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0 Introduction
Group travel represents one of the fastest growing segments of the Nofi
Arnerlcan travel industry, It is a market made up of groups gene@y  ranging
from 25 to 50 persons who are traveling a spedflc  itineraxy  whi+ has been
packaged and promoted by a tour operator. These itineraries can last from one
day to more than two weeks, depending on the scope and price of the tour.
Except inmajormetropolftan  areas and resofilocations,  most tours will remain
in each location only one night.

The advantage of ~gto gdn a larger share of thk market is obvious: one
successful sales call wltha tour operator can potentially deliver fo~consumers
at least once if not smeral  times a year. But there are downsides and group travel
is not for everybody.

You may lack the capaci~.  the stafbg or the special facilities necessary
to sewice this market properly. Your prope~-be  it a restaurant. lodging
facility or attraction. may not be located sufficient.lyclose  to the routes prefemed
by tour companies. Since the tour business is based on high volumes and low
profit margins. operators simply cannot afford to take risks with new product .
lines in out of the way places unless there ls a proven markeL -

Even if you have the capaci~- i.e. an ability to feed or seine at least fifty
people atone sitting or accommodate fifty people often wanttng  single rooms in
the same lodglng property-you still  have to consider whether this market
segment is compatible with your ovemll  marketing objectives. You will never
succeed if you perceive group travel merely as a convenient source of pick-up
business in slack periods. You must give the same high level of personal semice
to members of a group as you would to independent travelers who made their
own reservations and pay rack rates. Bad impressions travel especially fast by
“word of mouth- in a busload  of travel weaq passengers.

The group travel market can be a lucrative source of business for those
British Columbia suppIiers  who have developed their products to meet the
special needs and interests of the tour operator and who have ‘done their
homework - before launchtng  aggressive marketing strategies. This handbook is
designed to help you better understand the dynamic market for group travel into
British Columbia and to provide some practical ups on how to increase your
share.

Tourism Research Group
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(

The North American Market
for Group Tours

Group tmvel ts one part of the burgeoning package travel bustness.  In 1983.
Anericans  took 62 million mps that were packaged in some way. Since this total
represents merely 6% of the enttre  U.S. travel market. there Ls obviously plenty
of room for expansion The growth in the U.S. package tour business has been
strongest tn outbound. foreign markets and Canada has benefited. Package
tours now account for nearly one-third of all U.S. trips to foreign destinations.
Exhibit 1 shows the rapid recovery of package tours after the recession.

In 1987, the National TourAssociation  (NTAI conducted a comprehensive
analysis of the impact of motorcoach  tours hI North America. A survey of over
500 professional full-time motorcoach  tour operators showed that in 1987 this
i.ndus@  produced nearly $7 billion indirect expenditures for a total economic
impact of US$l  1.6 billiom British Columbfa’s stire of this US$7 biIllon in
revenue is estlxnated  to be US$460  milllon.  equivalent to 6.40/o of the total. i

Approximately 47 million passengers participate in a group tour involvlng
a motorcoach  every year and these travelers spend over 83 nMlion  days away
horn home. J% shown in Table 1. 77% of the tours were day-trips. The total
number of person-nfghts  spent in commercial accommodation wasJust over 36
XnfIlion.

Not only is this sector large. it is growing at an impressive rate. According
to NTA fig~s, the motorcoach  tour business catered to 27%0 more passengers
in 1987 than in 1984- an average annual increase of9%. Exhibit 2 shows where
the money spent on tours involving overnight stays ls allocated. The lodging
sector captures 16Y0, the transportation sector receives 20?!. Nearly one out of
every three dollars goes to incidental expenditures such as souvenirs. meals.
drinks. and items not included in the tour price.

(

Table 1
The Economic Impact of

Motorcoach  Tours in North America “

No. of Total Passenger- Passenger
Length of Tour Trips Passengers Days Niqhts

One-Day Tours 915,728 36.6 million 36.6 million o
Multiple-Day Tours 279,403 10.5 million 47.3 million 36,8 million

Total 1,195,131 47.1 million 83.8 million 36.8 million

source: Economic Impact Anolysis of the Motorcoach  Tours Going to British
COILIJTIMU TINS National Tour Association. 1987

Tourism Research Group
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Exhibit 1
Package Tour Share of Domestic

and Foreign Trips, 1979-83

5

0
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198~... 1981 1982 1983

year

Source: U.S. Market for Package Tours: Special Studies in Travel Economics
and Marketing, U.S. Travel Data Centre,  1983
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Exhib\t  2
Where the Tour Dollar  Goes in British Columbia

■ Lodging
B Meals
s Attractions
~ :ra;portation

* Passenger incidentals

l&40/o
7.0%
7.0?;

20.1%
18.10/0
31.2%

Source: Economic lmpoct Analysis ofii~otorcoach Tours Going to British
&iumbiu  The National Tour Asociatiom  1987

(’

Table 2
The Size of the North -erican

Group Tour Market to British Columbia

1985 1986 1987
$ $

(forjcast)

Trips 27,603 25,684 28,252
Passengers 1.1 million .98 million 1.1 million
Passenger-Day 4.35 million 3.74 million 4.1 million
Passenger-Nights 3.1 million 2.5 million 2.9 million
Revenue 502.6 million 437.8 million 504 millicn
Economic Impact 804.3 million 700.5 million 807 million

Sources: 1986 and 1987 Economic Impact Anafysis of hfotorcoach Tours
Going b Btih Cohmbiu  The Natioml  Tour Association. 1987
and consultant’s forecasts for 1988 which are based on annual  in-
crease of 10°A

Tourism Research GIOUP
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The Group Tour Market into
British Columbia

The Group Tour market tnto British Columbia has two components: scheduled
(tour) and non-scheduled (chaxter).  The latter are custom designed for special
interest groups and include a wide variety of tours that range from a local day
trip to multiple day excursions. Statistics regarding the relative impofiance of
scheduled and non-scheduled tours vary considerably from one study to
another. We have reason to believe that non-scheduled tours to B.C. outnumber
scheduled tours by a rat.lo of 3 to 1.

While this handbook focuses exclusively on the market for scheduled
tours as assembled and marketed by operators and wholesalers. you should not
overlook the potentfal  for catering to the non-scheduled market. This business
is much harder to find because it is spread over such a large number of
organkations,  associations and clubs, etc. By focussing  on some ‘vetical
segments” such as senior citizens homes. retirement condominium complexes
or gardening clubs, and with some in.novative packaging you could fill more
rooms, sexve more meals or hear more clicks at the tumstie  next year.
Contacting and developing relationships with bus companies actively pursuing
the charter market out of Edmonton. Calgary, Seattle. Spokane. Portland. and
Vancouver or Victoria is recommended as a positive first step.

According to data supplied by the Natioml Tour Association. British
Columbia hosted nearlya million bustourpassengers ofwhich  two-thirds spent
at least one ~ht in the province. Table 2 shows the relative size and impact of
the motor coach market into British Columbia for 1986 and 1987 and presents
forecasts for 1989 based on an anticipated annual growth rate of 10%.

Brltlsh  Columbia’s popularity as a tour destination is already established.
Accordhg  to Ed Carnara  and kociates, a noted Anencan Travel Industry
Consultant. Vancouver was ranked as the 5tli most populaI  group tour
destination in Noti America in 1986, up from 15th place in 1985. While a
decline in this ranking post @o “86, it is clear that even without a World”s F+r.
Vancouver and British Columbia are popular destinations with tour operators.

Tourism Research Group
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The Outlook for the Future
The potential for strong growth in the group travel market to British Columbia
is good for a variety of reasons:

1.

2.

3.

4.

The aging of the population A the proponion  of the population aged fifty
and over increases so will the demand for group travel, This segment is
healthier. better educated and more afiluent  than ever before and has both
the tlrne and the inclination to travel.

Group travel ls often favoured by first-tlrne  visitors to a des~ation.
Thanks to the exposure gdned  by the 1986 World’s Exposition. BrN.ish
Columbia is a relatively ‘hot- destination for many group travel purchas-
ers- particularly on the densely populated East Coast of North America.

Consumers of travel are showing an ever-increasing sensitivi~ to the
issue of price and value. The bulk purchasing powers of large tour
operators enable group travelers to experience a destination for consid-
erably less cost than an independent traveller. This ls especially true for
some of our “long haul- consumers located on the East Coast where
aggressive tour operators can take full advantage of the efTects  of airline
deregulation.

In 1982, the American bus business was deregulated and since then there
has been a proliferation of new compa.nies--tiy  but very aggressive. As
a consequence, there has been a tremendous downward pressure on
prices for charters and tours. Most of these new companies are ccclusively
and aggressively in the charter and tour business. They need to fill their
buses and are constantly on the lookout for new destinations. new themes
and itineraries that have consumer appeal. The majority have little
detailed knowledge of British Columbia.

Other trends that should be noted include the increase in intermodal
travel. the increase in custotied  tours and interest groups. and the increase
in demand for ‘spike and hub - type kine~es.  Deregulation combined with
consumer resistance to long busjourneys has encouraged many tour operators
to plan itine~es  that !nvolve  longerstays at one centml Iocation(the  hub) and “
anange  interesting day excumions out and back from Lhat hub (the spikes). ‘l’he
impact on the lodging properties and communities that successfully capture
this business can be significant.

(

Tourism Resaarch Group
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20 The MarketPlace:
Suppliers meet Buyers

l%e process of supplying. packaging and merchandising travel products to
@oup travelers ls complex. Exhibit 3 is an attempt to fflustrate  the relationship
of each of the players in the group travel marketplace.

1.

2.

3.

4.

5.

The Players and Their Roles
Supplier- an owner/operator of a tourism product (se~ce) saleable to
the group tour market (e.g. hotel/motel. attraction. transportation com-
panies or restaurants, etc.)

Receptive Operator- an area or destination ‘expert- who promotes and
sells an area’s tourism products to tour operators and wholesalers: buys
at discounted rates. referred to as the ‘net price-, and sells at a mark-up.

