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Step #2: Resource Development

Source: PHLCVB
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Today’s Session

1. Review and catch up for newcomers

2. Pitching perfectly to activate the sales funnel

• One pager samples to draw inspiration

3. Pricing for equal partnership success

4. Deep dive into the travel trade funnel levels

• Travel trade sample contract review



Review



B2B vs. B2C
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How Visitors Arrive Affects 

Everything About Your Success
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✓ The products and services you create

✓ Who you work together with as partners and resources

✓ How and where you sell

✓ The associations you belong to

✓ The technology and connectivity you use

✓ How you track your business and when to expect results

✓ How you operate



International vs. Domestic
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Existing Worldwide Network

Cost for Promotion & Advertising

Confidence & Reliability

Value of Inbound Operators
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Predictability & Control

Visibility & Reach

Relational vs. Transactional
COVID
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Your Reach & Visibility When Working 

with Inbound Operators and the Travel Trade

Dozens of 
IO/ROs

Hundreds of 
Tour Operators

Thousands of 
Travel Agents

Millions of 
Visitors

Who
sell
to

Who
sell
to

Sell
to
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Perfecting Your Pitch
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Working Smart & Preparation
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Process of developing your one pager IS HOW you learn to work with the 

trade 

• Your B2B tool to communicate precisely how travel trade work with 

you.. 

• Making it easy for them to resell your products and services 

efficiently without an endless back and forth

• Not an advertisement 

• Things you would not typically share with your consumers because 

consumers simply do not need to know such things

• It should answer all their potential questions 
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WHO & WHY
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• The things you are proud of!

• Your competitive advantage!

• Your unique attributes!

• Your story!

• Who is the key contact?

• Why travel trade wants to work with you!

Who? 

Who you are as a business and what makes you unique

Why? 

The reasons why travel trade buyers should want to work with you; your 

competitive advantage
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WHAT
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• Available products for sale

• Descriptions to use

• Extras, options, upgrades

• Retail cost

• For FIT, Group, and DMC/MICE clients

What? 

Describe and give details about the products and services 

you offer.

*learn more next session: product & operational strategy



Creating bookable (sellable) product?

1. Something tangible the 3rd party buyer can sell

✓ Sellable products and services

2. More client types via established tiered rates 

3. Operationally matched to sell

✓ How its purchased and work together

4. Fall into the sales cycle

5. Think FIT, GROUP, DMC

6. Existing and/or new
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WHERE
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• Use maps

• Destinations proximity before and after 

the visit to you

• Pick up and drop off location for visitors

• Nearby modes of travel and airports

Where? 

Your business location(s), accessibility, proximity to key 

partners and landmarks, public transportation, 

other towns, cities, regions, along the route, etc.
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WHEN

© 2022 ALON Marketing Group. All Rights Reserved. 

• Be strategic!

• When can be your most important question!  

• When do I need business? 

• What time of day, day of week, week of month, 

weeks, months or seasons of the year?

• When don’t I need business? 

When? 

Your product or service availability

Very much related to your price and net rates….
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HOW
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• This is where B2B vs B2C comes into play!

How?

How the travel trade works with you as a 3rd party seller 

for FIT, group and custom experiences 

*learn more next session: product & operational strategy



How Visitors Arrive
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Domestic vs 

International

FIT vs Groups

Leisure vs 

BusinessNiche 

Markets

Types of 

Travelers

Age vs 

Income

First Time vs 

Repeat Visitors
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FIT, Group, DMC & MICE

FIT (Foreign Independent Travelers) 

✓Individuals, families, couples, less than 10 pax

✓Arrive on their own or public transportation

(Fly & Self-drives)

✓Arrive pre-paid

Group Visitors (Typically 10 or more)

✓Purpose or theme

✓Arrive on a chartered vehicle

✓On a timed itinerary

DMC (Destination Management Company) 

& MICE (Meeting, Incentive, Conference/Congress, Exhibition)

✓Custom, events, VIP, unique, one-of-a-kind experiences 
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Fulfillment!
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✓ Category of business

✓ Type of visitor – FIT, Group DMC

✓ Operational support documents

✓ Connectivity and technology

Operational Considerations Vary by:
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Pricing for Equal Partnership Success
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Tiered/Confidential NET Rates
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Consumers

Buy at Retail Rate

Travel Agents (TA) 

10% Below Retail

Tour Operators (TO)/MICE

20% Below Retail

Receptive Operators (RO) 

