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Why Focus on Distribution?
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Why the Distribution Matters
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 Spread seasonal revenue and cashflow risk through diversity of distribution channel 
and touchpoint opportunities

 Create a broad and effective ‘billboard effect’ for your business and the destination

 Access market opportunities that are currently not being accessed or to which 
your business is currently invisible

 Managing and control  the high distribution and marketing costs of accessing and 
promoting to certain markets, particularly in the international markets  

 Take advantage of and learn from highly experienced marketers in each distribution channel 
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Tourism Distribution Fundamentals Workshop

What is Tourism Distribution and 
Understanding the Channels? 
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Distribution is Driven Destinationally based upon perception and expectation

Always Promote the Destination First! And then 
your Product and Services
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Tourism Distribution Fundamentals

It’s all about connecting Customers to your Experiences, Products, Services
Taking them from here: To here:

How do you get found, understood, chosen and booked from the other side of the world? 
Only the internet or social media??

However.. Not that simple in a world of increasing clutter and competition!
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Tourism Distribution Fundamentals

 Insight – Access to the latest Market Intelligence and Research
 Marketing Opportunities (advertising, famils, online activity etc.)
 Trade and Consumer Shows
 Networking Opportunities
 Access to Resources and Advice
 Training and Development 
 Opportunity for you to have a voice
 Representation... An extension of your marketing team
 Distribution – Both within Australia and globally

Benefits of working closely with your TEL, TEQ and TA
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Layers and Players in the Global Tourism Industry Structure

Destination Organisation Sector
Industry Representative Bodies and Organisations
UNWTO, Pata, AHA, ATEC, Tourism Industry Associations, etc

Destination marketing organizations (DMOs)
National tourist offices (NTOs) – Tourism Australia
State Tourist Organisations (STO’s) – Tourism Victoria
Regional Tourism Organisations (RTO’s) – Grampians Tourism – RTB’s
Local Tourist Offices (LTO’s)
Tourist associations

Destinational Attractions Sector
Theme parks
Museums and galleries
National parks
Wildlife parks
Gardens
Heritage sites and centres
Sports/ activity centres
Themed retail/ leisure/ entertainment centres
Festivals and events
Plus… Beaches, Culture, Nature, Experiences, etc

Transport sector
Airlines
Shipping lines/ ferries/boats
Railways
Bus/ coach operators
Car rental operators
Plus…. Bike riding, Horse Riding, Walking, etc

Accommodation sector
Hotels/ motels
Guest houses/ B & B/ Farm houses
Apartments/ flats/ villas/ cottages
Condominiums/ time share resorts
Conference/ exhibition centres
Static and touring caravans/ camping sites
Resorts – Luxury, Eco, Family, etc
Mobile Accommodations – Cruises, Trains, etc
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Layers and Players in the Global Tourism Industry Structure

Travel and Accommodations Organising Sector
Tour operators/Packagers
Tour and Travel Wholesalers
Inbound Tour Operators (ITO’s)
Retail Travel Agents
Online Travel Agents (OTA’s)
Meetings, Incentive, Conference and Events organizers (MICE)
Booking Agencies and Aggregators (e.g. accommodation sites, RTB’s)
Travel and Accommodation Representative Organisations (eg Franchise Groups)
Travel and Accommodation Buying Groups (eg Consortia, Sector Specialists)
Social Media Platforms and Search Engines
Direct……! Others emerging…..???
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Layers and Players in the Global Tourism Industry Structure
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Trade Distribution – Retail Agents  

What is a Retail Agent? – Located in market in Domestic and Overseas
 Traditionally they have been ‘bricks and mortar’ a shop front
 They are the conduit between the consumer and the wholesaler whether that be internationally or 

domestically
 Internationally Retail Agents are the generally the first point of contact in market for overseas 

destinations such as Australia and Queensland. Often have limited knowledge
 Aussie Specialist international agents are ‘in market retail agents’ that are trained and supported 

with a specialist level of knowledge about Australia 
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Trade Distribution – Wholesale Agents  