Tour Wholesaler- one who buys tor.ulsm products either tiecdy  from
the supplier or from a receptive operator, and in turn promotes and sells
to retail outlets often under a difYerent  name. The wholesaler buys at a
discounted rate, referred to as the net price, then marks up for sale to
retailers.

Tour Operator- one who operates or conducts tours: may buy and sell
through various combinations of players. The larger tour operators may
buy directly from suppliers and sell directly to the traveller  through an in-
house retail outlet. Tour operators usually market their tours under a
brand name.

Retail Travel Agents- provide the main distribution channels to the
consumer. ‘XTie retd travel agent typically relies on brochures amd
catalogues  provided by the tour wholesaler or tour operator to merchan-
dlze group travel products. l%e agent exploits a variety of commissions.
net prices. incentives, overrides and bonus arrangements to achieve their
profit. There is llttle destination loyalty among agents.

This manual focuses on the relationship between you the supplier and the
wholesale purchaser who could be any one or all three of the followlng:  the
receptive operator, the tour wholesaler or the tour operator. It is important to
remember to whom you are selllng.  You must keep their needs in mind when
promoting your product. While bearing in mind that the final consumer is an
individual travel.ling  in a group, you should concentrate on satisfig  the
wholesale intermediaries who will be packaging and promoting your product to
those consumers.

Tourism Research Group
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Exhibit 3
The MarketPlace:

Buyers Meet Sellers

‘ Tour Operators

●

1

%xeptive  Operator

● GG=v’1 Retail

These  players promote and sell their tourfsm  products (that is, the
products they purchase fmm the suppllers) to a retafl outlet after they have
marked up their cost anywhere from 15 to 35%, depending on the margin
needed to cover their own promotional costs. other expenses. and profits. They
can jus@ their request for discounted rates by the volume of business which
they will provide to the suppller.  Through proper bar@nlng you can persuade
tour operators to purchase rooms or tickets during your shoulder season. Most
deals are negotiable.

The operators and wholesalers have a stiong  influence on the travel
dec~ions made by the group traveller  and. as such, have the potential to direct
group business your way. They lumw the markets they sexve and the most “
effective methods of getU.ng the business.

Receptive operators. who are located in the area or destination being sold.
can save you the cost of establ.khing  a sales force to reach all your geographical
target markets. For a listing of some receptive operators working in British
Columbia. refer to Appendix A

You could, of course. also @ to sell directly to the retail outlets or the
group travcllers  themselves. But if you do. remember you then become a
competitor of the tour operators. The real potent-la] in group travel lies with
tapping into the operator/wholesaler market. Not only do these companies
know the group travel market better than you do but by handling multiple
“product lines- they can afford a sign.tflcantlygreater investment in desUnation-
related markeung,

Tourism Rwoorch  Group
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Discounts, Coxnmissions and Pricing
If you are serious about developing the group tour business you will need to
establish a strong working relationship with your wholesale partners that is
based on a mutual respect and understanding of each other’s needs. Tour
operators need to be guaranteed a sufficient and consistent supply of quality
products at a price which covers their costs and profit. Remember that group
travelers expect to be able to purchase a group tour at a lower price’ than that
paid by independent travelers. You. on the other hand. want to maximize your
revenue per unit sold.

It boils down to a question of balance. Decide how much group business
you want to obtain and then negoUate  consistent and fair prices with the tour
operator. Should you choose to &ount  your prices to independent havellers.
pass on proportionate discounts to your group tmvel partners. Ifyou do not. the
wholesalers and operators may find they are left “high and dxy- with overpriced
goods in their shelves.

The quesUon  of when to request deposits. when or when not to refund
deposits and other issues relating to payment are discussed in Chapter 7.

Tourism Research Group



;3 o The Marketing Cyclet I
You may have noticed when you picked up this handbook that it is not titled
sew to the North Amexican  tour business, but marketing. The difference IS
important.

‘Marketing is a way of thinking-frame  of mind. Zt is, if you
like, a business philosophy. If you adopt a marketing orienta-
tion it means that whenever you think about your business, you
do sojiom your customer’s point of view. It means accepting
the idea that the purpose of your business is to save the wants
and nee& of your customer, and to meet or exceed their
expectations. -

Marketing Management. A Program In Canada’s Tourism
Industry. MacLean Hunter and Tourism Canada. 1986.

Marketing is not so much an activity as a process or a never ending cycle.
You do not start and finish: it is on-going and to be effective requires an abilih”
to realistically evaluate effectiveness. to adjust to change, to re-allocate  re-
sources, revise objectives and re-think  tactics.

While it is not the purpose of this handbook to be a text on the “how to’s-
of travel rnarketingingeneml. we have tried to provide specific Ups on marketing
to the tour industry. The best way of doing that is to present concepts and tips
within  the context of the marketing cycle as illustrated in Exhibit 4.

Step 1 involves answering the fundamental questions- who are m>-
customers and what are their needs? The gxirket comprises both tour
operators located at or close to the source of their clientele and tour
operators located at the desUnation.  The latter are referred to as receptive
or inbound operators. The tour operator can be further catego~ed
according to their length of stay in British Columbia. preferred routes and
destinations. their clientele (deluxe or economy: seniors or mixed adults),
the type or orientation of their tour, Touxlsm British Columbia has
compiled a dossier on 200 of the key tour operators bringing group
business tnto this province. Once you have determined what market }-OU
wish to penetrate, the MinM@s  Trade Sales Section can proitide  details
about those operators most likely to produce for you. The next chapter in
this handbook, titled What Are Tour Operators Looking FOI’?- pro~ldes
some geneml insight into the needs of this market group.

J (
(.

I
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Exhibit 4
The Marketing Cycle

%

Who is my Customer?

? L
Step Fwe Step Two

Measure & Evaluate Pfoduc  Packaging
+

( \

Step Four Step llree
Delivering the Goods — Effective Promotion

i T 7

Step 2 in the markeUngc@e  involves the task of positioning. packaging
and pricing your product to ensure it matches the demands of the market
segment you have chosen to concentrate on and can be delivered at a price
they are WIIling to pay.

Step 3 Is the stage when sales and promotional activities take place. There
are numerous promotional techniques that can be used. Exhibit 5 lists
those techniques that are most efkctive when txying to do business with
tour operators. I’Tie chapter enutled  Effective Promotion provides an
ovemiew of some of the major ‘do’s” and ‘don”ts- assoclated  with these
methods.

Step 4occurs  when a sale ls closed. a deal is made and the travelers a.mlve
at your door. The chapter entitled Delivering the Goods provides key
points to consider when semlclng the group tow. Remember the most
effect.tve  way to a sell group tour for tomorrow is to ensure the one you
have on your property today ls a smashing success!

Step 5 involves measurement and evaluation. Did you.meet  or c..ceed “
your targets? Which promotional method produced the best results? Did
your guests have a saUsi%ctory experience? What criteria have you
established to indicate success or lack of it? These questions will be
addressed in the chapter titled Taking Score.

Towism Rmrch  Group
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40 Who is my
Step One:
Customer?

If marketing means satis&lng  the wants and needs of your customers, it
obviously pays to find out who those customers arc and what they are looking
for. In the case of the group travel market. there are two sets of customers- the
tour operator and the group traveller. Your primary market is the tour operator
whose market is the group traveller.  As a supp”~er  of a tourism-related service
or product. your task is to sat.k@ the tour operator by being sensitive to and
aware of the needs of MS passengers.

What Are Tour Operators Luoking For?
The design of a successful tour is a challenging task requiring  careful research
of the interests of an operator’s clientele and the mix of attractions and semices
available at any given destination. Several basic questions have to be answered
fws~ What should the destination be? A trip through British Columbia to the
Rockies: a more in-depth exploration of a sub-region witMn  the province: or a
‘spike and hub- me itinera@  The choice of desUnation  and route ls often
related to the location of the operator. Tour operators based on the Eastern
Seaboard of the U.SA are more UkeIy to include the well established destina-
tions of Vancouver, Victoria, Jasper and Ban.t3and to ticlude  Britkh  Columbia
as pm of a longer exploration of the RmActes  and the Pacffic Northwest. The tour
will most likely be sold to 5rst time visitors to the region who will not want to
miss the famous landmarks associated with it. Tour operators located closer to
home, however, are more likely to be persuaded tmprotide  something new and
diiTerent for their repeat customers such as a winery excursion through the
Okanagan.  a whale watching tour to the west coast. or the historic sites of the
Cariboo.

A second basic question concerns price and positioning-is it an ● econ-
Omy- or “deluxe- touf? Should aIl meals be included in the pfice or are the
customers more I.lkely to prefer to choose their own dining establishments?

When planning a new itinerary, tour operators will normally start with
what the trade refers to as either a DMO (DesMation  M=ke~g  orga~ation)
or PSO (Public Sector Organizations) which, in British Columbia. take the fo~
of the Mintstxy of Tourism and Provincial Secretary and the nine regionaJ
tourism associations. local  Chambers of Commerce or visitor bureaus, such as
Tourism Vancouver and Tourism Victoria. Since no single supplier can”provide
ail the services needed by an operator. it is important that suppliers become
actively involved in their DMO and have a good working knowledge of tie
attractions and services available in their area.

Tourism Rosoarch  Group
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General Needs of the Tour Operator
Below fs a list of the basic requirements of a tour operator when looking at any
semice or ticl@.

Location- tour operators generally want setices and fadlkies  that are
convenient to the main route of the tour so before approaching an operator
‘do your homework-. Find out what edstlng  itlnemries  are being used. if
you are an attraction located outside a major centre.  maybe you can join
forces with several complementary attractions to justify a day’s eccursion
&om the centrc. Ifyou are located mtdwaybe~een  two stopovers perhaps
you can attract the lunch business or a coffee break

Stagfag Area-tour operators need a staging area for their motorcoach  to
load and unload passengers. This entrance should be as close to the
entrance of the facility as possible. Since many of the group tour clientele
are seniors. check for safe~- potholes in the driveway or unmarked steps
can be a dangerous and unwanted hazard.

# Ueanlinesa- the abUity ofmanagement to perfonnisoftenfirst  evidenced
in the cleanliness of a fadlity. Particular care and attention should be
given to public areas and restrooms. This point cannot be overempha-
sized.

