[bookmark: _8y6qinabepii]USAEV Core Travel Sales Academy Day 2 Study Guide & Field Playbook: Prospecting and Book of Business
[bookmark: _8iz1iflmoedq]1. Day 2 Overview & Operational Objectives
Day 2 of the USAEV Core Travel Sales Academy focuses on  Prospecting and Book of Business . The primary mission of this module is to transition the travel advisor from a passive order-taker to a proactive, systematic seller capable of building and maintaining a predictable, repeatable sales pipeline.
[bookmark: _urnd0j92m5ag]Core Focus & Revenue Logic
Revenue in the travel industry is driven by pipeline building, repeat clients, referrals, specialization, and advisor productivity. A sustainable travel business cannot rely on random inbound inquiries; it requires a structured prospecting engine that feeds qualified leads into the  Travel Dakdan GoHighLevel  customer relationship management (CRM) system.
[Prospecting Engine: 8 Lead Channels] 
                 │
                 ▼
[Travel Dakdan GoHighLevel: Contact Hygiene & Segmentation]
                 │
                 ▼
[Sales Pipeline: New Lead ➔ Discovery ➔ Proposal ➔ Booking ➔ Service]
                 │
                 ▼
[Retention & Advocacy: Review ➔ Referral Request ➔ Repeat Trip]

[bookmark: _yuos27y2wdv7]Brand Hierarchy & Operating Rules
When engaging prospects across various verticals, advisors must adhere to the legal and structural parameters established by the enterprise:
· Operating Entity:   USA Entertainment Ventures LLC (USAEV)  is the overarching legal, licensing, and operating brand.
· Specialty Programs & Marketing Channels:  Brands such as Zoo Media, Dream Spas, Grow Ministry, Ride Fear Free, Sports Media, and Fanz represent specialized marketing programs beneath the legal entity.
· Credentialing Notice:  Internal USAEV certifications and specialty endorsements are company-issued competency credentials. They must never be represented as state seller-of-travel registrations, government licenses, or third-party accreditation (e.g., IATA, TRUE, CLIA) unless those specific external credentials have been independently earned and verified.
[bookmark: _sqkhgbxe2nw]Synthetic Intelligence (SI) Operating Standard
Advisors use SI to accelerate research, draft outreach materials, structure target lists, and roleplay prospecting conversations. However, the  SI Operating Standard  strictly dictates:
1. SI accelerates research and execution, but the advisor remains solely responsible for factual verification, compliance, and recommendations.
2. Never input sensitive payment credentials, private client details, or restricted supplier access credentials into an unapproved SI system.
[bookmark: _bh8fhz60jx5t]2. Building a Repeatable Prospecting System
A repeatable prospecting system removes guesswork from lead generation by establishing daily outreach routines, multi-channel sourcing, and strict CRM tracking.
[bookmark: _lqtezx39nvit]Transitioning from Order-Taker to Proactive Seller
Order-takers wait for clients to request specific flights or hotels, leaving revenue to chance. Proactive sales specialists cultivate relationships within high-probability affinity groups, identify travel triggers, and propose customized specialty solutions before a prospect explicitly asks.| Operational Dimension | Order-Taker Approach | Proactive Specialty Seller Approach || ------ | ------ | ------ || Lead Generation | Waits for incoming family/friend inquiries. | Actively channels prospects across 8 structured lead sources. || CRM Utilization | Stores names on paper, spreadsheets, or phone lists. | Centralizes records in Travel Dakdan GoHighLevel with strict tags and next actions. || Product Alignment | Sells generic travel based purely on price. | Matches buyer personas directly to USAEV Specialty Endorsements. || Follow-Up Routine | Inconsistent or non-existent after initial contact. | Maintains a scheduled follow-up cadence and systematic referral engine. || Revenue Control | Unpredictable, seasonal income spikes. | Consistent pipeline flow measured by standardized key performance indicators (KPIs). |
[bookmark: _hjuwb6s7wm9]3. Deep Dive: The 8 Lead Generation Channels
To build a robust book of business, advisors must develop and maintain eight distinct lead generation channels. Sourcing leads across multiple channels prevents pipeline stagnation and maximizes reach across diverse market segments.
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[bookmark: _c2smoyf2xxb0]Channel 1: Personal Network
· Definition:  Immediate social and professional circles, including family, friends, former colleagues, neighbors, and community acquaintances.
· Target Buyer Personas:  Affluent leisure travelers, couples planning milestone trips, family vacation planners.
