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ROI Results in Working 
with the International 

Travel Trade/Inbound Operators

Source: South Dakota Department of Tourism
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Discussion:

Today’s Process & Learning

 Visitors

 “The Secret Sauce”

 Partnering

 Preparation

 Promotion

 Full Circle
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Goal: Build Your Tourism Market
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Source: South Dakota Department of Tourism
*Numbers are based on the Great American West Trip Report (Conducted by RMI) Information and statistics only 
reflect the travel trade from the UK, Germany, France, Italy, Benelux, Nordic and Australia/ New Zealand

© 2018 ALON Marketing Group. All Rights Reserved. 

As of 2018, 375 international tour operators* are offering product in South Dakota

Collectively, these international operators* have 6,613 individual products available to be sold

In 2018, South Dakota received an estimated total of 71,227 room nights booked from 
international operators*



2018
OVERSEAS TRAVELERS 

CHARACTERISTICS:

ALL OVERSEAS 
VISITORS

Total Number of Travelers to US = 39,883,361

Leisure/Recreational Activities :

Shopping 84.4%
Sightseeing 78.4%
National Parks/Monuments 34.1%
Art Gallery, Museum 28.1%
Experience Fine Dining 27.1%
Amusement/Theme Parks 26.4%
Small Towns/Countryside 26.0%
Historical Locations 25.6%
Guided Tours 20.8%
Cultural/Ethnic Heritage Sights 14.8%
Concert, Play, Musical 14.4%
Sporting Event 12.0%
Nightclub/ Dancing 11.0%
Water Sports 7.8%
Casinos/Gambling 7.1%
American Indian Communities 4.8%
Camping, Hiking 4.2%
Environmental/Ecological Excursions 3.3%
Golf/Tennis 2.5%
Hunting/Fishing 1.5%
Snow Sports 1.5%

Overseas Traveler Characteristics to the US
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Traveler spending is diverse and well-distributed across multiple categories of the economy.
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Source: International Trade Administration - Industry & Analysis - National Travel and Tourism Office
Source: South Dakota Department of Tourism - IST (Tourism Economics) 

International visitor spending 
in South Dakota has increased 

42.1% from 2013-2019



Domestic & International Visitors
• Domestic:

 National, regional, local
• International:

 Stay longer; Spend more
 Engage in fly-drive itineraries
 Travel beyond major gateways
 Dominant, emerging, niche markets 
 DMO investment

FIT, Group, DMC & MICE
• FIT (Foreign Independent Travelers – Typically less than 10)

 Individuals, families, couples, less than 10 pax
 Arrive on their own (Fly-drives & Self-drives), public 

transportation
 In the form of voucher redemptions (arrive with a 

pre-paid voucher issued by the travel trade)
• Group Visitors (Typically 10 or more)

 Purpose or theme
 Arrive on a chartered vehicle; On a timed itinerary
 Multiple days

• DMC & MICE (Custom events)

Leisure & Business Visitors
• Leisure: 

 Individuals, couples, families and tour groups
often on an itinerary visiting multiple destinations

 Focus is ‘activities/things to do’
• Business:

 Business/corporate meetings and events 
 Associations and conventions
 Incentive groups also known as MICE (Meetings, 

Incentives, Congresses, and Exhibitions)

There are opportunities and strategies to target each…

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

© 2018 ALON Marketing Group. All Rights Reserved. 



How do we achieve more visitors to South Dakota?
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Source: South Dakota Department of Tourism



Working with the travel trade/inbound operators is a
a proven, strategic, targeted, and practical answer! 
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Heads–in–Beds

Cheeks–in–Seats

Smiles–through–Stiles 

Tummies–at–Tables

Which results in more..



What is the travel trade/ 
an inbound operator?

B2B

Consumers

Travel Agents
(TA)

Tour Operators 
(TO)

Inbound/Receptive 
Operators (ITO/RTO)

Tourism
Stakeholders

What is the power of the travel 
trade/inbound operator?

What is the travel trade 
distribution channel?