Price- a tour opemtor  has to sell a product at a price that is qual to or
less than the cost which the public wotdd pay on its om. Remember that
tour operatom hmar  costs packaging and promoting their tour products.
llwymust  not only recover a mark-up to cover costs and profits but allow
for the cost of retafl agents commksions.  Remember too that the average
marketlngcost  perunit of a sale to a satlsfled  tour operators substantially
less than the unit cost of a sale to one independent traveller.

SeI+cing  Ares Parking and Maintenance- the driver of a motorcoach
needs to take care of his vehicle. Provide adequate. accessible and secure
parking areas. Provide directions to maintenance facfittes  and places
where the driver can semice the restroom

Attitude- a group tour is comprised of 25 or more individuals who want
to be recognized as such The worst possible approach fs somehow to
convey that bus tour passengers are in anyway less special and tiportant
than your hdividual  customers, Bad impressions travel like wild fire
within the confines of a bus and especlallyfast  among drivers and escorts.
An accommodating, sensitive and sincerely hospitable attitude wtll go a
long way toward making your business attractive to the operator.

i
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Attractions
“A group tour is not a bus ride and a hotel  room: the attractions
are what make it exciting and interesting. -

Anerican  Tours, Minneapolis.

Since tour planners are Iooldng for an interesung  and complementary mi. of
attractions to Include in their itineraries. place your specific facility in the
broader context of other things to see and do. Attractions range from theme
parks. botaniezd  gardens, historic sites, rides. shopping centres. museums. and
wineries. to local festivals. playhouses and special events.

Attractions do not necessarily have to be large to become part of a tour.
If a minor attraction has ample restrooms, a place for a snack and ls not too far
off the beaten traca then it might fit perfeetly into an iUnerary.

According to several experienced tour operators. the following items are
important considerations when selecting an attraction for their touc

Rates- attractions should offer net group rates which reflect seasonal
fluctuations as well as the impact of bulk purchases. If the tour operator
caters exclusively to seniors. special seniors rates should be considered.
Admission for driver and escort should be complirnent.ay.

Advance Group Tickethg-there  ls nothing worse than keeping a bus
load of travel weaxy  passengers waiting while the tour escort queues to get
admission vouchers for 50 people. Offer advance group ticketing and a
speciaJ entrance for group tours to facilitate and speed entry.

Restroom and Refreshment Facilities-make sure there are adequate
restroom facilities. rest areas provided throughout the attraction and
adequate eating establishments at or near the prope~.

Parking and Staging-ample motoreoach p;rking and the ability to load
and unload at the front entrance ts a must.

Accessibility to the Attraction-providing simple and complete tour
directions will enable tour operators to make the necessa~  plans to visit
your attraction. Attractions which are easily accessible to the main tour
route will be easier to incorporate into a tour iLinerary.

Directions on Site- protide  maps at larger attractions so the escort can
brief travelers on whereto find restrooms, shops. restaurants and other
highlights, Most group travelers are constrained by time. Do everything
to ensure your visitors see eve@ung  they want but do not pressure
WMors  to do more than time permits.

Visit Tlrne Required-attraction operators should cornmunicatk to tour
operators how much time is necessary for their clientele to have a
satisfacto~  experience. Be prepared to offer a condensed program if
neeess~.

Tourism Research Group
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Guide Sex+ce-  most group travelers want to learn and guides can oilen
@e abehlnd-the-scenes  look that adds to-itors’  sense of enjoynent  and
gives them a sense of being special.

Entertainment, Education and Fun-tourists are not as content as they
used to be to just sit back and soak up the ent-alnment:  they want to
go away with a feeltng they have experienced something special, ,some-
thlng  dffferent done just for them to make their visit memorable,.

Lodging
Over 20% of ail revenue generated by the group tour business is captured by the
lodging sector. Despite the knpo~ce  ofattracttons  in generating a trip. many
tmvellers evaluate their whole tour experience on the quality of their overnight
accommodation While the number and quali~ of amenities required will vary
according to the clientele, all tours should  provide clean and comfortable rooms
and excellent levels of stmrice.  Complaints from more than one member of a
group tour could. after a,U lose you a mtnimum  of 20-25 room nights in the
future. The Nat.lonal  Tour Association in its comprehensive publication Pti-
ners in P@C An hb’oduc don to Group ~aud Marketing, lists the following
considerations that aecomodation  operators should rernemberwhen  markeUng
to and smicing  the group travel marke~

Group Rates+nxap  tours represent volume business. Group rates
should reflect both occupancy at the time of the tour and the annual
impact of the tour operator. Many tour operators negotiate annual group
rates with hotel pmpeRies.

Location-tour operators select hotels which-are convenient to local
Mstoxical  sites, shopping areas. etc. These areas offer group members the .
freedom to explore on their own.

Attractiveness-hotel accommodations should be clean. weIl main-”
talned  and appealing to the eye.

Friendly StafY-tour operators look for overnight accommodations that
have a fklendly,  tour-oriented stafK A group &aveller  should receive the
same sendce  as any other patrom

Amenities- many of the added extras such as special bath soaps. plush
towek welcome packages. etc., wfll put that finishing touch on an
Ovemlght Visit, making the accornmodations memorable. For example.
while the tour ls checking in downstairs, deltverfiesh  ice to all the rooms.

Double-Doubles-group travelers usually ~vel in pairs. Therefore.
operators generally select hotels which offer rooms with two beds.

(’
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Welcome Semice-group  t.ravellers generally amve at a hotel ready to
rest up after a big day. Immediately upon arrival. have the manager get on
the bus and give a brief but sincere few words of welcome. A hospitality
reception is greatJy appreciated but keep it brief.

Evening Entertainment-after a long day”s touring travelers will prefer
to stay put in the hotel. Be prepared to arrange some simple form of
entertainment for the tour- It could be as elaborate as a local entertainer
or as shnple  as a slide show of local history and attractions or a fashion
show from local retailers depending on the clientele.

Focus on the Individual-it takesve~  little efTort to find out from the tour
operator whether a guest has a birthday or anrdversaxy  that can be
celebrated in some modest way. The sense of concern expressed to the
individual can be witnessed by the group and create a lasttng and positive
impression. Forty plus group travelers are. after all. forty sales ambassa-
dors for your property.

Restaurants
About 25% of the tour patron’s waking hours are spent at a
meaffiuwtion of one kind or another. People love to talk about
food including the quality of the food the service and the
facilities. It is most important that restaurants remember that
the success of a group tour’s experience in a restaurant is the
result of aZZ three points combined

from Partners in Profit. National Tour Association.

Group Menus-ffa special menu k offered to a tour group. it should have
a diverse selection including both light meals and full meals. Group
menus should be discounted and complimentary meals provided for tour
escorts and drivers.

FIexibi.Iity-some  group members may be on restricted diets. Restau-
rants should be flexible. If a btiet  is seined. group members should be
able to order from the menu as well.

Service-restaurant semice  should be fast, friendly. and efficient, Tour
groups should receive the same semice as all other patrons. Operators
look for restaurants which.can seine the entire tour group in 60 to 90
minutes.

Tip or Gratuity-many tour operators prefer restaurants to include the
gratuity on the bill. Whatever amangement is made should be agreeable
to both parties and should never be in doubt.

Tourism Research Group
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Attractiveness-tour operators often select restaurants which olTer
individual character, Restaurants which have a speciti  ambience and
reflect the area make the tour destination more memorable.

Motorcoach Companies
Many tour operators oum and operate their own motor coaches. However, the
majority use charter senices and the company selected is an important
decisioxz  Dependabiltg.  price, and se-e are the most important factors tour
operators look for tn a charter company. Because local motorcoach  companies
often handle a significant amount of charter business as well as catering to tour
operators who ~icallyfly  their scheduled passengers into Vancouver, Calgary
or Seattle. we have listed some important contacts in Appendix B.

Cost Per Mile- tour operators plan itineraxles  over thousands ofmiles  per
year. me cost per mile has a direct ~ect on their bottomline,

Dependable Equipment-the bus company will be responsible for the
maintenance of their equipmen~ Tour operators select companies which
provide dependable equlpmenL  Vehicle age and brand name are impor-
tant factors.

Safety- Motorcoach  companfes that offer references and have a reputa-
Uon for safe~ are preferred.

Drivers- many tour operators request spec!fic drivers for their  tours,
Being able to make such a request la important to tour operators.

Comfortable Motorcoaches-  the quipment  provided should be clean
and comfortable with standard leg and head room for all sizes of
passengers.

P~onalized  Semlce- providing signage  on the motorcoach  adds a
pe=nal  touch appreciated by the tour operator.

Amenities-today’s motorcoaches are equipped with all of the lumes of
home. Video  systems are becoming commonplace tn Iuxuxy  coaches.
These amenities can make the longest itinerary a pleasant experience.

Audio Systems-the tour bus should have a speaker system which is
easily understood when the escort uses the microphone.

s
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Sightseeing Companies
In many cases, when a tour operator packages a tour into a major metropolitan
area, a sightseeing company will be used to provide a more lmowledgeable
escort. Many of these sightseeing companies will provide their own tra.nspofia-
tion whale others may provide a ‘Step On Guide-. If a sightseeing company will
be providing the transportation the same points should be considered as when
selectlng  a motorcoach  company. Local sightseeing companies have ‘consider-
able influence on both the selecUon of attractions made by scheduled tour
operatom  and the org~ers  of charter tours. Appendkx C contains a list and
summary of some of the important companies based in BriUsh Columbia. Below
is a list of some of the important items sightseeing companies should keep fn
mind when marketing to and sewing the group hvel market.

Flexibility- the specific needs of each group tour will vaxy and s@.see-
ing companies which are wtlli.ng  to adapt to each individual tour are
preferncl  by tour operators.

Lnfonned Escorts-tour operators choose to use local escorts in many
cases because the local escort should have indepthknowledge of the area.
thus making the tour itineraxy more complete.

Recommendations- when a tour arrives in a major metropolitan area
the group members are often given a night on their own. A local escort
should be able to make recornxnendatlons.  Escorts should be well in-
formed about local restaurants. ent~nt.  etc.