What is a Wholesaler? 
 Traditionally act as a business conduit between the retail agent and the supplier in the 

domestic market
 Wholesalers are one-stop in-market product and destination experts
 Whether it be domestic or international, a wholesaler develops itineraries and/or holiday 

packages and touring programs that can be sold either to retail or directly to consumer
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Trade Distribution – Wholesale Agents  

Branded Tour Operators, Hoteliers, and Airlines
 These are generally high profile branded tour operators such as APT or AAT Kings, or 

high profile branded hotel chains such as Accor or Mantra whom often package with and 
or directly promote other operators products and services as add-ons or complementary 
services to their own offerings

 Many of these businesses effectively operate as a wholesaler or retailer of other products 
and services  
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Trade Distribution – International Wholesale Agents  

What is an International Wholesaler? – Located in market OS

 Traditionally act as a business conduit between the in market retail agent and the local 
supplier in the domestic market or between the an inbound tour operator and the retail 
agent in an the international market

 Wholesalers are one-stop in-market product and destination experts (through close 
connection with ITO’s in destination)  

 Whether it be domestic or international, a wholesaler develops itineraries and/or packages 
and touring programs that can be sold either to retail or directly to consumer
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Trade Distribution – Inbound Tour Operators (ITO’s)  

What is an Inbound Tour Operator? (ITO) – On the Ground

 Traditionally dealing exclusively in the international markets this has now changed
 They are based here in Australia (on the ground)
 Their distribution is entirely overseas (traditionally but changing)
 They are the conduit between your product and either wholesale or retail clients in international markets
 They contract and package product locally for promotion and sales in international markets
 They also handle the international business trading requirements of sales 
 Important to know; that a very significant volume of the international market business still go through an 

Inbound Tour Operator 
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Trade Distribution – Online Travel Agents (OTA’S)

What is an Online Travel Agent? (OTA) – Anywhere!

Deals exclusively in the online environment
 Last minute or distressed inventory sites ie. www.needitnow.com.au or www.lastminute.com.au -

Suppliers sell at dynamic prices, based on daily availability
Websites operated by established retailers, wholesalers and inbound tour operators as an extension of 

traditional operations. Some sites can be accessed by the consumer, others require user password 
and are dedicated trade only sites.

Dedicated ‘e-travel companies’ websites where consumers can purchase a product or an entire 
holiday package online. Examples: www.expedia.com.au or www.travelocity.com, booking.com
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Trade Distribution – Metasearch Sites (Aggregators)

Essentially a “search engine for search engines”, metasearch sites allow travellers to easily compare all of 
the available rates for a property, sourced from a variety of online sites, on a single page. Popular 
metasearch sites include Kayak, Trivago, Hipmunk, Skyscanner, Hotels Combined, Google Hotel Finder 
and, most recently, TripAdvisor. Metasearch channels have steadily increased in popularity in recent 
years. According to PhoCusWright, 54% of Chinese travellers, 36% of American travellers and 35% of 
British travellers used metasearch engines to compare rates in 2014

Metasearch sites are popular with consumers because they can significantly reduce the amount of sites 
visited while planning an upcoming trip. Many hotel marketers aren’t aware that they can work directly with 
metasearch sites as a channel to drive direct bookings. Currently, some of the big hotel brands bid on 
metasearch channels, but few independent hotels do. However, the majority of listings on metasearch sites 
are dominated by the OTAs. On Kayak, for example, a study from L2 found that OTAs made up 96.4% of 
first-page booking listings.

©2016 iimagine Pty Ltd – All Rights Reserved17/03/2016

Search engine for search engines



Trade Distribution – Social and Search Platforms

TripAdvisor Instant Booking
TripAdvisor has been busy rolling out its new Instant Booking product, which allows travellers to book rooms without 
leaving the site or mobile application. Hotels can bid for placement based on a commission model of between 12-
15%. When a traveller selects a hotel, TripAdvisor passes the booking on to the hotel to complete. Many of the 
major hotel groups have joined Instant Booking, including Accor, Marriott, Carlson Rezidor, Best Western, Choice 
Hotels, Wyndham and Preferred Hotels & Resorts, as well as numerous independent hotels. According to 
TripAdvisor, more than 235,000 properties now participate in the Instant Booking program. 