· Execution Strategy:  Conduct warm, consultative outreach. Introduce your professional status as a certified travel advisor and highlight specific specialty areas (e.g., Dream Spas Luxury & Wellness or USAEV Cruise Travel).
[bookmark: _isfo3nhjg1v4]Channel 2: Referrals
· Definition:  Warm leads introduced by current clients, personal contacts, or professional partners who have experienced or observed your expertise.
· Target Buyer Personas:  High-intent travelers with built-in trust derived from the referring party.
· Execution Strategy:  Execute a structured referral ask immediately following successful trip completion or positive service touchpoints.
[bookmark: _pwpn3vc4ytl1]Channel 3: Organizations
· Definition:  Formal groups, non-profits, institutions, and affinity bodies with collective travel needs.
· Target Buyer Personas:  Churches, mission organizations, schools/universities, local athletic clubs, business associations, and corporate boards.
· Specialty Alignment:
· Churches & Ministries  $\rightarrow$  Grow Ministry Faith-Based Travel / Missionary Travel
· Educational Institutions  $\rightarrow$  Zoo Media Safari / Aquatic Educational Trips
· Sports Associations  $\rightarrow$  Sports Media / Esports & Team Travel
[bookmark: _mwg5if3oewuu]Channel 4: Social Media
· Definition:  Targeted digital presence and engagement across public social media platforms and online communities.
· Target Buyer Personas:  Niche enthusiasts, conservationists, scuba divers, motorcycle riders, esports fans, and luxury travelers.
· Execution Strategy:  Publish educational, value-driven consumer content (such as blog insights and itinerary overviews generated via the NotebookLM Asset Factory). Focus outreach on engagement rather than aggressive pitching.
[bookmark: _nl7qe12qfp33]Channel 5: Partnerships
· Definition:  Strategic business-to-business (B2B) alliances with complementary, non-competing service providers.
· Target Buyer Personas:  Clients of local dive shops, motorcycle dealerships, luxury spa facilities, medical tourism facilitators, and sports training centers.
· Execution Strategy:  Establish formal cross-referral arrangements with local business owners. Offer specialized travel planning logistics to add value to their existing customer base.
[bookmark: _5ha48yj4zhlp]Channel 6: Events
· Definition:  In-person or virtual gatherings, expos, trade shows, community meetings, and networking events.
· Target Buyer Personas:  Event attendees with active, defined interests (e.g., motorcycle rallies, travel expos, bridal expos, esports tournaments).
· Execution Strategy:  Collect contact details through structured event intake forms, land-page sign-ups, or card exchanges, ensuring immediate entry into Travel Dakdan GoHighLevel.
[bookmark: _25myitcunzz5]Channel 7: Prior Customers
· Definition:  Past travel clients who have previously completed a booked itinerary through your agency.
· Target Buyer Personas:  Repeat travelers, annual vacation planners, and corporate clients with ongoing travel requirements.
· Execution Strategy:  Implement automated and manual nurture cadences, pre-trip/post-trip touchpoints, anniversary check-ins, and next-trip reactivation campaigns.
[bookmark: _g5jn3qxbw3nb]Channel 8: Outbound Prospecting
· Definition:  Direct, proactive contact made with targeted individual or organizational prospects with whom you do not have a prior relationship.
· Target Buyer Personas:  Corporate travel procurement officers, athletic directors, church administrators, esports league organizers, and executive retreat planners.
· Execution Strategy:  Conduct tailored corporate or organizational research. Initiate contact using personalized, consultative opening lines focused on solving specific coordination, logistics, or budget challenges.
[bookmark: _827ndzkned6d]4. Building and Segmenting the 100-Name Prospect List in Travel Dakdan GoHighLevel
The practical requirement for Day 2 is to construct and segment a  100-Name Prospect List  within Travel Dakdan GoHighLevel.
[bookmark: _qhni8nesmxq7]List Sourcing and Hygiene Standards
Advisors must build their database while maintaining absolute compliance with privacy and system boundary rules:
· Data Separation Rule:  Advisors must build a personal prospect database  without  mixing personal contacts with restricted sources or agency-owned confidential lists.
· Lifecycle Separation Rule:  The student/advisor training lifecycle must remain entirely separate from the traveler reservation pipeline within Travel Dakdan GoHighLevel to prevent automated communications from firing incorrectly.
· Contact Hygiene Mandate:  Every prospect record entered must be fully detailed. Records with missing required fields are non-compliant.