Planned Local Itineraries- in a given area there wl?l be a number of
special interest spots whmhmost group tours will want included in a local
sightseeing tour. Sightseeing companies should have a selection of local
itineraries available and be wllhg to plan a special Mnerary if needed. In
many locations there will be sights which are not well known and the
sightseeing company should inform the M operator about these less
known sights which might be of interest to group travelers.

Tourism Research Group
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Why Do People Choose Group TYavel?
There have been two major pieces of research on the p~hasers  of group tours.
In 1975, Touche ROS asked such travelers why they selected a group tour over
other kinds of travel. The survey yielded the following results:

Convenience 26’Yo  ,
Cheaper Price 22Y0
Unfamilim-ty with destination 13%
See more, Do more 12%
Other Reasons 2 7 %

1 00% -

In 1985, the National Tour Foundation commissioned an in-depth sumey  of
consumers who purchase group tours as well as those who do not. This
research showed that &aveIlers  perceive group travel to be a unique kind of
tiavel experience that has four key characteristics: Firstly it is a shared
experience that aiTords passengers the chance to meet and make new acquain-
tances and to share the experience of the trip as they go along. It is structured
and relatively carefree. Escofied  tou.xs offer the !raveJler the piece of mind that
cvexy detad has been attended to and that a well-informed tour cscoti  ls onha.nd
to answer any questions about the destixxation. The group tourls  also a passive
expemnce with a altlcal  component- the chance to le~ dlxlt in a mlattvely
passive way. . . - - .+ . - . . .

. . . drnost  all of the people who had taken tours did so because
they wanted to letzrm because they wanted to grow and
~ more things, see more things and be taught . . .

Insumrnaxy.  peoplewho  wantcomfofi.  safety, economy, companionship. ,
the chance  to Iearn and have fun without the unwanted hassles or unpleasant
surprises are the typical  consumers of group traveL If you, the supplier. can
assure the tour operator that your product or se~ce will appeal to the needs
of these consumers, you will be able to forge a productive partnership.

,, ‘
t
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Tour Composition
Tour patrons come from all across North America and. although the market
centres  around travelers in their 50’s and older. people of all ages enjoy group
trwel.  Exhibit 5 shows the mix of clientele reported by operators responding to
the NTA sunwy and Exhibit 6 shows similar information for t-he recent B.C.
study.

Is There a ~ical Passenger?
The majori~  of passengers on group tours originating Within North Arnetica
conform to the following profile:

● female (60%)

● single [widowed, separated, never tied)

● flequent  but unsophisticated travelers
● 51-72 years of age

In addition to this stereo@pe,  other good prospects for group travel include:

● single parents

● women ormenwith  special interests or hobbies they would like to pursue
through &avd

● retired people whose partners do not want or cannot tsavel

hlrism Research Group



Tour Composition
Tour patrons come from all across North Arnefica and. although the market
centres  around travelers in their 50’s and older, people of all ages enjoy group
tmvel. Exhibit 5 shows the mix of clientele repofied  by operators responding to
the NTA sumey  and Exhibit 6 shows similar information for the recent B.C.
study.

Is There a ~ical Passenger?
The majoxity  of passengers on group tours orlglnattng Within North America
conform to the following profile:

● female (60%)

● single (widowed. separated, never married)

● frequent but unsophisticated travelers
● 51-72 years of age

In addition to this stereo~e,  other good prospects for group travel include:

● single parents

● women ormen with special interests or hobbies they would like to pursue
through travel

● retired people whose parbMrs do not want or cannot travel

●
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Step Two:

Packaging and Programming
t Your Product I

From the customers” point of view. the product or se~ce  you are offering is the
mixture of beneiks  they think they udl receive. It is not necessaxlly  the rooms.
cottages. meals, attracUons  or personal semice  you offer instead, it the way
the customers see such facilities and serhces being put to use for their own
benefit or enjoynenL You may2Mnk  you’re selling two nights at an tnn while
the customer may perceive their purchase to represent a ‘romantic weekend get
away by the sea-. That’s why effective progra-g and packaging can be so
important as marketing tools.

Progranun ~ creates products that customers can relate to and gives
additional appeal to what might othenvise be a standard product. For example.
suppose you operate a seafbod  restaurant and wish to attract more tour
business. You know tour operators want to provide their clientele with a) an
authentic experience and b) something ~erent. Present the @ experience
as an opportunity to experience the west coast lifes~le with some live entertain-
ment (e.g.. local folk singers singing some “famous- whaling songs) and the
creative use of authentic west coast menu items. Support your local arts and
crafts community by dkplaying  theti  wares tastefully throughout the restau-
rant. Use your imagination and see yourself through the eyes of your customer
who is hungxynot  only for your barbecued salmon but the different. unique and
ente~g experience of eaUng it at your restaurant

Although progralmnm g and packagtng can work together. they are
difkent  and should not be confused. Programming is the presentaUon of a
single product or semice in terms of the way it might be used. Packaging on the
other hand, is the presentation of a number of prod-ucts and se~ces  that would
nonndly  be purchased one at a time. but whiclz  in a package. are offered as a
single producL  at a single price.

We do not suggest here that individual suppliers attempt to package whble
itineraries - that job ls best left to the professional tour operators who have
learned the hard way the kinds of itineraries that are prolltable.  In the past. any
effofi you put tnto developing sophisticated packages for the group tour market
may have been wasted and many tour operators refused to purchase them. But
given the groWng number of compardes getUng into the business (i.e., motor-
coach compaxUes,  retafl agencies and tour operators) many of these buyers are
recognizing that they can save both time and money by purchasing pre-
packaged subcomponents  of a larger tour. Furthenore,  if you offer just one
relatively isolated product or semlce you may not attract an operator’s atten&ion
unless you offer a package of experiences to justify the stop. Packaging can
enable you to create the point of dtierence  that distinguishes you from the
competition.

Tourism Research Group
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Step Two:

Packaging and Programmingi , Your Product I
From the customers” point of view, the product or sewice you are offering is the
mixture of benefits they think they wtll receive. It is not necesstiy  the rooms.
cottages. meals, attractions or personal semice  you ofler: instead. it ‘is the way
the customers see such facilities and services being put to use for their own
benefit or enjoyment. You rnay2hink  you’re selling NO nights at an inn while
the customer may perceive thetipurchase  to represent a “romantic weekend get
away by the sea-. That’s why effective programming and packaging can be so
important as marketing tools.

Rogramm in.g creates products that customers can relate to and gives
additional appeal to what might  othenvise be a standard product. For example.
suppose you operate a seafood restaurant and wish to attract more tour
business. You know tour operators want to provide their clientele with a) an
authentic experience and b) something di.fIerent.  Present the dining experience
as an oppofiunityto experience the west coast lifestyle with some live entertain-
ment (e.g.. local folk singers singing some ‘famous- whaling songs) and the
creative use of authentic west coast menu items. Support your local  arts and
crafts community by displaying their wares tastefully throughout the restau-
rant. Use your imagination and see yourself through the eyes of your customer
who is hun~not  only for your barbecued salmon but the dfferent.  unique and
ente~g experience of eating It at your restaurant.

Although programmingg and packaging can work together, they are
different and should not be confused. Programming is the presentation of a
single product or semice in terms of the way it might be used. Packaging on the
other hand. is the presentation of a number of prod-ucts  and serWces that would
normally be purchased one at a time. but which in a package. are offered as a
single product. at a single price.

We do not suggest here that individual suppliers attempt to package whble
itineraries - that job is best left to the professional tour operators who have
learned the hard way the kinds of itineraries that are profitable, In the past. any
efforts you put into developing sophisticated packages for the group tourmarket
may have been wasted and many tour operators refused to purchase them. But
given the growing number of companies getting into the business (i.e., motor-
coach companies. retaf.1 agencies and tour operators) many of these buyers are
recognizing that they can save both time and money by purchasing pre-
packaged subcomponents of a larger tour. Furthermore, if you offer just one
relatively isolated product or semice you may not attract an operator’s attentton
unless you offer a package of experiences to justify the stop. Packaging can
enable you to create the point of difference that disunguishes  you from the
competition.
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attraction admission fees: and the other costs normally charged on a per-
person basis.

Step 2: Culmhte  fried costs per person
Add togethertlie fixed costs- i.e., the costs that will not change no matter
how many customers buy the package. These costs could include a motor
coach charter, the se~ces  of a guide. professioml  instructor, and so on.
Then divide the total fkeed costs by, say. 709f0 of the number of people
expected to buy the package. By using a percentage less than’ 100, you
reduce the risk of loss caused by lower-than-expected package sales, and
you increase the chances for extra profit if the package is a success.

step 3: C&ldate package’s marketing and share of overhead costs on a
per- person basis
Calculate the package’s marketing and overhead costs, and then (as in
Step 2) divide by 70% of the totaJ number of customers ~ected.

step 4: Cdndate total package costs on a per-person basis
Add together the per-person costs calculated in Steps 1.2 and 3, to arrive
at a totaJ package cost-per-person.

Step 5: Mark-up total package costs to cover cornmis sims and provide a
profl
Mark-up the total per-person costs to cover travel agent. tour operator or
tour wholesaler commissions (if applicable) and, of course, your profit.

The total package price per person is therefore:

Total variable costs per person

+.

Total f~ed costs per person

+

Share of marketing and overhead costs per person

+

Commissions and your profit

.
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attraction admission fees: and the otier costs normally charged on a per-
person basis.

Step 2: Cuh.date fxed costs per person
Add together the fixed costs- Le.. the costs that will not change no matter
how many customers buy the package. Rw-se costs could include a motor
coach charter. the sendces of a guide, professional instructor. and so on.
Then divide the total tied costs by, say, 70V0 of the number of people
expected to buy the package. By using a percentage less thin’ 100. you
reduce the risk of loss caused by lower-than-expected package sales. and
you increase the chances for extra profit if the package is a success.

step 3: CQhdute package’s marketing and shore of overhead costs on a
per- person &is
Calculate the package’s marketing and overhead costs. and then (as in
Step 2) divide by 70% of the total number of customers expected.

step 4: Cdcllk@ total package costs on a per-person basis
Add together the per-person costs calculated in Steps 1,2 and 3, to Wve
at a total package cost-per-person.

