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Chapter  5: Access to market and getting  
ready for business  
______________________________________________________________ 

 
The last chapter of the handbook gave guidance on pricing principles that are essential for ensuring 
that the prices you charge cover your costs, earn a profit and are competitive.  
 
 
In this chapter you will receive guidance that will help you in preparing for recovery. It is a good time to 
re-evaluate how your business connects to customers and the tourist market, as tourist numbers 
are likely going to be lower than usual for a while. Within this chapter you will find information on 
different marketing routes for your business and guidance on how you can reach and promote your 
offers to different target audiences.  

 
 
How to use this chapter of the handbook:  

 
A recap of the different tourism businesses is provided along with information on how they 
work.  Read through this material and then ensure that you are familiar with the key players working 
in your country.  
 
Tips are provided on how to get ready for business and this entails how to prepare for making contact 
and presenting your offer. 
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Understanding your access to market  
______________________________________________________________ 
 
In chapter 1, different types of tourism businesses were illustrated and each of them provide a route 
for you to access tourists or in other words, they have the potential to bring tourists to you. This 
chapter provides a brief recap on how they work so that you can further understand how you might 
work with them. 
 
The ways in which different tourism businesses work will vary between countries and so the important 
action is to understand how they all work with businesses in your country. The National Tourism 
Organisation as well as other tourism contacts will be able to help you with this.  
 
In a competitive world, it is preferable to consider several different routes to market to maximise your 

bookings. As highlighted in the pricing chapter, it is important to remember that working with different 

types of tourism businesses can impact your profit margins so bear this in mind when exploring ways 

in which you can reach the market 

 
 
  

Credit: David Kirkland & SPTO 
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The diagram below illustrates the different ways that the tourist market can organise travel to a tourist 

destination. It shows how different operators, suppliers and providers can work both separately and 

together. Not all of these will necessarily operate to your country, however it is useful to understand 

how the global industry works. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Inbound / 
Domestic  

Tour 

operators 

International 
tour 

operators & 

DMCs 

Travel agents/ 
tourist offices 
& tour desks 

(in-

destination) 

Search 

engines 
OTAs 

The Tourist Market 

SMEs 

In-destination 

D
ire

c
t b

o
o

k
in

g
s

 

D
ire

c
t b

o
o

k
in

g
s

 

Source 
Markets 

Tourists can book through any of these routes either from their home or when they are in the destination, 
even international tour operators will keep trying to sell excursions to their customers when they are in 
the destination via their online channels and representatives based in hotels and resorts. 
 

The following pages will set out how each of the different businesses act as a route to market.  
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International tour operators  
 
These are more common for European source markets. 
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Ground Agents 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Credit: David Kirkland & SPTO 
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Inbound / Domestic tour operators 
 

Note that there can be overlap between ground agents and inbound operators as some 
ground agents also organize tours  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Local tour operators can really benefit from promoting each other's tours 
and activities - both for perfect pairings and crazy combos. A partner 
network can open up opportunities to reach wider ï yet like-minded - 

audiences. By operating as a team, tour companies can also benefit from 

more powerful marketing efforts and a bigger budget. 

Source: Treksoft 2019: óIncrease bookings in-destinationô  
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Tour suppliers / Tour Leaders 
 
 

 

 

 

 

 

 

 

 

  

Credit: David Kirkland & SPTO 






