OTAs initially refused to participate, but in October 2015 Booking.com was the first major OTA to announce that it 
will be joining the program. As of September 2015, TripAdvisor Instant Booking was available to all users in the 
U.S. and the U.K. The company plans to roll the program out internationally. For more information visit TripAdvisor.
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Trade Distribution – Social and Search Platforms

Google Hotel Ads Commission Program

Google recently announced that it has retired its Hotel Finder 
product and is integrating more booking capabilities and amenity 
information into search results. Google’s new Hotel Ads 
Commission Program allows hotels to bid on placement based on 
what it terms as “industry standard commissions” on actual bookings 
rather than the usual cost-per-click model. These commissions are 
reportedly similar to TripAdvisor’s, at between 12-15% of room 
rates. As with TripAdvisor Instant Booking, Book on Google allows 
travellers to book hotels right from Google; Google passes the 
booking on to the hotel for
completion.
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Tourism and Travel Distribution – 2016 Trends 
Mobile device usage has seen explosive growth among travelers in recent 
years. Today, travellers are using smart phones, tablets and everything in 
between to perform functions that were previously limited to desktop 
computers, including researching trips, making reservations and sharing 
their travel experiences. 
According to eMarketer, by the end of 2015, mobile will represent an 
estimated 70% of the total search audience in the U.S. By 2018, mobile 
will account for an estimated 37% of all U.S. digital travel sales, with 
similar trends happening in countries around the globe. 

The challenge for hotels is that online travel agencies (OTAs) dominate 
the mobile market. This means that an even greater portion of revenue 
in mobile sales is going to OTA commissions, as compared to desktop 
sales. Expedia reports that 20% of its bookings are by mobile phone and 
tablet, a figure expected to increase significantly over time. By 
comparison, Accor reports that about 12% of its direct web sales are 
generated by mobile. Given Accor’s substantial investment in mobile 
marketing, its numbers are much higher than the industry average 
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Tourism Distribution Fundamentals
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Manage Risk and Create Opportunity Through Diversity
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Understanding Distribution from 
the Financial Perspective 
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Trade Distribution and Channels

Dynamic and Rapidly Developing Distribution Channel Mix

©2016 iimagine Pty Ltd – All Rights Reserved17/03/2016



Trade Distribution and Channels

International 
Customer

(or Domestic)

Retail Travel 
Agent 

(In Market)
l

Wholesaler / 
Online Travel 
Agent (OTA)
(International 
or Domestic)
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Tourism 
Operator 

(Final Product 
or Service)

10% - 15%

Commission

10% - 15%

Commission

5% 

Commission

Multi Distribution Channels and Commission Structures

25% ‐ 30%

NB: This traditional distribution structure remains the norm across the sector with many of the emerging channels 
using slight variants of the same pricing model and many trending back toward this model
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Cost Varies ‐10% ‐ 20% 12% ‐ 20%

Cost Varies
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Trade Distribution and Channels

 Commission - Although the industry has traditionally used the term ‘Commission’ for the component of your 
product “Rack Rate’ or ‘Retail Sale Price’ that a distribution intermediary ask for to promote, distribute and 
sell your product. The reality is that this ‘fee’ is what they as a business choose to charge for promoting and 
marketing your product on your behalf 

$Commission = Retail Sale Price X Agreed % Commission
 Nett Rates - Rates are often presented as ‘Nett Rates’ ie nett of any fees, commissions, etc. The Nett Rate 

is usually the dollar amount that you expect to be paid to you if a distribution partner sells your product on 
your behalf. Nett Rates are often referred to as ‘Contracted Rates’ if there is a set Nett Rate agreement in 
place

$Nett Rate = Retail Sale Price - $Commission
 Rate Variances - General ‘Rate Variances’ based upon such as seasonality, day of the week, special 

events, special promotions need to be priced not only with the potential direct buyers in mind also your 
contracted and/or non-contracted trade partners and channels in mind. Unless handled properly they may 
still want their commission if they sell at that time