Step 5: Mark-up total package costs to cover commissions and provide a
profi
Mark-up the total per-person costs to cover travel agent. tour operator or
tour wholesaler commissions (if applicable) and, of course. your profit.

The total package price per person ls therefore:

Total variable costs per person

+.

Tota! fixed costs per person

+

Share of marketing and overhead costs per person

+

Commissions and your profit
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Exhibit 7
The Promotional Mix for Group Sales

Promotion Activitv or Technique Grou~

Information Kits x

Personal Selling x

Advertising

Newspapers ‘x
Magazines “ x
Travel Guides

Travel Publications

Yellow Pages x

Outdoor/TransitlMall

Radio

Television

Direct Mail x
Cooperative Advertising x

Contra Promotions

SaJes Promotion

Brochures x
Other Sales Support Materials x
Activities x

Reception/Seminars/Presentations x
Travel Shows

Trade

Consumer

Corporate/Association x
Familiarization Trips

Travel Trade

Travel Writers

Tour Operators x
Publicity x
Public Relations x
Guest Relatlonsllnternal Selling x

source: Adapted from Marketing Management. A Program for Cunada’s
Tourism hdu.s~.  MacLean Hunter and Tourism Canada. 1986
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Exhibit 7
The Promotional Mix for Group Sales

Promotion Activitv or Technicwe Growzs

Information Kits x

Personal Selling x

Advertising

Newspapers ‘ x
Magazines ‘ x

Travel Guides

Travel Pubiiitions

Yellow Pages x
OutdoorflransiUMall

Radio

Television

Direct Mail x
Cooperative Advertising x

Contra Promotions

Sales Promotion

Brochures x
Other Sales SuppoII Materiah x
Activities x

Reception/Seminars/Presentations x
Travel Shows

Trade

Consumer

Corporate/Association x
Familiarization Trips

Travel Trade

Travel Writers

Tour Operators x
Publicity x
Public Relations x
Guest Relations/lntemal Selling x

source: Adapted from Markettng  Management. A Program for Cunada”s
Tourtsmhuius@,  MacLean Hunter and Tourism Canada. 1986
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i.n all instances. the meettngs are pre-arranged  to maxinuze  use of Ume and
assure that appropriate buyers and sellers have a chance to meet]. ‘Buyer- and
“Seller - directories are forwarded to those  registered, and it is from these hings
that you arrange your appointments at the marketplace.

During the marketplace itself. you have a short period of Lime to make your
presentation (7-12 minutes). The more prep-d  YOU =, the more =leable~our
product wtll be to the tour opaator  (or bwerl.  Don’t spend tie whole me
_ a ~es pitch. Let the operator talk too. listen to their needs. and idomI

them how you can meet them. Be sure to bring lots ofbusiness  cards (5001, firm
information regarding rates and policies. a small map indicating your company
location. and a binder describing your product (attraction. hotel or whatever).
If possible, send the same representative year after year. Tour operators
appreciate the consistency and the accompanying sense of reliability and
confidence. Successful selling is. after al based on contacts and solid business
relationships that take time to develop. Try to attend the social and other
convention-related activities: these are opportunities to meet other potential
buyers as well as get to bow some of the buyers you already met.

Follow-up after the marketplace enhances your chances of getting the
most business from the buyers you contacted at the show. Letter and phone call
follow-up allows you to maintain contac& and keep your product in the mind
of the buyer.

Successfully addressed. these trade shows prcwlde the means whereby
you can turn your customer tim a buyer into a rellable  business partner.

lhe fo~owlng  marketplaces hosted by an association permit only mem-
bers to attend: that is. you must be an association member in good standing in
orderto registerforthe  marketplace. Some requfre that you pay for booth space.
while in other shows the buyers are assigned IocaUons.  Contact numbers are
provided for each show I&ted- bes= to find out as much as you need about
the shows you are interested into determine whether or not to attend.

Rendez-vous  Canada
● Hosted by Tourism Canada (no mated association)
● Bfigs together buyers and sellers of Canadian tourism products and

semlces to conduct business.
● Appointments are all pre -amanged.
● Held ~ each spring of various Canadian ciUes
● DeadUne for registration is genemlly  July prior to this event
● Held annually at various Canadian cities
● Costs  (including booth) is upwards of $1100 for se~ers  ●

9 Contact: For more information, phone Tourism British Columbia in
Vancouver (604) 660-2861 (ask for International Marketing)

● To register, write Travel Industry Sales. Ministry of Tourism and Provin-
cial Secretary. 802-865 Homby Street. Vancouver, B. C.. V6Z 2G3

TouIism Resoorch  Group
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Tourcanada
● Hosted by Tourism Canada (no affiliated association
● Brings together buyers and sellers of Canadian tourism products in

Eastern or Western Canada (alternates annually)
● Same set-up as Rendcz-vous  Canada
● Held annually at various Canadian ciUes
● Cost (including booth) is upwards of $1275 for suppliers ‘
● Contact For more information. phone Tourism Canada in Ottati (613)

954-3901 Paul Mkh.audl
● To register. phone Tourism B.C. in Vancouver 660-2861 (ask for Travel

Industry Sales)

Huddle West
● Hosted by International Productions 3M (no affiliated association)

(

● Brings together buyers and sdlers of tourism products for the western
p= of Canada and the U.S. .

● Same set-up as Rendezvous Canada
● Deadline for rcgistraUon-  late Apfi or early May
● Held annually at various cities in Western Canada/U.S.
● Costs (including booth) k $945 (U. S.) for sellers
s Contain For more information or to register, phone International Produc-

uons  3M in Jacksonville, Florida at (904) 7374706 (Pete Dicb)

NTA Marketplace-Totx  & Travel Exchange
● Hosted by the N’ZA (National Tour Association) for members only
● B- together operators (buyers) and suppliers (selle=)  fimthroughout

North America to meet and conduct business .
● Sim.llar set-up as Rendez-vous Canada. except that buyers occupy the

booth space rather than the suppliers
● Deadline for reglstraUon-  early June
● Held annually at various clUes throughout the U. S.. Spring and Fail
● Cost is uwpards  of $725 (U. S.) per delegate (no booth required)
● Contact: NTA (see “Associations”)

Toufisrn Research Group
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ABA Marketplace/Conference
● Hosted by the ABA (American Bus Association) for members only
● Bring together ‘bus tour-buyers and sellers to meet and conduct business
● Same set-up as NTA Marketplace
● Deadl.hie  for registration is late June or early July
● Held annually at vaxious  US. cities, normally early December
● Cost is $750 (U. S.) per delegate for the full week or $695 (U. S.) per delegate

for a half~eek
● Contact: AEA (see ‘&sociations-)

OMCAMarketplace/Conference  ‘
● Hosted by the OMCA (Ontario Motor CoachMsociation)  for members only
● Brings together ‘bus tour” buyers and sellers to meet and conduct

business
● Same set-up as NTA Mar] :etplace
● Deadline for registration is early August
● Held annually at vaxious cities in Ontario, normally in November
● Cost is $280 per delegate (no booth required)
● Contact: OMCA (see ‘*sociatlons-)

USTOA Marketplace/tinference
● Hosted by USTOA  for members only
● Brlngstogether  ‘active-tour operatormembers (pxlmarllythe larger-sized

buyers of North America) with UsTOA’s  “associate- and ‘fied- membe=
(sellem)

● Same se t -up as  NTA M a r k e t p l a c e  -
● Deadline for registration is early September
● Held annually at various cities in the U. S., normally in December
● Cost is $230 (U. S.) per delegate (no booth required)
● Contact: USTOA (See “ksociations”)

TOUti Research Group
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Familiarization Tours
Offering FatnUrza Lion Tours is considered by many suppliers as the the best
method to t.ntroduce  your attraction or hospitality sewlce to tour operators. The
ulttmate goal is both visibility and satisfactory ‘product tesUng’. After all, if tour
operators respond positively to the experience. they are more inclined to include
your facility in future iUneraries.

Operators receive numerous invitations to attend Fam tours and can
afTord to be selectlve.  In order to encourage them to take your tour and in order
to ensure that tour ultimately generates business. cenain  points should be
remembered:

1.

2,

3.

4.

5.

6.

7.

8.

Put yourself in the shoes of the operators. They will be taking time out of
thek busy schedule to visit your area. Make sure they pemeive that Ume
to be profitable. Don’t attempt to ‘go it alone’ but work with your regional
or community assodation  to ensure that there is a good rnk of comple-
mentary attracUons and se-es to visit. Choose only those suppliers who
are as committed as you to getunggroup tour business. Stress unique and
dlsUnctNe  attractions.

Select your guests to achieve yourgoals,  i.e. do your homework Invite only
those operators whom you know have the potential to deliver business m
suflkient  volume to just@ the expense of the tour.

Several months’ advance noUce of a tourwill  help ensure a biggertum  out.

Brief your guests in advance about other tour members, klnerary  and
overnight stops. Tour operators hesitant to accept your invitation might
quickly be persuaded to attend if they see their compeUtor’s  names on the
paluclpant  list!

Supply as much factual supporting material on the attractions and
facfflties as you cam Include a road map and details of traveling Urnes and
stopovers to help tour operators plan ittnerarles.  Note that in a Group
Travel Sumeyrecently  conducted by the provlncia.l  government. over 54% .
of the tour operators chose “suggested itineraries- as an ideal form of
markettng  suppoti

Supply sample books of any available photos or slides so that operators
can have the option of using them in future brochures.

Target your activities to the operator and the purpose of the tip. Present
semices and facfflUes  which are feasible to include in a tour package. A
river rafUng trip might be exciting for the operators but how many will
include it in their tours?

Tour operators are theme conscious and always on the search for
something unique and disUncUve.  Co-ordinate the meals to ensure
parUcipants have the opportunity to taste locaJ cuisine.

~Oti Research GIOUP
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q

9.

10.

11.