[bookmark: _vfeq2625b4sc]Required Fields for Prospect Records in Travel Dakdan
When entering prospects into Travel Dakdan GoHighLevel, advisors must complete the following fields:
1. First & Last Name
2. Email Address
3. Phone Number
4. Lead Source / Recruitment Channel  (e.g., Personal Network, Event, Outbound)
5. Consent Indicator  (Express consent to receive communications)
6. Travel Specialization Tag  (Mapped to USAEV specialty vertical)
7. Opportunity Stage / Pipeline Status
8. Next Action Date & Required Note
[bookmark: _cjv5jxjb4e8d]Segmentation Framework & System Tags
Prospects must be tagged based on their primary travel need, interest, or organizational profile to enable targeted nurture campaigns.| Brand / Program Entity | Specialty Endorsement Vertical | System Tag in Travel Dakdan | Ideal Buyer Profile / Prospect Target || ------ | ------ | ------ | ------ || Zoo Media | Safari Travel Specialist | travel_cert_safari | Zoo/aquarium members, conservationists, photographers, eco-tourists. || Zoo Media | Aquatic Adventures Specialist | travel_cert_aquatic | Scuba dive clubs, marine biology groups, reef/snorkeling enthusiasts. || Dream Spas | Luxury & Wellness Specialist | travel_cert_luxury | High-net-worth individuals, executives, couples, milestone planners. || Grow Ministry | Faith-Based Travel Specialist | travel_cert_faith | Church leaders, Bible study groups, pilgrimage planners, ministry heads. || Grow Ministry / USAEV | Missionary Travel Specialist | travel_cert_mission | Mission leaders, faith-based non-profits, humanitarian groups. || USAEV Core | Cruise Travel Specialist | travel_cert_cruise | Couples, retirees, family reunion planners, affinity group leaders. || Ride Fear Free | Motorcycle Adventure Specialist | travel_cert_motorcycle | Motorcycle owners, riding club members, rally participants, adventure seekers. || Sports Media / USAEV | Sports Travel Specialist | travel_cert_sports | Sports fans, corporate sponsors, alumni groups, VIP event travelers. || Sports Media Charter | Team Charter Specialist | travel_cert_charter | Athletic directors, collegiate teams, corporate executive teams, tour managers. || Fanz / Esports | Esports & Team Travel Specialist | travel_cert_esports | College esports directors, high school coaches, tournament organizers. || Sports Medical / USAEV | Medical & Recovery Logistics | travel_cert_medical | Patients undergoing distant care, companions, recovery travel coordinators. || USAEV Core | Corporate & Group Specialist | travel_cert_corporate | Corporate administrative assistants, HR managers, conference/retreat planners. |
[bookmark: _p7t75jrk3yzg]Sales Pipeline Stage Architecture
Once entered, leads move sequentially through the standardized Travel Dakdan Sales Pipeline:
1. New Travel Lead
   └─► 2. Discovery Scheduled
        └─► 3. Discovery Complete
             └─► 4. Research / Supplier Verification
                  └─► 5. Proposal In Development
                       └─► 6. Proposal Sent
                            └─► 7. Follow-Up
                                 └─► 8. Decision Pending
                                      └─► 9. Deposit / Booking Authorization
                                           └─► 10. Booked
                                                └─► 11. Pre-Travel Service
                                                     └─► 12. Traveling
                                                          └─► 13. Post-Travel Follow-Up
                                                               └─► 14. Review Requested
                                                                    └─► 15. Referral Requested
                                                                         └─► 16. Repeat / Reactivation

[bookmark: _1emuwl7j94m]5. Referral Mechanics and Scripting Engine
Referrals represent the highest-converting, lowest-cost lead generation channel. However, advisors cannot rely on passive referrals; they must implement systematic referral mechanics.
[bookmark: _92j4l8i45gk]The Referral Mechanics Lifecycle
1. Timing the Ask:  The ideal window to request a referral occurs during and immediately after the  Post-Travel Follow-Up  stage, when client satisfaction and enthusiasm are at their peak.
2. Specificity:  Generic requests (e.g., "Tell your friends about me") fail. Referral asks must specify the exact specialty or travel category experienced by the client.
3. Quantification:  Ask the client to identify  one or two specific individuals or organizations  currently planning travel.
[bookmark: _rafetvze73bk]Referral Measurement Metric
Advisors track their referral performance using the standard agency KPI formula:  $$\text{Referral Rate} = \frac{\text{Referral Leads Received}}{\text{Total Customers Served}}$$
[bookmark: _qrlcjfqrxh04]Field-Tested Referral Scripts
[bookmark: _xd347j5zyg4a]Script A: Post-Trip Client Referral Ask (Specialty-Specific)
"Welcome home! I am so glad to hear that the safari experience exceeded your expectations and that the private game drives were flawless. My business relies on working with passionate travelers like you. Do you know one or two members of your photography club or conservation group who are thinking about their next major wildlife trip? I would love to extend the same level of detailed planning to them."
