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To be successful in today’s highly competitive 
tourism industry, you must attend to each of the 
following areas.

getting assistance
In establishing and developing your tourism 
business, you will require the assistance of a 
number of different people and organisations. 
The organisations and services listed below will 
give you a good starting point. 

You may need to speak to or meet with these people 
more than once as you develop a better understanding 
of the industry and your business. To be clear on what 
you have to do, it is better to invest your time before 
you start operating your business. However, if you 
have already started your business it is never too late 
to contact these organisations to ensure you have all 
the information you need.

When considering utilising the services of any 
organisation, it is good practice to seek referrals 
from trusted colleagues or to contact the 
organisation’s existing clients. This allows you to 
verify the organisation’s credibility, professionalism 
and expertise in the areas in which you are seeking 
their assistance. Make sure you get an estimate of 
the costs involved prior to contracting their services.

You are strongly encouraged to talk with all the 
organisations and professionals mentioned below 
to get the best possible advice about establishing 
and developing your tourism business. Also, these 
service providers may refer you to other 
organisations relevant to your type of business. 
Please note that not every area of NSW will have all 
of the contacts suggested in this guide.

accountant or financial adviser: 
These professionals will be able to forecast your 
running costs, cash flow, turnover requirements, 
etc., and determine if you have sufficient funds to 
invest or how much you will need to borrow. They 
can assist you to financially manage your business, 
your tax requirements, develop your budget and 
build your business for the future.

Bank manager or financial institution: Make time 
to talk through your current financial situation and 
your business plan with your bank or financial 
institution. Determine how your bank or financial 
institution might best support you. What credit 
facilities are available and at what cost? Are they 
willing to lend your business money? It is worthwhile 
taking your business concept to a number of lending 
institutions. Not only will you receive experienced 
comments on the financial viability of your proposal, 
but also by shopping around you may save money on 
fees, interest rates, etc.

legal adviser: A solicitor or other legal practitioner 
should be consulted regarding any contractual or 
other legal arrangement you need to make for your 
business, for example, lease agreements, sale of 
business contracts, etc. Operating a business that 
deals with people can leave you vulnerable to legal 
action from a dissatisfied customer. Your legal 
responsibilities will also be determined by your 
business status (for example, sole proprietor, 
partnership or proprietary limited) and a legal 
practitioner can advise you regarding your rights 
and responsibilities.

insurance company or broker: Talk to an insurance 
company or broker to determine what insurance 
cover you will require for any public liability, 
property damage, loss of income, workers 
compensation, etc., to protect yourself, your 
employees and your visitors.

tourism consultants: These consultants  
usually have extensive local knowledge and  
may offer a variety of skills and experience  
in product development, marketing and  
operational management.

tourism operators: Talk to operators in similar  
or complementary businesses. They are  
valuable contacts.

steps  
to success
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planning
The market leaders in tourism take the time to 
plan. Planning enables you to determine a vision for 
your business, to anticipate problems, identify 
opportunities and react quickly to market changes. 
Before buying or starting a business, and for each 
year you operate, you need to:
 ∙ prepare a detailed feasibility study that includes 
all areas of your business;

 ∙ prepare a detailed and realistic business plan 
that covers the areas of management, marketing, 
finance and human resource management;

 ∙ and monitor your plan regularly and adapt it as 
required to meet unexpected market changes.

Planning also involves developing excellent time 
management skills and identifying who is best 
suited to perform the different tasks involved in 
running your business. Don’t waste time and energy 
(or lose potential income) on tasks that would be 
better outsourced. For example, many small 
accommodation operators recognise that it is more 
profitable to spend their time on marketing and 
development rather than cleaning. They may employ 
cleaners or outsource to a professional cleaning 
contractor, enabling them to concentrate on building 
their tourism business.

research
Research enables you to understand your market’s 
needs, attitudes and buyer behaviour, and to change 
your business plan accordingly.

You need to understand:
 ∙ the tourism industry in Australia;
 ∙ the tourism industry in NSW;
 ∙ the tourism industry in your region and destination;
 ∙ and your own business. 

To understand your own business, ask these 
questions:
 ∙ Who will your customers be?
 ∙ How will your customers hear about you?
 ∙ What will their needs be?
 ∙ Where will they come from?
 ∙ When will they come?
 ∙ Why will they come to your business?
 ∙ Why will (or won’t) they come back?