Don’t overfffl  the day. Not only will your prospective clients enjoy the area
more if they are not tired but they may also prefer some ‘free time” to
explore the area by themselves. They may find points of Interest that you
hadn’t thought of or had taken for granted.

Do not expect immetite  results from your promotional activities. .Many
tour operators have confixmed  packages planned for months in advance.
Your efforts will result in increased business over a period Uqe.

Follow up with thank you lettexs to participants fboth suppliers and
customers] after the tour. Track bookings and obtain tour operators”
evaluations of the tour to determine whether modifications should be
made to future tours.

Direct Sales
Let’s assume that you have got the attention of a tour operator, and have
stimulated his interest Inyourproduct,  you still have to ‘close the sale-, You will
have most success at closing deals lf you understand that selling is a problem
solvlng  skill-a consumer has a need and your role as a salesperson is to help
the consumer understand how your product or semice will best meet that need.
Your direct sales ~ortswill  achieve best results ffyou develop a personal selling
plan as outlined in Exhibit 8. Steps 1 to 4 are preparato~  to the ‘pitch- (Step
5) and the ‘close- (Step 6 and 7’). Since much of this manual has already covered
the preparatory stages, this section briefly covers key pointers for effective
selling.

Mast of the points listed below have been extracted horn Marketing
Management A Programfbr Cunada’s Towism In&try:

Preplan each sales Cau

Cow the key pofnts in a logical sequence.

Get to bww your prospects and their needs. Your presentation should
appeal to the self-interest of your prospects. It should be focused on their
needs, not yours.

Have a reason for each sales call

~ notjust make p@Odlc“ contacts to fii a sales-call quota

Redly know yourproduc& Make sure you have a detailed knowledge of all
the facilities and sexvices you are selling, particularly those that are likely
to be of greatest interest to your prospects.

Know thecompetftion thoroughly.This will help you play up the advantages
of your product or setice,  and it will allow you to counter any moves your
competition ls maldng.

Tourism Research Group
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9

●

●

●

●

●

(

Always introduce yourself Do not rely on a prospect remembering who
you are.

Get to thepornt  quickfy.  Do not wasKe tune ma.kmg conversauon, unless a
prospect makes it clear he just wants to pass some tune.

Show respect and coun.esy, and make yourprospectsfeel  irnpofmrtL  Never
show a superior attitude.

Pace thepresentadon to suit your prospects. Be sensitive about w’hen to
talk when to Ilstem when to push. when to backoll. when to speed up,
when to bring a prospect back to the topic. and when to close a sale.

Listen .....l.fsten .....lfsm Most successful salespeople agree that pros-
pects prefer to buy rather than be sold. When a prospect wants to talk.
keep quiet and listen. The prospect may be selling Iumself.

Always askjbr the busLness.  You should not leave it to your prospects to
make an offer to buy.

Leave  when ti cdl fs over-  especkdly  if you have made a sale. Do not
hang anxmd. Either close the sale or determine how you are going  to
follow-up.

Record the sales call and set afolbuup date. If you do not make a sale.
ask the prospect for a date on which he can be contacted for a decision.
If the prospect IS indecisive. avoid pushtng  for a final decfsion.  Instead.
consider lrxvit.tng  him to vlslt and try out the Droduct  vou”re  sell.intz.. . .

Tourism Research  GfOUp
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Exhibit 8
Seven Steps to a

Successful Direct Sales Program

A Step Seven Cbsmg
Objedive: Effeu a final demon’to  purchase

Ste

the goods or services offered. I
!p six Negobabons

N

Objwtive: Effeu a price krtheexchange  of
goods or sewices  equitable to both

A Step Fm Pres-
Objective: Present your producl to both decision maker and

arde of influencers and develoo their unders:md-

Meet with contact to gather information
Effectively Iiien and understand current needs of
company to enable molding of presentation.

6“ “-Step Three Gathering background information
Objectiw Wk5tand financial disposition of both individual company 1

and induslry. I

Step One Identifying ywr  consumer group
Objedve: Create a list of potential consumers with the highest probability of purchas-

ing ywr prcduct

Tourism Research Group
I
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Source: Partners in R@. An Introduction to Group Trawl hfarketing
National Tour Association, 1987
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Step Four:
1. Delivering the Goods I
Earlierln  this handbookwe stated that the most ~ect.ive  way to sell a group tour
for tomomow is to ensure the one you have on your prop~  today is a smashing
success! ~ wlt.h virtually any complex endeavour. success depends on good
planning, attention to detail and a consistent sensitivity to the needs of your
customer.

PI*g Before the Tour Arrives
Even though you have put your %est  foot foxward”  to close the sale. the
marketing effort does not stop with the booking. Reservations sexvices should
have a rnarketlng orientation too. Create strong and positive lines  of communic-
ation with tour operators and never assume that any detaUs wfll take care of
themselves. Below fs a list of some of the details to be reviewed before the tour
arrives:

/ Tour member list / MotorCoach servicing area

/ Arrival and departure times / Unloading andloadingareas

/ Mealtimes / Evening entertainment

/ Payment arrangements / Complimentary policy

/ Rate agreements / Reservation& Cancellation

policy

After all of these details have been covered, a complete daily schedule with
times, locations. and contacts should be prepared. This schedule should be
firm. but everyone involved with the tour must keep in mind that flexibility is
the key to operating group tours. The successful Operator- Supplier team will be
able to address any problems which may arise without any inconvenience to the
tour members,

Because of the numerous and complex arrangements necessa~  to handle
group bookings, you need to establish a carefully planned system for handling
such bookings. It maybe appropriate to design some special forms to h,elp you
with the arrangements or to appoint a group /function coordinator on your staff.
Exhibit 9 is an example of a booking sheet appropriate for groups. Remember

Tourism Research Group
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(

For &OuPS Of 20
Persons or More only

Office Use Only I
Visit No I
Category . ,

Date of Visit
Group  Name
Tour Company
Sontact Name
Address Pos”&l code
relephone  Numter
4rnval  llme Mode of Transp@mn
Wrne  of Coach be
%rnated Number of Group Partqxnts
;emor  (65 yn and over) @ Each S
w (13 yrsand over) @ Each S
Xild (12 yrs and IJ-I&) @ Each $

;X Arrangements

. — - - - - - - - ,- - - - -, - .- — -. ,- - - - - - - — - - -,
W Meal Package Purposes Only
)qmsit Required By: Amount Oue:

Conflation of final numbers must ke recwed three business days pti to your amval  or
charges will be based upon numbers quoted by your office when boolung was made.

.  —  -  -  -  -  -  -  -  -  —  -  —  -  -  -  -  —  —  —  -  , -  —  -  -  - ,  -  -  -

One escd  admissicm  complimentary per — participants.
Bus parking b yow group is compliment~ omsite.
Group mtes available.
Payment in cash (large  bills please) or certified cheque, due on arrival. Deposit required for pre-
planned meals.
No refunds due to inclement weather.

w“ll not be I“@ble  for injury, damage or loss to
person or prope~ however caused.

(
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—

too the importance of sharing the iriforrnation with every department head and
every key stafT member through regularly scheduled staff meeLings or special
meetings.

‘In the area of sales and marketing, the hotel is olwags the
solicitor and is 100% responsible for the relationship. A1-
though not everyone we talked to agrees on this, no one efse can
be blamed $somethinggoes  wrong. Let’s look at a hgpothehical
situation irwdving  a hote~

II :1

check-out  time is noon: I

check-in time is 3:00 p.m. II
II

II A motorcoach with 45 people is due to arrive late this afternoon for an II
II overnight stay. (Me unexpectedly, it arrivesat 11 :00 a.m.! It’s too early II
II to check them in; it’s even too early to serve them lunch! Ii
IL J

Whose fault is it that the hotel is unprepared? W- it the re-
sponsibility of the tour escort to contact the hotel: was it the
responsibility of the hotel to contact the operator andjind out
(fev~thing was still on schedule?A  callfiom the operator
Surelg wozdd have been appropriate, but it was not fofihcom-
ing in this instance. Perhaps a concern over one of the
pczssengem &jlected the escort’s intent to @form the hoteL
Whatever the case, in the passengers eyes, the hotel is atfault.

Asuppliermust  lwe by “Murphy’s Law” and anticipate problems.
They must be in constant touch with the operators during the
entire phase of the tour that concerns them-and always be
ready for the worstl

In our hypothetical situatiom  both the operator and the hotel
stand to lose somethingfiom  this experience as tour patrons
tend to hold onto their negative jiwst impressions, No matter
how much good service subsequently ensues, it doesn’t change
their attitude. ”

The Anatomy of a Tour
National Tour Association

,

(
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When the Tour Arrives
First  impressions are often lasting impressions. When a tour arrives at your
facfflty remember that often the passengers may have been sitting for a long
period. They are Ifkely  tired and hun@y as well as anxious to be assured that
their next experience wlllbe a positive one. Designate a person-ideally someone
wfth authori~  and responsibility-to greet the whole group. Keep the welcome
speech ffiendly.  to the point and brief. Then quickly review all arrangements
with the escort or driver to avoid any misunderstandings.

Be innovative and creattve in finding ways of making the members of the
group feel special and especially welcome. Use welcome signs or put welcome
messages on the reader boards. If you have word processing equipment.
personalize little welcome cards attached to room keys-a little plarming can
speed registration too.

Ed Camara.  a noted hnerican  travel industry consultant. considers that
a brief punch reception at the hotel is vimmlly mandato~ but should only last
10-15 minutes and need not be expensive. While the group is sipping the punch
or the cocktaik  encourage questions about your facillty and your area. Asking
tour members questions get them involved and makes them feel special. Be sure
to address any problems immediately to avoid unnecessary negaUve impres-
sions.

Tourism Resaarch Group
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:8 o Step Five:
Taking score

The final and c.mcial step in the marketing cycle involves evaluation. There is
always room for improvement in terms of both the se~ces offered your
customer and the effectiveness of your marketing techniques. Your marketing
plan should not be stattc:  it must be dpmic and capable of changing to adapt
to c~ circumstances.