Distribution Financials – Key Points and Terms (1)
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Trade Distribution and Channels

Distribution Financials – Key Points and Terms (2)
 Black Out Periods - ‘Black out dates’ may be possible although traditional ITO's and International 

Wholesalers will want to limit these and won't want high season black-outs

 Inventory Access - Depending upon the particular channel and market and the type of product being 
promoted you may be asked for some sort of 'Reserved, Held or Positive Space'. This can be in the form of 
an 'Allotment', 'Free-sale Agreement', 'Direct Feed' (XML or API). Direct feed agreements may be a mix of 
space or rates or both

 Variable Rates - 'Dynamic Rates' linked to 'Dynamic Pricing Model'. Often operates as 'Best Available Rate' 
or 'Best Rate of the Day' agreements with distribution Partners

 Group Rates - When packaging your product with other operators and/or distribution partners or for 'Group 
Series' type business you may be asked to provide a specific purpose 'Nett Rate' for your product that has 
no connection at all to your normal rack or sell rate. This type of rate is often simply called a 'Negotiated 
Rate' or ‘Group Contract Rate' and is generally a negotiated and agreed rate to be used specifically for the 
agreed purpose
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Trade Distribution and Channels

Distribution Financials – Key Points and Terms (3)

 Rate Comparisons -The concept of 'Rate Parity' is an interesting and contentious topic... What is it 
and why does anyone care...? The term 'Rate Integrity' is important! Commissions appropriate for the 
position in the system

 Easy to Use - Ultimately International Distribution Partners and Channels need your 'Rate Structure', 
your 'Product Description' and your 'Booking Process and Procedures' to be a clear to understand and 
as simple to work with as possible... Or they won't book you..

 Value Proposition - If your product is of the highest quality, and its deliver exceeds customers 
expectations, and the ‘Price Point’ is seen to be good value for what the customer is getting and is 
seen to be competitive in the market, AND you are easy to book and work with... then wholesalers and 
ITO's will book you..!
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Trade Distribution and Channels

Distribution Financials – Key Points and Terms (4)

 Deal Packages - ‘Group Deal Sellers’. Take great care. Selling through these types of channel can be 
fraught with danger and must be well understood and carefully managed. You may only end up with nett 
income of around 25% of your rate... but may get volume...

 Rate Presentation - Your 'Rate Sheet' could be just one single document with all of your product and 
rates on it, or just selected product and rates, or you could have different types of rates sheets for 
different purposes such as an ‘Inbound Rate Sheet’, or a ‘Domestic Wholesale Rate Sheet’, and so on... 
No right or wrong so long it is easy to use and understand by both the expected user and by your own 
staff..

 Simple to Sell - Don't over complicate your product break down, and or ‘Commission Levels’ on each of 
your product components. Keep it simple. Too many ‘Non-Commissionable Product’ components and 
trade will not book it!
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Promotional Collateral 
and Market Planning



Here……Product Packaging for Distribution
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People are motivated and inspired by and happy spend money on 
personalised experiences



Great promotional toolsCollateral and Market Planning
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Great promotional toolsCollateral and Market Planning
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Great promotional toolsCollateral and Market Planning
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Great promotional toolsCollateral and Market Planning
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Great promotional toolsCollateral and Market Planning
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Your Business’s Distribution Sales and Marketing Plan

Constructing Your Marketing Plan
 Brand or Product Position Statement
 What are your key ‘Features and Benefits’
 Pricing and Commission Strategy
 Competitor Analysis
 Market Segmentation

o Target Markets ‐ Geographical Segmentation of Markets
o Target Markets – Demographic, Psychographic, Behavioral

 Tactical Activity Plan
 New Product Concepts, Innovations and Designs

 In Market Sales Calls and Trade Show Representation
 Advertising Plan for Consideration

 Collateral Development

 Booking Procedures / Strategies and Distribution

o Target Markets – Style, Niche, Experience, etc
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Packaging and Bundling 
Tourism Product



Why Package?

