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MEETING WITH THE 
TRAVEL TRADE
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TRADE EVENTS AND SALES MEETINGS
Attending sales meetings at tradeshows and workshops is an important part of your 
international marketing. These face to face appointments provide an opportunity 
to create new sales partnerships with inbound distributors and educate your 
existing partners. 

UNDERSTAND YOUR PURPOSE
Make sure you have a clear understanding of what you want to achieve at the trade 
event or sales meeting. This will help you prepare and use your time effectively. For 
example, the purpose may be:

•	meeting inbound tour operators (ITOs) and online travel agents (OTAs) to develop 
new sales partnerships

•	 providing a product update to your existing trade partners

•	 providing a product update to overseas wholesalers that work with your  
local ITO partners 

UNDERSTAND HOW THE EVENT WILL RUN
At many trade events you will have a pre-arranged meeting schedule with allocated 
time slots, so you can prepare for your day. At others, you may not have an allocated 
schedule, but potential buyers will rotate around the room at timed intervals, ensuring 
they meet with all the product suppliers.

At some trade events you may meet one buyer at a time, and in others you may have 
representatives from two or three different companies attending one appointment  
with you. 

It’s important to tailor your presentation to these different circumstances. Make sure 
you understand how your meetings will be run to ensure you are able to deliver your 
presentation within the allocated time and still leave time for questions and discussion.

UNDERSTAND WHO YOU ARE TALKING TO
Inbound Tour Operator (ITO)
When you meet with an ITO make sure you introduce yourself and exchange business 
cards. Keeping their details is essential as you build your trade contact database. 

Spend some time at the beginning of your appointment asking questions and taking 
notes so you have a record of what the ITO says about their business and needs, and 
note any specific requests you need to follow up later. Consider asking:  

•	Which markets they target

•	How many clients they deal with each year

•	What markets segments they deal in

•	How long their clients spend in Sydney or NSW

•	Which regions in NSW their clients visit.

above: Roberts Restaurant at Tower Estate winery 
(Sydney Seaplanes); pilot assist passenger on board 
a Sydney Seaplane (Sydney Seaplanes).
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Listen to the ITOs’ needs – your presentation should be flexible so you can vary it 
depending on their specific areas of interest. 

It’s important you keep a detailed record of your discussion, including the buyer’s 
answers to your questions and any follow-up required. 

An efficient way of recording this is to prepare a blank contact report to use in each 
appointment. This is usually a one-page form you have prepared to help you record 
information from the appointment quickly and efficiently. 

You can then simply attach their business card to the page, mark the relevant  
tick-boxes and jot down brief notes. This gives you a quick and easy record of  
what was discussed and provides you more time to talk about your product during  
the appointment. 

Download a sample contact report www.destinationnsw.com.au/exportready

Wholesaler 
When you meet with an overseas wholesaler at a trade event or in-market sales 
appointment, it’s important you understand how they work with Australian ITOs to 
source and sell tourism products.

Find out which of the Australian ITOs they work with, either in advance of or during 
your meeting. This will help you understand whether they already have access to your 
product through your ITO partners.

If you find that you don’t share a common ITO partner, but your product is of interest to 
the wholesaler, you can then pursue relationships with Australian ITOs that do work 
with the wholesaler. 

Ask questions and again, use the contact report to ensure you have a record of your 
discussion and any follow-up actions required. If this is the first time you are meeting 
the wholesaler, consider asking:  

•	What retail channels they use and where they are located

•	What market(s) they deal in

•	Which Australian ITOs they are working with

•	Whether they are familiar with your region and product.

If the wholesaler is already selling your products, you should use the meeting as an 
opportunity to provide them with an update about your products and the experiences 
you offer to their customers. 

Note, if you are meeting with a wholesaler from New Zealand, be aware they will 
contract tourism products from Australia directly. They do not work with Australian 
ITOs because they are so close to and familiar with the Australian market. 

Online Travel Agent
Online Travel Agents (OTAs) distribute your product directly to the consumer. Research 
the OTA’s website and gain an understanding of the markets targeted and website 
prominence. Since this is a growing area of the tourism distribution system you will 
need to consider which OTAs will offer you a valuable partnership.

Determine your role in the partnership and potential benefits by asking:

•	What commission level is required

•	How is information loaded to the website and updated

•	What is the confirmation process and inventory requirement

•	How will your product be represented on the site

•	What affiliate sites will your product appear on.