You simply cannot develop a marketing plan, put it into place
and then sit back and waitfor results. You have to review it as
ajldble plan  that is constantly under review. You have to
listen to the marketplace and adjust your marketing so that
nothing you do is obsolete or inappropriate.

Marketing Management. Tourlsni Is Your Business. Tourism
Canada.

The best way of making sure you are satisfyhg  your customer is to ask
them. l%e tour escort will be exposed to the comments of the tour members
immediately after they depart so give the escort a questionnaire and ask him or
her to complete it as soon as possible after they leave. If there are any negaUve
comments. contact the tour operator, discuss them and then act to correct the
problem.

Keep track of the volume of business delivered by the tour opemtors  who
include your product and service in their itineraries. Watch for trends and
maintain good communications with the tour companies to ensure you are
adjusUng to changing market circumstances. .

Tourism Research Group
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9 Marketing Support
o Services

The followlng  organizations can help you as a tour supplier, to promote your
product and get group tour business. Ifyou aren’t already. it would be well won-h
your time to become more familiar with these groups and see how they can best
work with you for your benefit.

Associations

Regional Tourism Associations

The province is divided into nine tourism regions- for info=nation on how to
contact your regional association refer to AppendW  “D-. This ls your link with
the provincial government for any rnarket~g  initiatives you wish to undertake
which may qualify for assistance through the “Panners  in To@sm-  program.
P.I.T. has been an extremely successful agreement between private and public
sectorwhichmeans  that yourmarkettngbudget can be matched dollarfor dollar
by the provincial government if it qualifies under “P-ers in To~m”
guidelines. The program is designed to facilitate and encourage the collective
marketing of regions and destination areas. So in order to take advantage of it.
you must be prepared to work cooperatively with other suppliers In your area.
For more information on this program. contact your regional tourism associa-
tion office.

Key Trade &sociations

l%ere are four key &ade associations whose mandate includes conuibuLing  to
the improvement and support of group tour business. Although ody” one ‘S
located in Canada, they maintain a Non-!!  .Arnerican  focus and z“e worth
knowing about.

Each association hosts an annual “Y.aiketplace-  which brings toge~her
“buyers - (tour operators) and “sellers- (’&e you) for the purpose of doing
business: you must be a member of Vile hos-ang association to be permitted to
participate.

Some other points to consider are as follows:

1, Publications released by some of these associations provide their mem-
bers with an effective advertising tool [targeted at a high percetitage  of
potential buyers of your product):

Tourism Research Group
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2. A channel of communication with the group travel business prom!.mg up-
to-date information on Lhe industxy:  and

3. Each association can provide you with a list of members which Y70U can
u= to develop your mailing list for direct-mail campa.gns.

National Tour Association (NT4

● Headquartered in Lexington. Kentucky

● .Mandate  is to address the interests of its members as they relate to the
group travel industxy  in North tierica

● Membership includes Tour Operators (about 450), as well as Tour
Suppliers and Desttnatlon  Marketing Organizations (Tourism BnUsh
Cohunbla  is a member)

● Annual marketplace in fall and spr!ng

● Publishes “Courier magazine monthly. providing information on the
group travel industxy  and can be used to advertise your product. Also
Sues a bi-weekly newsletter for members.

● Cost to Suppuers U.S. dourlrs):
. . . Initdatlon  Fee (one time: can be split
. . . among multiple or corporate members) $1.000
. . . Individual Membership- One Year $300
. . . Multiple Membership- One Year (2-25 membem) $600
. . . Corpomte  Membership-One Year (26+  members) $1.200

iVote: The Multiple and Corponte  Memberships restrict the applicants to
sending two delegates only to the annual marketplace_on  behalf of their group.

● Contad
The ?Jational  Tour ksociauom Inc.
S46. East ~ain
Lextngton,  Kentuc&
U.SA 40508
Phone: 1-80Q-828-6999  or (606) 253-1036

tourism Rosaorch  Group
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American Bus Association (ABA)

●

●

●

●

9

●

●

Headquartered in Washington, D.C.

Mandate is to develop and promote increased bus ut.ikzauon  XI travel and
tourism

Members are mostly privately-owned bus operating frs, bus tour
suppliers. Public Sector Organ&atiOns. and others concerned wi~l  tie
promotion of motorcoach  tours.

AnnuaJ marketplace in December

Publishes “Destinations” magazine monthly, providing information on the
bus tour market. and can be used to advertise your produce.

Cast to suppliers:
. . . Membership cost structure is quite complex and it is best to get a price
directly horn ABA There is no initiation fee and annual memberships
range from about $400 (U. S.) to S1, 100 (U.S.), depending on the size and
nature of your business.

Contact

The American Bus ksociation
1025 Connecticut Avenue X.W.
Washington D,C.
U.SA. 20036
Phone: (202) 293-5890

Ontario Motor Coach  Association (OMCAI

Headquartered in Toronto, Ontario

Mandate is primarily to represent the interaty  motorcoach  industry in
Onta.rlo.

Members include bus owners and operatom  as well as tour operato~,
suppliers, and Public Sector Organizations.

Annual marketplace in November

Publishes quarterly newsletter and membemhip  list.

cost to suppliers:
. . . Initiation Fee (one time)
. . . Individual Membership- one year

Contact
The Ontario Motor Coach &sociation
#602- 234 Eglington  Avenue East
Toronto, Ontario
M4P 1K5
Phone: (416) 488-8855

Sloo
S175

,
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United States Tour Operators &sociation  (USTOA)
9

8

●

●

●

●

●

Headquartered in New York City. New York

.Mandate  is to encourage and suppon  professional and financial lmtegxi~-
in tourism. as well as provtdmg representation of t-he activities and
objectives of tour operators.

Members include large tour operators. suppliers. common careers,
associations and Public Sector Organizations (according to the L’STOA
their members do 70% of all package tours that are bought and  sold
through travel agents in the U.S.).

&mual  conference and marketplace in December

Publishes quarterly newsletter and annuaJ Membership Directory

cost to suppliers:
. . . Allied Membership- One year $3s0 (U. S.)
or
. . . Associate Membership- One year $700 (l”. S.)
Contasd
The Urdted States Tour Operators Association
12B-211 East 51st Street
New York. New York
U.SA  10022
Phone: (212) 944-5727

Tourism Rs-rch L%WP



San Francisco:
Tourism British Columbia
400-100 Bush Street
San Francisco. California 94104
Phone: (415) 981-4780
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Role of Tourism British Columbia
The marketig role of t-he 31in.isu-j” of To~m and ?ro~lncial  Secre:zc~- (ToIx-E7.
%itisn  Columbia) is to promote British Columbia overall as a :ouns,m des’w~a -
uon.  The Minisq  endorses participation at Lhe regional le<~ei and pro~~des
suppott  through the Partners in Tourism program [refer to ‘Regional  Tourism
.Sociation-  section]. In other words. your regional association ~s your voice to
the provincial government in the area of marketing tourism to Brmsh  Columbia.
In the instance where a parUcular trade sector association (e.g. The British
Columbia Sailing Association) spans more than one tourism region. tiat
association may contact Tourism British Columbia tiectly.

Persannel  in the Trade Sales section are responsible for ‘ficreasing  group
tour business into British Columbia and work cooperatively with all marketing
directors to achieve this goal. The Trade Sales personnel attend all the
major trade shows described in Chapter SLY of tlus manual and can advise you
whether or not you should attend. They can be contacted in Vancouver at Lhe
following address:

#802- 865 Homby Street
Vancouver. B.C. V622G3
Phcne: (604) 660-2861
Fax: (604) 660-3383

in addition to the Vancouver ofTice.  the Ministry operates three marketing
offices in the I.Mted States:

Seattle:
Tourism British Columbia
930-720 Olive Way
Seattle. Washington 98101
Phone: (206) 623-5937

Los Angeles:
Tourism British Columbia
1050-2500 Michelson Drive
Irvine, California 92715
Phone: (213) 380-9171
Contact: John Bateman. Sales Manager

,

Tourism Research Group
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Role of the Federal Government
The marketing role of the federal government’s oflice of tourl,sm. Tourism
Canada. @ to promote Canada to various markets within and outside the
coun~,  Supports  rendered  tiou@ federal/ pro~c~l  fund-sh~ a.mange-
ments. prlmarlly the Economic Regional Development Agreement or Ei?DA

For more information on these programs, contact the regional office of Tour@m
Canada:

Lndus@,  Science and Teclmolo~  Canada
Suite 900+50  West Georgia
Vancouver, B.C. V6B 5H8
Phone: (604) 666-0434
Contacc  John OTJeffl
Director of Tow-km Development

b

b

Additional marketing assistance and information may be obtticd from the
thirteen tourism ofllccs in the United States which are listed below:

W=~o& Oregon, Idsho,  *-

Canada.n  Consulate General
412 Plaza 600. Sixth and Stewart
Seattle. Washington 98101-1286
Phone: (206) 443-1777
Contac& J. Kern. Consul& Trade Commission
Patricia Flkan. Assistant Trade Cormmss“ loner

California (except 10 soutlmm counties], Colorado, Hawaii, Nevada
(except Clark County), Uta& wyo~

Canadian Consulate General
Suite  2100-50, hement Street
San Flancisco,  California 94105
Phone: [415) 543-2309
Fax (415) .541 -7708
Contact: J. Nonvood.  Tourism Officer

Mona  California (10 southern counties), Clark County (Nevada)
Canadfan Consulate General
300 Soutb Gmnd  Avenue
10th Floor- California Plaza
bs Angeles. California 90071
Phone: (213) 687-7432
ContacC  J. Schofield. Consul& Trade Comnu.s sioner for Tourism

I
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Connecticut, southern New York. Xew Jersey (12 no-em counties)
Canadian Consulate Genexa.1
1251 Avenue of the Americas
New York. New York 10020-1 ! 75
Phone: [212) 586-2400
Contact: R Goldberg, Tourism ImCcrmauon Officer
Patricia Boyer. ksistant  Head, Tourism Section

Michigan, XIldiaIm
Canadian Consulate General
1920 First Federal Building
1001 Woodward Avenue
Detroit. Mtchlgan  48226-1966
Phone: (313) 567-2o86
Contact: PJ, Coyle. Consul& Trade Commissioner

Maine, Massachusetts, New Hampshire, Rhode Island, Vermont
Canadian ConsuJate  General
Three Copley Place, Suite 400
Boston. Massachusetts 02116
Phone: (617) 536-1731
Contact: Pierre Turcotte.  Consul & Trade Commissioner

Distrfct of Columbia  Vlr@nt& Maryland
Canadian Embassy (Annex)
1121 Connecticut Av-nue N.W.
Suite 30Q
Washington D.C. 20036-1985
Phone: (202) 223-9710
Contact: ChristeUe Naumann. Manager- Travd-Trade  Development

Source: Business Dtrectmy of Cmadiun lhde Representation Abroad
Depa.rhnent of External AUam, Canada, Januay 1987 and SUb-
sequently  updated by the Tour---m  Research Group

Tourism Resuach Group

.-

. —: —



1

i

Appendix A

Receptive Operators

I

i

I

i
i

●



APPENDIX A RECEPTIVE OPERATORS

Arime Sargent

Tours and .Accommodation Supenmor

B.C. Automobile Association

999 West Brcadway

Vancouver, B.C.

v5Z 1K5

733-6660

Roben  Callacher

President

Canada World fiavel. Ltd.