There are distinct advantages for packaging:-

 As a great way to take advantage of special occasions (Christmas Day, 
Valentines Day, Melbourne Cup, Chinese New Year). By doing this you are 
able to formulate strategies to a marketing plan, as opposed to offering the 
same rate seven days a week, 365 days a year.

 As a way of increasing the distribution of your product as wholesalers look for 
genuine package opportunities

Product Packaging for Distribution
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Types of Packages

There are a number of different styles of packages;

Lets concentrate on two:-
 Inter Product

Wrapping elements within your own product to produce a package e.g free breakfast, stay 
pay deals, late check out etc

 Inter Regional 
Wrapping elements of your product with other products within the region. This is designed to 
showcase the “best” elements of the region thereby giving you a good competitive 
advantage 

Product Packaging for Distribution
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Inter Product Packaging Product Packaging for Distribution

©2016 iimagine Pty Ltd – All Rights Reserved17/03/2016



Why Package? –
Example of a Co‐Op Feature Insert

Product Packaging for Distribution
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Why Package? –
Example of a Co‐Op Feature Insert

Product Packaging for Distribution
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Destination Marketing v’s Marketing your Product 
and Services

 When someone chooses a holiday are they more likely to select a destination 
because of what it offers

 Or are they more likely to choose a hotel and hope that this hotel delivers on 
what they are seeking from a holiday

 Let me put this scenario forward to you

 When someone says they are going on holiday, do they tell you the 
destination or the hotel?

 The importance of marketing your destination first can never be 
underestimated. This should be at the forefront on your marketing strategy

Product Packaging for Distribution
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Administering your package

 The first question you need to ask yourself is why are you looking to package your 
product

 Ideally the answer to that question is that you are looking to stimulate demand for 
your product that you would not otherwise be seeing

 By answering this question you are starting to frame the content of your package. 
E.g. it is to stimulate demand during a slow mid week, is it to try and stimulate 
demand during a shoulder period

 By being able to answer the question you can tailor the package content to fit the 
target market you are seeking 

Product Packaging for Distribution
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Administering your package

There are two reasons why people would choose to buy a package 
(whether they be a wholesaler or a consumer)

 Convenience of purchasing i.e. the person buying the package is unable to 
purchase these components themselves

 There is either a genuine or a perceived value in the package

Product Packaging for Distribution
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The masters of fulfilling these two requirements

Insert photo of Mcdonalds Menu

Product Packaging for Distribution
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Your Package – Putting it Together 

So lets start having a chat about what you need to consider when 
you start putting together your package:-

 Why are you doing it?

 Who is your target market?

 What are you going to include?

 If you are including third parties in your package who is going to administer 
the package i.e. take bookings and payment

 Where are you going to distribute this package i.e consumer direct, through 
trade intermediaries or both. 

Product Packaging for Distribution
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Your Package ‐ Putting it Together 

 If the trade is involved is the package commissionable?
 What is going to be the value in the package i.e. what is the sizzle
 What is the sale period for this package i.e how long are you going to 

leave it in the market.
 What is the travel period for this package i.e. how long are you going to 

give potential guests to use the package
 Blockout periods
 How are you going to market this package

Product Packaging for Distribution
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Costing your Package –
Putting it Together 

So this package would be advertised as:-

Beach Resort Romance Package

Stay 3 nights and pay for 2 with a free room upgrade
Receive free internet for your stay
Free bottle of wine on arrival
Breakfast Daily
Massage Voucher to the value of $60
Food and Beverage voucher to the value of $100
Guaranteed Late Check out

$295.00 per person twin share 

Available for sale between 21st May and 2nd June
Available for stays between 21st May and 31st July

Definite value 
perceptionInternet is very important‐

think social mediaThe wine has been 
costed

Massages actually start  at $80, so you 
looking to  do at costLooking to retain them 

within the hotel

The incremental cost of additional 
Breakfasts is minimal

With planning this is no cost 
to youl

Product Packaging for Distribution
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Packaging ‐ Some points to note 

It is always a great idea to put some sort of tracking procedure in 
place so you can evaluate the success of the package. This may 
be:-

 The uniqueness of the package is so different from anything else that you 
are selling that as soon as some requests the package you can track it.