It is important to be mindful of the presence of your rates online and the effect this can 
have on your existing trade relationships. Ensure that online deals do not undercut 
arrangements with wholesalers and ITOs.

above: One of the ‘Tribal Warrior’ staff entertains 
two young women on Clark Island with a didgeridoo 
(Pierre Toussaint).

Prepare a blank contact report 
to use in each appointment. 
This is usually a one page 
form you have prepared to 
help you record information 
from the appointment 
quickly and efficiently.
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WHAT TO INCLUDE IN A SALES PRESENTATION
•	 An overview of the product(s) you provide

•	Unique selling points – what makes you different from your competitors

•	 Location details – ideally, use a map to show distance and travel times from major 
centres and airports

•	 The market segments you are targeting (e.g. couples, families, free independent 
travellers, groups, incentives)

•	Minimum and maximum numbers

•	Drop off and pick up points (if relevant)

•	Pricing – it’s fine to provide your gross or retail price during the appointment, 
particularly if you’re meeting with more than one buyer. You can then send on your 
trade nett rates afterwards

•	How to book your product (you must offer same day confirmation)

•	Website and contact details (you must keep your website up to date because  
this is often used as a point of reference when preparing itineraries)

•	 A brochure

•	 Images of your product, preferably showcasing the customer experience

•	 Fact sheet(s) on each product you offer

•	 A long term commitment to international marketing

TIPS FOR A SUCCESSFUL SALES PRESENTATION
This is a sales opportunity, make the most of it.

•	Be on time for your appointment

•	 Smile and make eye contact during the presentation

•	Be familiar with the different inbound markets 

•	 Ask questions before you start

•	Know who you are talking to

•	Keep your presentation simple and to the point – don’t waste time on intricate  
details if the purpose is to give an overview. Remember to communicate your  
unique selling points 

•	Use names and be personable. Remember this is the start of a potential long term 
business relationship

•	Be prepared to talk about any perceived weak points of your product  
e.g. wet weather restrictions

•	 If you are in a workshop situation, stay enthusiastic from your first appointment 
through to the last

•	Be prepared – your confidence will shine through.

above: Chinese couple shopping at Jurlique, 
Westfield Sydney (James Pipino).

Arrange an appointment 
to visit ITO offices to train 
and educate all their staff 
so they are able to sell 
your product effectively.
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AFTER THE MEETING
•	 Send any information requested as soon as you can after the trade event or meeting. 

Put a deadline on any actions, so they get done within a reasonable time

•	 Send an email to each of the contacts you made thanking them for their time and 
reinforcing your contact details in case they require any further information

•	 It is recommended to arrange a sales call once a year to your ITO partners and make 
a presentation to their staff on your product. If you see them at annual trade events, 
this can take the place of your sales call

•	 Ensure you keep buyers aware of any changes or updates to your product, for 
example through your own e-newsletter. You should also update your local and 
regional tourism networks as well as Destination NSW

•	Plan to invest in travelling to the markets you are targeting to provide training to the 
wholesalers and front line selling agents.

For more information, see fact sheet Working with Inbound Tour Operators.

SALES STAFF TRAINING
Once you have established a distribution partnership with an ITO, OTA or wholesaler, 
another important step is ensuring their sales staff are trained to understand your 
products, so they are fully prepared to sell them. 

You should arrange an appointment to visit partner sales offices to train and educate 
their staff. Discuss a suitable time for training with the Product Manager.

Similarly, there are opportunities to travel overseas to meet and train the retail sales 
agents who work with your wholesale and ITO partners. 

When planning your sales training, consider:

•	How your product is being sold as part of an itinerary – it often is good to conduct 
training with other complementary products to sell a destination

•	How many staff you will be training 

•	How much time you have.

Points to remember
•	Reconfirm all details a few days prior 

•	Keep your presentation simple, factual and interesting 

•	 Take brochures and any additional relevant sales collateral

•	Make your presentation interactive and fun

•	 Avoid scheduling training during busy periods or when major trade shows are on

•	Consider bringing in morning or afternoon tea.

What to include in a staff training session
•	 A simple overview of the product(s) you provide, using great images

•	 Your unique selling points – what makes your product different from 
your competitors

•	 Functional aspects of booking your product

•	 If your product is featured in any of their wholesaler’s brochures, highlight where 
they will find it.

above: Couple having coffee at Barefoot Coffee 
Traders, Manly (James Pipino); Learning to surf with 
‘Let’s Go Surfing’ at Bondi Beach (Mikala Wilbow).