Travel Trade/Inbound Operator
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Relationships are Power
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Why Work with the Travel Trade/Inbound Operators 
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Predictability & Control
Existing Worldwide Network

Visibility & Reach

Cost for Promotion & Advertising

Relational vs. Transactional



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

Tours/ 
Attractions/

Sports
DiningAccommodations

Retail/ 
Services

Transport

Travel Agents (TA)
Group Leaders (GL)

International/Domestic Tour Operators (TO)

Receptive/Inbound Operators (RO)
Destination Management Company (DMC)

Arts/Cultural 
Institutions

BIDs/
DMOs/Parks & 

Recreation

© 2018 ALON Marketing Group. All Rights Reserved. 

Wholesalers
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The Travel Trade are Looking for You!
USA/Beyond the Gateways/Unique Local Experiences



B2B
 To tour operators 
 To travel agents (consumers/brick and mortar)
 Confidential tariffs to each other
 Sales calls

B2C
 Product and contracting departments
 Tour brochures/catalogues (B2B, B2C)
 Online (OTA)
 Call centers
 Their own websites
 Attend consumer tradeshows (USA pavilions)

Advertising/Marketing
 Advertising via Sunday reader circulation
 Mailings
 Newsletters

Travel Trade Selling Methods
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Second, as individual businesses 
within your destination

&
First, as your destination

Prepare to Work With the Travel Trade/Inbound Operators
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Tours/ 
Attractions/

Activities/ Sports
DiningAccommodations

Retail/ 
Services TransportationArts/Cultural 

Institutions
BIDs / DMOs / 

Parks & Recreation

© 2018 ALON Marketing Group. All Rights Reserved. 

So, How Does It All Work?
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Partnering and Selling as a Destination

© 2018 ALON Marketing Group. All Rights Reserved. 

Connect as partners
 Partnering means developing relationships creatively 

and synergistically.  

Visitors visit a destination, not a business.
 Know your own destination
 Visitors travel on an itinerary (make them sellable)
 Brainstorm, product development and be creative

Share cost – Extend reach

The more collaboration in promoting a destination, the more visibility
it will get with travel trade & travel writers. Your goal is to make the job 

of the travel trade easier so they can work on selling you!

Understand and provide information on how visitors get around logistically 



Product 
Development

Rates & 
Products in 

Advance

One Pager/ 
Business 

Profile

Tiered 
Confidential 
(NET) Pricing

Travel Trade 
Support 

Operational 
Documents

Specific 
Operational 

Practices
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Steps to Success

Tours/ 
Attractions/

Sports

DiningAccommodations

Retail/
Services Transport

Arts/Cultural 
Institutions

2019 2020

Retail Rate

5-10%

15-20%

25-30%

Tourism
Stakeholders

© 2018 ALON Marketing Group. All Rights Reserved. 



17

Product Development

 Sellable products and experiences

 Think FIT, GROUP, DMC

 Existing and/or new

Product 
Development

© 2018 ALON Marketing Group. All Rights Reserved. 
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● Self-guided     ● Pre-set itineraries    ● Can be customized

Fly-Drive

© 2018 ALON Marketing Group. All Rights Reserved. 
Source: TourMappers North America
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Product Examples

© 2018 ALON Marketing Group. All Rights Reserved. 
Source: Travalco
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Product Examples

© 2018 ALON Marketing Group. All Rights Reserved. 
Source: Viator
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Season Start Season End Days of Week Type RETAIL TO Rate
2019 April