Organisations listed in this guide can provide 
general statistics about the market. Go to 
www.destinationnsw.com.au and click on facts and 
figures for a range of statistics. By using simple 
customer surveys or by asking questions when 
taking bookings, you can collect information about 
your customers.

customer serVice
To succeed in tourism, you must ensure your 
business is recognised for its excellent customer 
service. You will need to:
 ∙ understand key customer service concepts;
 ∙ plan and implement a customer service strategy;
 ∙ become a totally customer-driven business;
 ∙ use qualified customer service trainers to assist 
in developing your service skills;

 ∙ and consider gaining accreditation in customer 
service skills through TAFE or industry training 
programs.

Find your competitiVe edge
Be a tourism operator who stands out from the rest 
by finding the magical “something” that gives you 
the edge over your competitors. Experienced 
operators continually seek to improve their 
competitive edge. You can do this in two ways:

differentiation: Make sure your product or service 
is different to similar operations in your area. Seek 
to add value. Be unique.
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Value: It is not always a good idea to be the 
cheapest because many customers buy for the 
experience and image. Customers  are often 
prepared to pay more for a better service or 
product. However, if you can maintain service 
standards and be cost competitive, then your 
competitive edge could be the value for money your 
customers receive.

Financial management
Due to the highly competitive nature of the tourism 
industry, it is absolutely essential for business 
survival that tourism operators have excellent 
financial management systems in place.

Make sure:
 ∙ all financial and business plans are prepared  
(or at least finalised) in consultation with  
your accountant;

 ∙ weekly and monthly monitoring as well as 
detailed quarterly reviews are completed. Ideally 
your accountant should be involved with your 
quarterly or half-yearly business review; 

 ∙ you balance your debt and equity ratio;
 ∙ and you closely monitor your cash flow.

After completing this cycle, ask yourself:
 ∙ Can I really afford to be in this business? 
 ∙ Do I have enough equity to support my  
business plans?

understand the tourism seasons
The high and low seasons experienced by the 
tourism industry are a result of many factors. 
Tourism operators must understand the fluctuations 
of their particular market. They can be caused by 
weather, climate or holiday periods. You must be 
ready to cope with the demands of the high season 
and have conservative strategies in place for the low 
season. Again, this comes back to careful planning 
and understanding of your tourism business.

Some operators choose to value-add during  
off peak seasons, for example, developing  
packages for slow months, whereas others accept 
seasonality as an industry reality and develop other 
activities, for example, maintenance, promotion or 
business planning.

Tourism is very susceptible to performance 
fluctuations caused by other factors. Significant 
international and national events, changes in 
transport routes and costs, or an especially hot 
summer or poor snow season can affect the 
performance of tourism businesses.

netWorking
Networking is meeting and getting to know industry 
partners and colleagues, and keeping in touch with 
what is going on in the industry. It involves attending 
industry meetings and events, seminars, 
conferences, etc. Networking is about talking with 
people and learning about the environment your 
business operates in, for example, your local area, 
region, market segment or industry sector.

Successful tourism operators know the benefits of 
networking far exceed merely working with others 
to achieve common goals or greater bargaining 
power. Networking ensures a tourism business is 
market led. In the tourism industry, you have to be 
prepared to network.

pricing & commissions
To be successful in the marketplace, a product 
must be priced accurately and competitively for the 
markets you are targeting. This requires a clear 
understanding of the individual costs of all product 
components and their impact on the total product 
price. You need to consider all your operating costs 
to accurately calculate what it costs you to provide 
your product.

handy hinT 
Want to know more?  talk to:
•	  tourism research australia
•	 	Your	Regional	 

tourism organisation
•	 	Your	local	tourist	association	

or tourism manager



20 Volume 1:  UNDERSTANDING THE TOURISM INDUSTRY

You will also need to incorporate commission 
charges where third parties, such as travel agents 
and wholesalers, are promoting and selling your 
product. The capacity to incorporate commissions in 
your prices is vital to operating successfully in the 
tourism industry. For standard commission rates, 
refer to the frequently asked questions section.