30% Below Retail

Tourism

Stakeholders

Wholesaler/OTA

25% Below Retail

B
U

YS
 T

H
R

O
U

G
H

SE
LL

S 
TO

 
Pricing your products for reselling through the distribution network

$100

$90

$80

$70

Example:

($100 Retail Ticket)
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• Custom designed business or services

• DMC/MICE business

• Packages and partnership collaboration

• Balancing your own rate integrity matched with travel trade level integrity

Caveats
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Activities

   FIT

NET NET NET NET NET NET NET NET

Travel Agent & 

Group Leader

Tour 

Operator
Wholesaler

Receptive 

Operator

Travel Agent & 

Group Leader

Tour 

Operator
Wholesaler

Receptive 

Operator

10% 20% 25% 30% 10% 20% 25% 30%

 Guided Tours

 Street Art Bike Tour $95.00 $85.50 $76.00 $71.25 $66.50 $49.00 $44.10 $39.20 $36.75 $34.30 

 Sweet Spots Bike Tour $89.00 $80.10 $71.20 $66.75 $62.30 $69.00 $62.10 $55.20 $51.75 $48.30 
 Urban Farming Bike 

Tour
$89.00 $80.10 $71.20 $66.75 $62.30 $69.00 $62.10 $55.20 $51.75 $48.30 

 Walking Food Tour $69.00 $62.10 $55.20 $51.75 $48.30 $69.00 $62.10 $55.20 $51.75 $48.30 

 Segway Tour $84.00 $75.60 $67.20 $63.00 $58.80 $84.00 $75.60 $67.20 $63.00 $58.80 

 Bicycle Rentals

 Day Bike Rental $30.00 $27.00 $24.00 $22.50 $21.00 

$20.00

(kids)

$15.00
(child seat)

$18.00

(kids bike)

$13.50

(child seat)

$16.00

(kids bike)

$12.00

(child seat)

$15.00

(kids bike)

$11.25

(child seat)

$14.00

(kids bike)

$10.50

(child seat)

GROUP

 Street Art Bike Tour x $62.10 $49.68 $46.58 $43.47 

 Sweet Spots Bike Tour x $80.10 $64.08 $60.08 $56.07 
 Urban Farming Bike 

Tour
x $80.10 $64.08 $60.08 $56.07 

 Walking Food Tour x $62.10 $49.68 $46.58 $43.47 

 Segway Tour x $75.60 $60.48 $56.70 $52.92 

*Bike tour prices include bike and helmet

*Segway participants must be at least 12 years old and 100-260 lbs. (45 kg-117 kg) with a parent or 18 years old on their own.

**Infants on Bike Tours - only pay for the cost of baby seat rental - $10

Confidential Internal  Rate Matrix
Adult Student/Child (Indicate age range)

RETAI

L
RETAIL

Attraction Product Pricing
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Dining Product Pricing

RETAIL/One Time - 

NET 

Travel Agent & 

Group Leader 

10%

NET 

Tour Operator

20%

NET 

Wholesaler

25%

NET

Receptive Operator 

30%

 Budget $25.00 $20.00 $18.75 $17.50 

 Moderate $35.00 $28.00 $26.25 $24.50 

 DMC or High End $50.00 $40.00 $37.50 $35.00 

 Budget $60.00 $48.00 $45.00 $42.00 

 Moderate $75.00 $60.00 $56.25 $52.50 

 DMC or High End $100.00 $80.00 $75.00 $70.00 

 3 Price Points – Name the menu accordingly for each tier

 NOTES:

Sample FIT/Group Restaurant - Confidential Internal  Rate Matrix

   Group Menus

 Lunch

 3 Price Points – Name the menu accordingly for each tier

 Dinner

Every visitor must eat! 
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Accommodation Product Selling