[bookmark: _ams7omqp0hrx]Script B: B2B / Organizational Referral Ask
"It was a pleasure coordinating the logistical logistics and room blocks for your annual ministry leadership retreat. Now that this event is successfully wrapped up, do you know one or two other church administrators or regional ministry heads who are currently struggling to organize their group air or upcoming mission team travel?"
[bookmark: _stntedtmbd7f]Script C: Past Customer Reactivation & Referral Prompt
"Hello Client Name, I was reviewing our past itineraries and noticed it has been nearly a year since your luxury wellness retreat in Sedona. I am checking in to see if you are ready to begin engineering your next getaway. Also, if you have any colleagues or friends currently looking for executive retreat options, I would be grateful for an introduction."
[bookmark: _i2u89nxmon5l]6. Field Playbook: Practical Drills & Roleplay Frameworks
To convert prospecting knowledge into practical competency, Day 2 requires execution of practical list-building and consultative prospecting roleplays.
[bookmark: _xjr9rxpezav0]Prospecting Opening Lines Across Lead Channels
· Personal Network Opening:"Hi Name, I’m reaching out because I’ve recently earned my certification as a USAEV Travel Sales Specialist, focusing specifically on luxury wellness resorts and ocean cruises. I know how much you value high-end travel, and I’d love to learn about what trips you have on your horizon for this year."
· Partnership / B2B Opening:"Hello Partner Name, I admire the dive community you’ve built here at Business Name. Many dive shops run into logistical headaches when arranging group airfare and liveaboard accommodations for international trips. I specialize in aquatic adventure logistics through Zoo Media, and I’d love to explore a partnership to handle travel coordination for your group trips."
· Outbound Corporate Opening:"Hello Name, I coordinate group travel logistics for executive retreats and sports teams at USA Entertainment Ventures. I’m reaching out to see who on your team handles travel procurement for your upcoming quarterly meetings, and whether having a dedicated specialist manage your room blocks and transfers would save your office time."
[bookmark: _noly8az8qoac]100-Name Prospect List Execution Checklist
Advisors must complete the following practical checklist during their Day 2 operational lab:
·   Step 1:  Access the Travel Dakdan GoHighLevel subaccount.
·   Step 2:  Gather names from personal networks, social channels, past clients, and organizational contacts.
·   Step 3:  Perform a mandatory data hygiene check (verify full name, phone, valid email, and source).
·   Step 4:  Ensure zero mixing of personal/external prospect lists with restricted agency data.
·   Step 5:  Enter 100 complete prospect contacts into Travel Dakdan.
·   Step 6:  Assign at least one specific vertical tag (e.g., travel_cert_luxury, travel_cert_faith) to each contact based on likely travel needs.
·   Step 7:  Set a mandatory  Next Action Date  and initial note for all 100 records.
·   Step 8:  Move contacts into the "New Travel Lead" pipeline stage.
[bookmark: _drkz3wygmpp2]7. Daily Evidence Standards & Assessment Gates
To achieve signoff for Day 2, advisors must generate five mandatory items of evidence in their training file and pass the daily operational evaluation.
[bookmark: _floe1ves0q76]Mandatory Daily Evidence Deliverables
┌────────────────────────────────────────────────────────────────────────┐
│                        DAY 2 EVIDENCE PACKAGE                          │
├────────────────────────────────────────────────────────────────────────┤
│ 1. Completed Worksheet or CRM Record (100-Name Segmented List)         │
│ 2. Practical Demonstration / Roleplay (Prospecting Outreach Session)  │
│ 3. Daily Knowledge Check Completed (Score Minimum Standard Met)        │
│ 4. Instructor or Peer Feedback Recorded in Student Log                │
│ 5. Next-Day Improvement Commitment Documented                          │
└────────────────────────────────────────────────────────────────────────┘

1. Completed Worksheet / CRM Record:  Proof of 100 properly formatted, segmented, and tagged prospects in Travel Dakdan GoHighLevel.
2. Roleplay / Practical Demonstration:  Execution of at least one recorded or observed prospecting outreach call using an approved opening line and referral framework.
3. Knowledge Check:  Completion of the Day 2 diagnostic assessment covering lead generation channels, CRM hygiene, and referral mechanics.
4. Instructor / Peer Feedback:  Documented evaluation notes from an instructor or peer reviewer entered into the advisor's  Student Workbook and Production Log .