 You may want to put in a booking code for the package if you have a 
number of packages in the market

 You may want to set up a unique page on your website, so you can 
evaluate visitors to that page and further evaluate any marketing you have 
done to support the package 

Product Packaging for Distribution
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Packaging ‐ Some points to note 

 Always list you terms and conditions i.e the fine print.

 You may also want to consider additional sell prices for children (if 
applicable) or additional people in the room. Most deals are priced as per 
person twin share, so if your room has the capability to have more people in 
it, then you may want to consider the additional person rate

 Whatever you do, don’t package for the sake of packaging. Make sure you 
have established a demand or a target market that you are seeking and 
frame the package around that.

 Just throwing a package together will not gain traction in the market.

Product Packaging for Distribution
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Packaging – Make sure you are clear and 
organised with these points  
 Why are you doing it?
 Who is your target market?
 What are you going to include?
 If you are including third parties in your package who is going to administer 

the package i.e.Take bookings and payment.
 Where are you going to distribute this package i.e. consumer direct, through 

trade-intermediaries or both. 
 If the trade is involved is the package commissionable?
 What is going to be the value in the package i.e. what is the sizzle?
 What is the sale period for this package i.e. how long are you going to leave it 

in the market?
 What is the travel period for this package i.e. how long are you going to give 

potential guests to use the package?
 Block-Out periods
 How are you going to market this package?

Product Packaging for Distribution
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Attraction ‐ Case Study

This day tour was officially called the Kuranda All Inclusive Day Tour, however it 
became known by an acronym “KRST. It is now one of the best known day tours in the 
Cairns market and considered a must do tour when traveller come to Cairns. 

Four products in Tropical North Queensland formed a strategic partnership. Each 
of the products where saleable in their own right, but designed a day tour which 
included all of their product

Very Successful Example - Product Packaging for Distribution
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Attraction ‐ Case Study with AccommodationProduct Packaging for Distribution
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Attraction ‐ Case Study with Accommodation

The ability for your 
package to be then 
picked up by a 
wholesaler and extended 
way beyond a stand 
alone brochure listing is 
very real as they look for 
ease of packaging.

Product Packaging for Distribution
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Why this package worked

The reasons why this package worked

1. We met the market. We delivered a package that met a genuine desire by 
visitors to Cairns

2. There was genuine value in the package

3. But most importantly because all the products that were involved, absolutely 
subscribed to it, we were all jointly marketing it. The reach that this gave us 
was just massive. Effectively it quadrupled our own marketing efforts

Product Packaging for Distribution
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Product Packaging for Distribution

Do these packages work?

Yes they do. Why?
1. This property has clearly highlighted two markets that they want to target.

2. The packages all show clear value for money to each of the targeted 
markets

3. Just as an aside, this property has an outstanding social media strategy 
that they constantly use to tempt the tastebuds of their potential guests

4. http://www.facebook.com/CastawaysMissionBeach
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Product Packaging for Distribution



Case Study In Victoria Product Packaging for Distribution
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Packaging Consolidators Product Packaging for Distribution
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AUSSIE SPECIALIST PROGRAM



Objectives
1. Educate and motivate 

frontline travel sellers to 
increase sales for Australia 

2. Maximise yield and 
conversion opportunities

3. Partner platform for TA, 
STOs and Australian 
Industry



Aussie Specialist Program ‐ Fast Facts

• Global platform – free and available to any 

frontline travel seller 

• Established 26 years ago, moved online in 2001

• 30k agents registered, 18k agents qualified

• Relaunched from September 2015

• All markets live by April 2016



Aussie Specialist Program ‐ Fast Facts
• Extensive training needs analysis completed

• 3 x core modules:
• Why Australia?