Season Start Season End Days of Week Type RETAIL TO Rate

2021 April

4/1/2021 4/30/2021 Sun-Thurs Deluxe $xxx $xxx

4/1/2021 4/30/2021 Fri-Sat Deluxe $xxx $xxx 

4/1/2021 4/30/2021 Sun-Thurs Executive Suite $xxx $xxx 

4/1/2021 4/30/2021 Fri-Sat Executive Suite $xxx $xxx 

2021 May

5/1/2021 5/31/2021 Sun-Thurs Deluxe $xxx $xxx 

5/1/2021 5/31/2021 Fri-Sat Deluxe $xxx $xxx 

5/1/2021 5/31/2021 Sun-Thurs Executive Suite $xxx $xxx 

5/1/2021 5/31/2021 Fri-Sat Executive Suite $xxx $xxx 

2021 June - August  

6/1/2021 8/31/2021 Sun-Thurs Deluxe $xxx $xxx 

6/1/2021 8/31/2021 Fri-Sat Deluxe $xxx $xxx 

6/1/2021 8/31/2021 Sun-Thurs Executive Suite $xxx $xxx 

6/1/2021 8/31/2021 Fri-Sat Executive Suite $xxx $xxx 

2021 September - November 15

9/1/2021 11/15/2021 Sun-Thurs Deluxe $xxx $xxx 

9/1/2021 11/15/2021 Fri-Sat Deluxe $xxx $xxx 

9/1/2021 11/15/2021 Sun-Thurs Executive Suite $xxx $xxx 

9/1/2021 11/15/2021 Fri-Sat Executive Suite $xxx $xxx 

2021 November 16 – December

11/16/2021 12/31/2021 Sun-Thurs Deluxe $xxx $xxx 

11/16/2021 12/31/2021 Fri-Sat Deluxe $xxx $xxx 

11/16/2021 12/31/2021 Sun-Thurs Executive Suite $xxx $xxx 

11/16/2021 12/31/2021 Fri-Sat Executive Suite $xxx $xxx 

2022 January – March

1/1/2022 3/31/2022 Sun-Thurs Deluxe $xxx $xxx 

1/1/2022 3/31/2022 Fri-Sat Deluxe $xxx $xxx 

1/1/2022 3/31/2022 Sun-Thurs Executive Suite $xxx $xxx 

1/1/2022 3/31/2022 Fri-Sat Executive Suite $xxx $xxx 
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BOTH!

Static

Rates

Dynamic 

Rates

PROS: PROS:

Pricing your Accommodations 

“Dynamic rates respond to demand, but static rates create demand.” 

- Peter van Berkel, Travalco
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Back to product and what you are selling:

Let’s consider what the actual cost is to you!

Workshop Exercise:

1. When do you most want and need business?  

2. What kind of business?

✓ FIT, Group, DMC 

✓ Something new or existing

✓ Custom products – high price point – travel trade mark it up vs. net rate

3. How much business do you want compared to what you have, had in the 

past, or need to forecast for?

4. Where do you make the best profit to fill the need periods?

✓ Other revenue centers

Do you see value in each other as partners?



Deep Dive into the 

Travel Trade Distribution Channel



Travel Trade (B2B) Distribution Channel
(Business to Business) 

Buyers

Consumers

Suppliers

LEGEND:

Unique 

Buyer Types 

Bed

Banks 

OTAs

MICE

How Business Flows Through the Travel Trade
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International/Domestic Consumers

Travel Agents (TA)

Group Leaders (GL)

International/Domestic Tour Operators (TO)

Receptive/Inbound Operators (RO)

Destination Management Company (DMC)
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Wholesalers

Variations

Tour/ 

Attraction
DiningAccommodation

Retail/ 

Service
Transport

Art/Cultural 

Museum

Event/Festival/

Sport

BID/

DMO

Park & 

Recreation
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Travel Agent Characteristics
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• Rarely work with supplier directly – Typically plan and book their clients’ travel through 

Tour Operators (TO) or Wholesalers (WS)

• Typically belong to a professional association(s) such as ASTA or have an IATA #

• Work with both domestic and international consumers:

• Primarily focus on planning individual visitation; typically FITs and small groups

• Bring you the least repeat business compared to the other tiers of buyers

• International TAs are often owned by an international TO/WS.

• Travel agencies are typically open to the public for in-person, online, and phone sales.

• Should a TA contact you direct, the extended NET rate should be:

• Lower than the retail consumer rate; typically, your standard group rate or 10%

• But a higher rate than what you provide a TO/WS
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Example - Travel Agent
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Source: Flight Centre Travel Group - https://www.fctgl.com/about-us/

Flight Centre Travel Group is one of the world’s largest travel agency groups, it has company-owned 

operations in 23 countries and a corporate travel management network that spans more than 90 countries. 

It employs more than 19,000 people globally and has a total of 2800 businesses.

https://www.fctgl.com/about-us/
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Tour Operator Characteristics
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• Typically belong to professional associations such as ABA, IITA, NTA, USTA, Visit USA, etc. 

and attend tradeshows such as Go West, IITA, IPW, ITB, WTM, etc. 