4/1/2019 4/30/2019 Sun-Thurs Deluxe $xxx $xxx

4/1/2019 4/30/2019 Fri-Sat Deluxe $xxx $xxx 

4/1/2019 4/30/2019 Sun-Thurs Executive Suite $xxx $xxx 

4/1/2019 4/30/2019 Fri-Sat Executive Suite $xxx $xxx 

2019 May
5/1/2019 5/31/2019 Sun-Thurs Deluxe $xxx $xxx 

5/1/2019 5/31/2019 Fri-Sat Deluxe $xxx $xxx 

5/1/2019 5/31/2019 Sun-Thurs Executive Suite $xxx $xxx 

5/1/2019 5/31/2019 Fri-Sat Executive Suite $xxx $xxx 

2019 June - August  
6/1/2019 8/31/2019 Sun-Thurs Deluxe $xxx $xxx 

6/1/2019 8/31/2019 Fri-Sat Deluxe $xxx $xxx 

6/1/2019 8/31/2019 Sun-Thurs Executive Suite $xxx $xxx 

6/1/2019 8/31/2019 Fri-Sat Executive Suite $xxx $xxx 

2019 September - November 15
9/1/2019 11/15/2019 Sun-Thurs Deluxe $xxx $xxx 

9/1/2019 11/15/2019 Fri-Sat Deluxe $xxx $xxx 

9/1/2019 11/15/2019 Sun-Thurs Executive Suite $xxx $xxx 

9/1/2019 11/15/2019 Fri-Sat Executive Suite $xxx $xxx 

2019 November 16 – December
11/16/2019 12/31/2019 Sun-Thurs Deluxe $xxx $xxx 

11/16/2019 12/31/2019 Fri-Sat Deluxe $xxx $xxx 

11/16/2019 12/31/2019 Sun-Thurs Executive Suite $xxx $xxx 

11/16/2019 12/31/2019 Fri-Sat Executive Suite $xxx $xxx 

2020 January – March
1/1/2020 3/31/2020 Sun-Thurs Deluxe $xxx $xxx 

1/1/2020 3/31/2020 Fri-Sat Deluxe $xxx $xxx 

1/1/2020 3/31/2020 Sun-Thurs Executive Suite $xxx $xxx 

1/1/2020 3/31/2020 Fri-Sat Executive Suite $xxx $xxx 

Accommodation Product Selling
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Rates & Products in Advance

Sales 
Process

1: Meet & 
explore

2: Come to 
an 

agreement

3:
Contract

4:
Services 

entered in 
system

5:
Position 

products for 
sale

6:
Train staff

7: 
Allow time 

for visibility

8: 
Solicit 

inquiries

9: 
Sales

Rates & 
Products in 

Advance

© 2018 ALON Marketing Group. All Rights Reserved. 

24-hour  24-month process



Who?

What?

When?
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Destination and Supplier
One Pagers/Business Profiles

One Pager/ 
Business 

Profile

Where?

Why?

How?

Source: South Dakota Department of Tourism
© 2018 ALON Marketing Group. All Rights Reserved. 
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Consumers
Buy at Retail Rate

Group Leader/Travel Agents 
(GL/TA) 

10% Below Retail

Tour Operators (TO)
20% Below Retail

Receptive/Inbound Tour 
Operators (RO/IO) 

30% Below Retail

Tourism
Stakeholders

RO/IO sells at NET to TO

TO sells at NET to TA

TA sells at Retail to Consumer

Tiered Confidential NET Rates

Stakeholders give inventory to RO/IO

Tiered 
Confidential 
(NET) Pricing

© 2018 ALON Marketing Group. All Rights Reserved. 
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But There is Work to do!

© 2018 ALON Marketing Group. All Rights Reserved. 

Operational Considerations:
 By category of business

 By type of visitor – FIT, Group DMC

 Operational support documents

Travel Trade 
Support 

Operational 
Documents



Accommodation Selling
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 It’s an opportunity

 International market is different than domestic business

 Think in terms of season, day of week, room type

 Decide on traditional or dynamic - Ideally both!

