a fulfillment vendor.

Growth Opportunities (10 min)
Discuss expansion: additional properties, new product categories, upcoming renovation projects. Set specific
next steps with dates and owners.

Action ltems & Next Meeting (5 min)

Summarize all action items, assign owners, set deadlines. Confirm next QBR date. Send written summary
within 24 hours.
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MOBICA

PERFORMANCE METRICS

Sales Team KPls & Metrics

What gets measured gets managed. These KPIs are calibrated for the B2B hotel supply sales cycle --

longer deals, higher values, and relationship-dependent outcomes.

Activity Metrics

50+ 812

Pipeline Metrics

METRIC TARGET MEASUREMENT

Pipeline Coverage 3-4x quota Total weighted pipeline / quarterly quota
Average Deal Size Increasing QoQ Total closed revenue [ number of deals

Win Rate 25-35% Deals won [ deals at proposal stage or beyond
Sales Cycle Length Decreasing QoQ Average days from qualification to close

New vs. Expansion Revenue 40% new [ 60% expansion

Revenue & Retention Metrics

¢ Revenue Targets

L

L

Annual revenue quota per rep
Quarterly booking targets

Net revenue retention (target 110%+)
Gross margin per account

Revenue per hotel room supplied

(¥ InnLead.ai Integration

InnLead.ai provides real-time hotel procurement signals -- renovation filings, RFP announcements, leadership
changes, and new property openings -- that feed directly into your prospecting pipeline. Visit
https://mobica.net to connect your CRM and start receiving automated lead alerts for Furniture & FF&E
opportunities.
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Revenue from new logos vs. existing accounts

2 Account Health

]

]

L

Customer satisfaction score (quarterly survey)
Contract renewal rate (target 90%+)

Number of stakeholder relationships per
account

QBR completion rate

Issue resolution time (target under 24h)