• Work with consumers/travel agents based internationally

• Publish a consumer/travel agent tour brochure which lists all products offered  

Approximate timeline:

• Design, Publish, and Distribute/Start selling way in advance 

• Often have an agent call center and/or reservation team available to book travel via phone, 

internet, or tariff

• If contracting direct with suppliers, TO will have a contracts, product, plus supporting 

departments to facilitate a direct working relationship 

• Often work (book and pay) through a Receptive/Inbound Operator  

• Many international TOs do not contract direct with their supplier partners so the US 

based RO/IO is doing that for them. (In this case, you only share your retail rate and 

product details; no NET rates.) 

• You provide a NET confidential rate to match the travel trade distribution chart. The NET 

rate is not publicized on your brochures, one pagers, or websites.



40Source: https://www.argusreisen.de/reisearten/
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Example – Tour Operator

https://www.argusreisen.de/reisearten/


41Source: British Airways
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Example – Tour Operator



42Source: America As You Like It https://www.americaasyoulikeit.com/pennsylvania
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Example – Tour Operator

https://www.americaasyoulikeit.com/pennsylvania
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Receptive/Inbound Operator Characteristics
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• An RO/IO is based in the USA and has their expertise here

• Have offices in major gateways like NYC/NJ, Orlando/Miami, Los Angeles/San Francisco.

• RO/IO’s belong to professional associations such as IITA, USTA, Visit USA

• Typically do not work direct with the consumer/end visitor:

• Work B2B with TO and TA based internationally (some domestic) who then sell to the 

final consumer

• WS, TO and TA are clients of RO/IO’s 

• Client Types:

• FIT - individual

• Group – leisure or business

• Events – typically corporate but can also be leisure 

• MICE/Incentive – high-end client and can be FIT, group or event

• Provide a NET confidential rate to match the travel trade distribution chart. NET rate are not 

publicized on your brochures, one pagers, or websites. 



Example – Receptive/Inbound Operator
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Source: AlliedTpro - https://www.alliedtpro.com/ https://www.atptravel.com/wp-content/uploads/2017/11/ATP_Brochure.pdf

Leading North American Receptive Operator and Destination Management Specialist

EXTRAORDINARY PLACES, UNFORGETTABLE EXPERIENCES

For over 65 years, AlliedTPro has been a prominent leader in the North American inbound market and served more than 

600 of the most successful tour and travel providers in 50+ countries around the world. Now, with five distinct product 

lines, FIT, VIP Concierge, Escorted Tours, Group Travel, and Corporate Travel, AlliedTPro speaks to a variety of individual, 

group and corporate travelers both domestically and internationally.

https://www.alliedtpro.com/
https://www.atptravel.com/wp-content/uploads/2017/11/ATP_Brochure.pdf








Example – Receptive/Inbound Operator
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Source: Tour America - https://www.touramerica.us.com/

https://www.touramerica.us.com/


Example – Receptive/Inbound Operator
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Source: TourMappers North America - https://www.tourmappers.com/default.htm#catalogRead

https://www.tourmappers.com/default.htm#catalogRead


Example – Receptive/Inbound Operator
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Source: TourMappers North America - https://www.tourmappers.com/default.htm#catalogRead

https://www.tourmappers.com/default.htm#catalogRead
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The Travel Trade are Looking for You!
USA/Beyond the Gateways/Unique Local Experiences
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Save the Date

Tuesday,

November 22nd 2022

Virtual Mini Marketplace

Tuesday,

December 13th, 2022
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IITA Membership

** Special Offer **
Because you attended the Steps to Success program sponsored by 

Philadelphia CVB you are being afforded a fantastic opportunity!

25% Discount on IITA Membership
(through FY23)

DMO (City/CVB) and Suppliers (Individual Property):

$695 membership LESS 25% = $525

DMO (State/Region) and Suppliers (Multiple Properties):

$995 membership LESS 25% = $750

This discount is available through October 15.

DMO (City/CVB) APPLY HERE!

DMO (State/Region) APPLY HERE!

Suppliers (Individual Property) APPLY HERE!

Suppliers (Multiple Properties) APPLY HERE!

If you have any questions, please reach out: Kim.fisher@inboundtravel.org

JOIN NOW!

https://inboundtravel.glueup.com/membership/3830/apply/
https://inboundtravel.glueup.com/membership/3832/apply/
https://inboundtravel.glueup.com/membership/3834/apply/
https://inboundtravel.glueup.com/membership/3836/apply/
mailto:Kim.fisher@inboundtravel.org
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Q&A

Which topic during this session has been most useful?

What would you like more information on?

What is most challenging for you that you would like to 

discuss further during the next session?