Of course, you will need to make a profit from the 
price you charge. Be realistic when calculating your 
costs to ensure you obtain a profit while retaining a 
competitive edge. It is important to check what your 
competitors are offering and determine which of 
your products can sustain a higher profit margin. 

You need to research what your target markets will 
pay for your type of product and compare this to 
your proposed price. If your proposed price is 
considerably in excess of what your target market is 
likely to pay, you will need to reconsider your price, 
your product and/or your market.

distriBution and marketing
It is important to choose the right distribution 
channels to enable your product to reach the 
market effectively. You may be confused about 
where your product best fits into the tourism 
distribution system. By enlisting the assistance of 
the tourism organisations detailed in this guide, you 
will learn how and where your tourism product 
would be best placed.

The highly competitive nature of the tourism 
industry demands that tourism operators have 
excellent marketing skills. Most tourism operators 
work with three distinct groups:
1. consumers
2. trade, for example, travel agents, wholesalers, 

ITOs, government tourism agencies, online  
travel agents

3. other industry and sector associations or 
professionals, for example, local VIC’s, RTO’s, 
similar tourism operators, media, public relations 
and tourism consultants, industry suppliers, etc.

As a tourism operator, ensure you:
 ∙ know your market(s) by understanding and 
analysing all available research data

 ∙ develop a marketing plan that is achievable and 
includes details of your product, especially 
“brand” differentiation, key selling points, 
promotional mix (advertising, public relations and 
other promotional activities) and distribution 
channels (wholesalers, the VIC network, RTO’s, 
other operators, direct mail, internet, consumer 
shows, etc.)

 ∙ have a competitive pricing policy developed to 
consider costs of production, distribution and 
commission. Are you seeking a competitive 
pricing policy or quality product price?

 ∙ regularly analyse and monitor marketing activities

product deVelopment
Through ongoing research of your business, not 
only will you be able to determine which of your 
products and services are the most successful, you 
will gain insight into various market trends, as your 
customers demand change. Over a period of time, 
even the best products can become stale and may 
need to be updated. 

Observe, consult and research your consumers, 
competitors, colleagues and industry professionals 
to determine the best way to develop your product 
to maintain and increase your customer base.

To maintain or increase your market share, you  
may decide to modify your existing product range, 
for example, refurbish your accommodation. You 
may add to your existing range through new 
products, for example, add an exclusive tour for 
small groups to attract a different market segment. 
Or, you may delete products from your range if they 
are not meeting your targets or objectives, for 
example, lease out your function space rather than 
run it yourself.
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training
Training is an essential component of the tourism 
and hospitality industry. There are a number of 
quality educational organisations, including 
universities, TAFE NSW and private providers that 
offer a variety of tourism, hospitality and 
management courses. In some instances, training 
is a legal requirement, for example, to serve alcohol 
you need to complete the Responsible Service of 
Alcohol (RSA); to provide gambling, the Responsible 
Service of Gambling (RSG).

It is vital that you:
 ∙ understand the training requirements  
for your business;

 ∙ implement a staff training program;
 ∙ allocate resources specifically for training;
 ∙ attend industry seminars and other learning 
opportunities;

 ∙ nurture a training environment within your 
tourism business; 

 ∙ and ensure you gain all the qualifications you 
require for your type of tourism business.

Besides ensuring you and your staff have the skills 
needed, training can improve staff morale through 
your investment in their career development – and 
this will lead to a greater retention of staff.

technology
The tourism industry relies on a range  
of technological systems, including the internet, 
banking and credit facilitation, and accommodation 
booking and management systems. There are 
programs available that will assist you to develop 
business proposals, manage your finances and 
monitor your business. It is best to seek 
professional advice regarding the best 
technological solutions for your tourism business.

Working through the steps to 
success
Make sure you contact the organisations and 
professionals that are mentioned in this guide.  
They can assist you to:
 ∙ develop your tourism business concept  
or product;

 ∙ determine if your business is viable;
 ∙ develop your business plan;
 ∙ determine whether you are financially able to 
operate your business;

 ∙ establish valuable contacts in your local area for 
ongoing support;

 ∙ and establish and maintain good working 
relationships to ensure the future of your 
business.

handy hinT 
the steps to success are not 
a one-off process. to have 
ongoing business success, 
you need to regularly work 
through these steps.