 Consider free sell vs. room allotments

 Cutoff date that works for you

 Stop sells on dates that close out

 High demand rates preferred over blackouts

 Make this work for you by knowing your business

 Benefits of working with inbound operators

 Work with partners, competitors and other destinations around you

 Provide upgrades that can be sold

Season Start Season End Days of Week Type RETAIL TO Rate
2019 April

4/1/2019 4/30/2019 Sun-Thurs Deluxe $xxx $xxx
4/1/2019 4/30/2019 Fri-Sat Deluxe $xxx $xxx 
4/1/2019 4/30/2019 Sun-Thurs Executive Suite $xxx $xxx 
4/1/2019 4/30/2019 Fri-Sat Executive Suite $xxx $xxx 

2019 September - November 15
9/1/2019 11/15/2019 Sun-Thurs Deluxe $xxx $xxx 
9/1/2019 11/15/2019 Fri-Sat Deluxe $xxx $xxx 
9/1/2019 11/15/2019 Sun-Thurs Executive Suite $xxx $xxx 
9/1/2019 11/15/2019 Fri-Sat Executive Suite $xxx $xxx 

2020 January – March
1/1/2020 3/31/2020 Sun-Thurs Deluxe $xxx $xxx 
1/1/2020 3/31/2020 Fri-Sat Deluxe $xxx $xxx 
1/1/2020 3/31/2020 Sun-Thurs Executive Suite $xxx $xxx 
1/1/2020 3/31/2020 Fri-Sat Executive Suite $xxx $xxx 
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Destination Awareness

© 2018 ALON Marketing Group. All Rights Reserved. 

Destination 
Description

TO DO LIST

Timing FIT & Group 
Friendly Dining

Tour Guide/Step-On Motorcoach Information Unique Event Space

Seasonality Accommodations Accessibility Information, 
Resources, & Maps

Nightlife Shopping Annual Events & Festivals

Cross promoting with one another –
Create itineraries & unique partnerships

Activities & Attractions
New experiences to keep 

repeat visitors coming

Accessibility & ease of access –
to the destination & to each other

Testimonials
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Maps

 Accessibility

 Juxtaposition of your destination
• Destination focused
• Day trip, pass through, overnight

© 2018 ALON Marketing Group. All Rights Reserved. 
Source: Visit Sarasota County

 To/from major regional cities

 Great stops along the way en-route to
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Marketing & Promotion

It is up to you to have a plan to build your relationships
and communication with the travel trade/inbound operators

Build 
relationships

Keep it simple

© 2018 ALON Marketing Group. All Rights Reserved. 
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Engage With the Travel Trade/Inbound Operators

Build Your Relationships

FAMs & Site Inspections

Your product, service, or destination

Local, State, Regional, 
National

Travel Media Resources

& International Offices

© 2018 ALON Marketing Group. All Rights Reserved. 
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Continue to learn about the travel trade

Create ‘sellable’ products, services and itineraries (FIT/Group/DMC/MICE)

Implement the internal preparation

Partner and promote within your destination

Make the commitment because IT IS worth it!

“Develop repeat, volume, consistent business” by working with the travel trade

WHAT’S

YO
U

RNEXT STEP ?

© 2018 ALON Marketing Group. All Rights Reserved. 



Members:
• DMO/Supplier: Regular $995

 50% discount: $497.50

Nonmembers:
• DMO/Supplier: Regular $1,995

 50% discount: $997.50

32
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IITA Membership Dues
Membership Category Dues Amount

DMO- CVB/City $695 
DMO- State/Region $995 
Supplier- Corporate $995 
Supplier- Individual $695 

Registration Fees

IITA Summit
St. Pete Clearwater

February 2–5, 2020
The only one-on-one appointment marketplace 

for inbound tour operators and U.S. Suppliers to plan travel for international visitors
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“From a small seed a mighty trunk may grow.” – Aeschylus

“The first principle of success is desire - knowing what you want. 
Desire is the planting of your seed.” – Robert Collier

ROI Results in Working 
with the International 

Travel Trade/Inbound Operators

© 2018 ALON Marketing Group. All Rights Reserved. 



Welcome to South Dakota and Mount Rushmore!

34

01.20.20 17:00 


	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28
	Slide Number 29
	Slide Number 30
	Slide Number 31
	Slide Number 32
	Slide Number 33
	Welcome to South Dakota and Mount Rushmore!

