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About

Tourism x Design  



● Understanding Target Markets
● Optimising Sales Channels
● Navigating the Tourism Trade Cycle
● Trade Management Strategies
● Direct-to-Market Sales Techniques
● Product Differentiation

The Challenge 

Think different
Share 

Take action
Fail? 
Learn

Improve

The Goal 
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Tour 
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80 20
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Understanding Target Markets

Understanding Target Markets

Who’s your ideal guest? (It can’t be for everyone)

Each guest has a unique need 

Each need represents an opportunity for us to target that guest



Understanding target markets

Different markets = different sales channels

Understanding Target Markets

Who are you good at 
serving? 

Who do you enjoy 
serving? 

Who enjoys paying you 
well for what you do? 



Easily overcomplicated 

It often starts by planning around having something to offer for 
everyone:
● Adults
● Children
● Families 
● Students 
● Group bookings
● Event deals
● Trade rates
● Voucher availability
● Special discounts (eg locals discount, gold card etc)
● Add-ons (eg transport, meals, drinks etc)
● Return passes
● Packages with other tourism businesses…

Predictably attracting guests

How do they purchase?





Optimising Sales Channels



Are your sales channels still delivering? In 2024 and beyond

Channel mix 

Your 
business

Direct
100%

Indirect
100%

Your 
business



Optimising Sales Channels - Direct

- How do they find you? 

- How do they actually purchase? 
 

Optimising Sales Channels - Direct



Optimising Sales Channels - Indirect

Optimising Sales Channels - Indirect



Optimising Sales Channels

Google Things To Do



What’s best?   

You can have anything you want but 
you can’t have everything you want

Channel mix (average 11.73%) 

https://www.kaikoura.co.nz/assets/PDF-Documents/Tourism-Trade-Toolkit.pdf 



Navigating the Tourism Trade Cycle

Navigating the Tourism Trade Cycle

High
High

Low
Low

Trade Commission

New Mature 

Your Business

Business



Navigating the Tourism Trade Cycle

Trade Management Strategies (ideas)



Trade Management Strategies

Trade Management Strategies

● Upsell incentive = commission on products over $x

● Limit number of trade accounts

● Align target markets 

● Take prepayment 

● Limit products 



Direct-to-Market Sales Techniques

In the shoe industry, the common 
mark-up is between 2.5-3x the 
cost/wholesale price.

Direct-to-Market Sales Techniques



Product Differentiation

Product Differentiation



Product Differentiation

“Be different or be dead. Memorable experiences are about creating value. 
Value is the defining factor. When there is no difference people buy on price 
alone. You can only compete on price for so long, but you can compete on 
value forever”

Product Differentiation



Best Practices 
for resilience in a changing world



Long term: time horizon & flexibility

Best Practices for resilience in a changing world

● Diversify sales channels 

● Monitor performance and adjust based 
on data

● Maintain a strategic balance



The Goal 
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Experience Economy



Homework?