• State/Territory Highlights

• Itinerary Building

• 8 x STO modules

• Niche modules (Walks, Wine, Golf, Indigenous, Luxury)

• Campaign modules (eg. Restaurant Australia, Aquatic & 
Coastal)



New Module and Fact Sheets 

Aquatic & Coastal



New Global Aussie Specialist Team 

North America
- USA: West  
& East Coast

- Canada

Europe
- UK  
- Germany
- France
- Italy

Asia
- China  
- Hong Kong
- Japan 
- South Korea
- Singapore
- Malaysia
- India
- Indonesia

South 
America
- Brazil



GET INVOLVED: TRAVEL CLUB

• Encourage Aussie 
Specialists to experience 
your product first‐hand

• Offer an agent/industry 
rate or a value add (does 
not need to be an FOC)

• Complete the manual form 
with a product description 
and image

• Good opportunity to 
showcase your product to 
the 30,000‐strong Aussie 
Specialist network



GET INVOLVED: PRODUCT UPDATE VIDEOS

• Send in a video that 
showcases your product

• Can be professionally 
filmed, or simply filmed on 
a smart phone

• Tailor and address the 
Aussie Specialists directly –
eg. ‘G’day Aussie 
Specialists, here we are in x 
and I’m going to tell you all 
about my product’



0101

iimagine Creative Innovation

Tourism Distribution Fundamentals Workshop
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Presenting and Selling at 
Tradeshows and Showcases



Trade Shows and Show Case Events

At trade shows and show case events you have the opportunity to promote your business 
to industry buyers such as travel agents, ITO’s. OTA’s, tour operators and wholesalers. 
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www.Tourism.Australia.com
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www.Tourism.Australia.com
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www.Tourism.Australia.com

©2016 iimagine Pty Ltd – All Rights Reserved17/03/2016



Trade Show Objectives

Clearly Set Out Your Participation Objectives

Why have you decided to attend this particular trade show?

 Is it the right target market and forum for where you are in your business and/or where you are 
heading with your business?

Ultimately Trade Show or Showcase success is based upon clearly establishing objectives 
and planning strategies for your participation

Objectives provide direction for every aspect of your participation: your marketing strategies, 
budgeting plans, budgets, exhibit architecture, graphics, products, Promotional Collateral, IT 
support and necessary staff, etc

 Talk to and get advice from experienced industry professionals and Townsville Enterprise to 
help set your expectations and objectives for you attendance
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Trade Show Planning

Pre Tradeshow Attendance

 As a ‘seller’ you will receive a list of registered ‘buyers’ prior to the trade show. These lists are made 
available so you can plan your appointments and do some pre-show marketing. Take the time to 
thoroughly research the companies on the lists in order to determine which ones would suit your product 
and target market

Once you have narrowed down the list, you will either select them from the list and then submit your list, 
and in some cases you can contact the buyers you have selected to introduce your product and invite 
them to have an appointment on your stand. Don’t lose heart if you receive minimal responses, it can 
take a few years to build relationships in the tourism industry. Regular attendance at trade shows will help 
you build a reputation

 For your first few trade shows, think positively – even if you don’t receive all of your selected appointment 
requests, your product name is out there and the buyers will begin to be aware of you. It’s all about 
product and brand recognition and relationship building! Additionally you will normally a receive lists of 
buyers who you can add to your database for future marketing campaigns.
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ATE Trade Show Layout
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ATEC Show Case Layout
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International Trade Shows
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Essential Tips for presenting your product

What are your USP’s (unique selling points or proposition)?

Present the destination first

Keep it Fresh and Fun – Add some Authentic Personality

What do you love about your product, service or destination?

Know what your clients really love about your product, their feedback

What are the ‘must know’ facts and figures

How to get there

Thank your client/s for business, support and/or opportunities
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1. Start off strong
2. Be interesting, but authentic
3. Prioritize your pitch
4. Know your audience
5. Focus on what matters
6. Keep it conversational
7. Think about your end goal
8. Make a connection
9. Tell, don’t sell
10. Open the door to continue the conversation

Putting it all together in 30 seconds – Your ‘Elevator Pitch’!

Tips for Product Pitch
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It all takes time…!

Remember, in most cases it will take time and effort to 
see the benefits in dealing with the international 
markets/travel trade

Don’t expect instant success… it is a long term 
strategy!
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