5. Next-Day Improvement Commitment:  A documented action statement identifying one specific prospecting skill to refine on Day 3.
[bookmark: _6lmvbbzcvtnd]Evaluation & Scoring Rubrics
[bookmark: _7yr0hbtag1j]CRM Practical Evaluation (Target: 90%+ Pass Standard)
Evaluators score the Travel Dakdan setup against strict compliance criteria:
· Contact Completeness (0-3 pts):  All required fields (Name, Email, Phone, Source, Consent) present.
· Segmentation Quality (0-3 pts):  Accurate application of specialty tags mapped to buyer fit.
· Pipeline Placement (0-3 pts):  Contacts correctly assigned to the initial pipeline stage without mixing lifecycle stages.
· Task & Next Action Definition (0-3 pts):  Clear, actionable follow-up tasks assigned with due dates.
· Passing Standard:  Zero missing required fields; score  $\ge 90\%$ .
[bookmark: _2yhhvm73bftt]Prospecting Roleplay Evaluation Rubric
Scored on a scale of 0 (Missing), 1 (Weak), 2 (Competent), to 3 (Strong):| Criterion | 0 - Missing | 1 - Weak | 2 - Competent | 3 - Strong || ------ | ------ | ------ | ------ | ------ || Opening Line Clarity | Unclear, rambling introduction. | Mentions travel, but lacks clear positioning. | Clear introduction of advisor status and value. | Compelling opening tailored specifically to prospect persona. || Channel Appropriateness | Message does not match lead source. | Generic pitch ignoring prospect context. | Message fits lead source (e.g., warm network vs B2B). | Highly customized message demonstrating niche understanding. || Referral / Next-Step Ask | Fails to ask for next action or referral. | Weak, hesitant ask ("Maybe let me know"). | Asks for a discovery call or referral clearly. | Precise ask focused on specific travel needs or 1-2 contacts. || Professional Tone | Unprofessional or overly aggressive. | Pushes products prematurely without listening. | Professional, consultative, and courteous. | Highly consultative, confident, and client-centered. |
[bookmark: _xn2b5vccjgxe]8. Compliance, Privacy, and Verification Guardrails
All prospecting and database activities must remain strictly within legal, operational, and ethical boundaries.
[bookmark: _y05qk2t8a1w3]Critical Compliance Items (100% Required)
· State Seller-of-Travel Laws:  Before conducting active outreach or authorizing sales activity in specific jurisdictions, state-specific seller-of-travel requirements must be verified.
· Credential Representation Guardrail:  Advisors must clearly distinguish internal USAEV certifications from government licenses or third-party accreditations. Never claim external credentials (IATA, TRUE, CLIA, state licenses) that have not been independently granted and verified.
· Data Privacy & Insecure Handling Forbidden:
· Obtain proper consent before adding contacts to automated messaging workflows.
· Never store client payment details, passport credentials, or private notes in public fields, unapproved SI tools, or unencrypted external files.
· Data Separation:  Do not mix personal prospect lists with restricted agency data or copy supplier portal access credentials into training materials or CRM notes.
· Marketing Claims & Guarantees:
· Never promise unconfirmed rates, supplier upgrades, or guaranteed availability during prospecting calls.
· Avoid making unsupported safety, health, or medical claims (especially when prospecting for Medical & Recovery or Motorcycle Adventure Travel).
· All pricing, policies, and availability must be verified directly against live, approved supplier sources before presenting formal figures to prospects.
[bookmark: _288cowps92bl]9. Day 2 Quick-Reference Summary & Next Steps
[bookmark: _c3v5kpckt48]Summary Checklist for Day 2 Mastery
· x Memorized the 8 core lead sources.
· x Understood the legal entity hierarchy ( USA Entertainment Ventures LLC  as legal/operating entity; specialty programs as marketing channels).
· x Built and entered a clean  100-Name Prospect List  in Travel Dakdan GoHighLevel.
· x Tagged all prospects with appropriate system tags (travel_cert_...).
· x Practiced specialty-specific referral scripts and post-trip ask mechanics.
· x Logged all 5 required evidence deliverables in the  Student Workbook and Production Log .
[bookmark: _lzc6q8xu9917]Transition to Day 3
With a structured book of business and 100-name prospect list established in Travel Dakdan GoHighLevel, the advisor moves to  Day 3: Discovery and Qualification . On Day 3, advisors learn how to convert warm prospects into active sales opportunities by running structured 20-minute discovery interviews, capturing client constraints, budget, and risk factors, and documenting needs for itinerary design.