3499 Cambie  Street

Vancouver,B.C.

V5Z 2W7

872-0355

T. G. TiUey

Regional Manager

Canadian University Travel

Student Union Building - UBC

Vancouver, B.C.

Vm 1W5

~28-69~

Giy7 !3. Edwards

Managing Director

Cantrav  West Semices  Ltd.

1063 Howe Street

Vancouver, B.C.

V6Z 1 P6

669-0900

George &[:

President

Bell Tours, Inc.

147-7135 138t-h Street

Sunq, B.C.

V3W m

596-3391

Andy TSUkLLMO

General Manager

Canadian Odysseys. Inc.

1155 Robson Street. Suite 707

Vancouver. B.C.

V6E 1B9

684-3573

Lu.is Moran

President

caaamex Tours. Ltd.

506-1111 West Georgia Street

Vancouyer,  B.C.

V6E 3C7

681-7231

George Bartei[

President

Contacts Paciilc Travel, Inc.

202-1271 Howe Street

Vancouver. B.C.

V6Z 1R3

683-2174
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S. .Ilo[ohcshi

?reslden:

Fineaae  Tours Canada Ltd.

103- 9(XI West GaJrgta  Street

v“ancouvcr,  B.C.

V6C IFS

689-2424

‘w. J’h4nhur

President

Gray Line of Victoria

710 Douglas Street

\“ictoria  B.C.

L%w 2B3

388-5248

F. Kaltenegger
p~~sid~~t

International Conference Setices,  Ltd.

1313-925 West Ccor#a Street

‘.-ancower, B.C.

;’6(2 IRS

681-2153

KurI Didci

GeneA !Vfanager

Japan Travel Corporation

13C9 - Slo west Hastings s~cct

I-&lcouver,  B.C.

\“613 1L8

581-9747

Peler Armstrong

Executive ~;’ICe .Prcsldent COVOIZILC  2: :.:rn-

Gray Line of Vancouver

108-900 West Georgia Street

Vancouver. B.C.

V6C 2W6

682-2877

Mr. G.eo~St’qeon

GeneA Manager

Great Escape Vacations Ltd

10711 Carnbie Street

Vancouver, B.C.

V6X 3C5

(604) 278-6400

H. Nilta

President

J & C Tour& hlC.

285-885 Dunsmuir S&eet

Vancouver. B.C.

WC 1N5

681-2341

K. Mikoskba

General Manager

JTB International (Canada) Ltd.

23tX) - 1055 Dunsmur Street

Vancouver. B.C.

\7X IN

688-O ;$G5

.-

—.



APPENDIX A RECEPTIVE OPER4TORS

tk)be-. K. i’tim[c

President

K. Iwata Travel Scmicc  Ltd.

i 115 -C Hasu.my Sweet

\“ancouver.B.C.

V6A 1s3

254-5101

sandy Kirk

\lanager

Make Trax Travel, Inc.

334 West Cordova Street

Vancouver, B.C.

V6B 1=

685-6546

G. w“. Cdes

President

Maverick Tours  Ltd.

1375 Vernon Drive

\-ancouver,  B.C.

\’6A 311’4

255-1171

J. r. Turnbld

Owmer/President

XAC  Tours Ltd.

S553 Geal

Richmond. B.C.

‘E 1R4L

274-7112

Richard K. tie

Preslden[

Korea Tours

5679 Onmdale Sveet

\’ancouver. B.C.

V5R 4R2

434-4641

Kazuo Bessho

President

Maple Fun Tours, Ltd.

804- 8S0 Burarc! S&_eet

Vancouver, B.C.

V6Z U1

663-5244

M. Yosumke

President

My Tours  Ltd.

811 -402 West Pender Street

Vancouver, B.C.

V6B l-l%

681-8181

Teq Jto

Manager

.Nippon Express Canada Ltd.

221 .900 West Georgxi

\:ancouver, B.C.

\“6C 2W6

669-6722
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7LLChi  Z.meTon

PT:S ,dcn(

Pacfic North  Holidays

105-970 Hoirier Street

t’mcouver.  B.C.

V6B 2WT’

i604) 6S4-6475

Janet -%u[ik

President

Pavlik  Specialized Tours & Travel Ltd.

2221 Parlolaxna Drive

xoti b“a,ncouver, B.C.

L7G Iv-1

99-Q-79 11

Gmrge Tie?jen

-Manager

PTO Tours

470 Granville Street

\“ancouver, B.C.

\’6C IV5

6s5-6 i 16

.4. Thompson

President

Sk-y bridge Tours, Inc.

1159 West Broadway

\-arlcouver.  B.C.

‘+-6H lG1

736-72SS

.-

:< ,;kiu”c

Regiona! >’ari+~: ;,: ‘:,’~s:r:. C37.3::2

Pacif3co Creat:~e Sc=iCe  Inc.

1310- 1030 ‘~’es~ Gemgia SL’?e:

Vancouver. a.c.

V6E 2Y3

689-1213

Kcy[ lto

Manager

Playguide  Tours. Inc.

850- 1090 West Ceorgla Street

Vancouver. B.C.

V6’E 3V7

691-6036

hike Lee

President

Right Oa Travel (1984) hlC.

475 Man street

Vancouver. B.C.

WA 2’?7

667-3316

H Yoicm

President

SIcyland  Tours Ltd.

1 ! 57 Mel\,,Je  s~eef.

Y-ancouve:. 3.C.

\“5z X5

66$2-252  !
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Don Granam

Genemd \lanager

Adventure Coach Lines

22933 LOUghA Highway

.Maple Rtdgc,  B.C.

V2x 2W1

463-8321

Canim  Lake Stages

P.o. Box 415

100 Mile House. B.c.

VOK 2G0

(604)3$J~.2~62

Robert  D&&

Owner

Cascade Bus Lines

44255 Yale Road. WesL RR #l

San& B.C.

V2R 1A9

(604)795-7443

Dewdney  TOUTS

1355 Bay .Avenue

W. B.C.

VIR U7

(604)368-5555

George StropCc

Dlrec[or of CorpomIc Comrnuni:31;Ons

B.C. Transit

1100- 1200 West 73rd Avenue

Vancouver. B.c.

V~ 6M2

264-5024

Caribooo  West Stage Lines

215 Donald Road

Wiiams bke. B.C.

V2G 4K4

(604)392-4283

E. S. We~tuman

President

Delta Bus Lines

7145 Brown  Street

Delta. B.c.

V4K 4E2

946-4111 /588-4454

Tom Keeve-r

Agent

Dewdney  Trail Stages

1201 Crinbrook Sr_ree!  SorIh

Cranbrmk.  B.C.

\’lc 3s6

!60-IJ-J25-4662
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h-en Dtcken

Prestdent

Dicken Bus Lines Ltd.

1410 Bay Avenue

Trail. B.C.

VIR 4B1

(604)368-5000

F~est Bus Lines

217 City Cen&e

KiLirnaL. B.C.

‘WC lm

(604)632-3333

DQug  .WGlndless

F. LT. Supcmj,sor

Gray Line of Vancouver

900 West Georgia Street

Vancouver. B.C.

L“6C 2W6

681 -!3667

J. Knyht

President

Greyhound Lines of Canada

Si7 Greyhound Way, S.W.

Calgary, A.lbcrta

-I-x 3vg

,4031260 -0S77

KG?  %d’?archu

Manager

Empress Transportation Ltd.

?.0. Box 4225. Stauon A

Vlctotia.  B.C.

V8X 3X8

(604)381 -2222

Fort St. James Stages Ltd.

P.o. h 469

Fort St James, B.C.

V’w lIW

(604)996-8421

a-u-ii Burrg

Regional ‘Manager

Greyhound Lines

1 SO Dunsmuir Street

Vancouver, B.C.

V6B 1W9

683-8133

Ken Ba/ncrchti

President

Horizon Coach Lines Ltd.

320 Indus*&ial  Avenue

Vancouver, B.C.

\-6A 2P5

5SS-3E66
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?erer D&-ha

Ge.nemi >Ianager

International Stage Lines

4171 L“angua.rd

R!chmond. B.C.

Y-6X 2P6

270-6135

G. w. ~k?S

Owner/President

Maverick Coach Lines

1375 Vernon Drive

\’ancouver. B.C.

L-6A 3V4

255-1171

Omineca  Transfer Ltd.

P. Cl. Box 1186

Fort SL James, B.C.

VOJ lPO

(604)996-8475

I

P
Pacific Coach Lines

737 Humboldt Street

I k-ictorla,  B.C.

V8W” IB1

(604] S85-573  1

John HamSon

Genem.1  >Ianaeer

Ken Mar Transportation Semices Inc.

1420 Venables  Screct

Vancouver, B.C.

TaL 2G5

251-2481

NorLines Coaches Ltd.

P.o. m 60C9

Fort SL John. B.C.

VIJ 4H6

(604) 785-1 334

Orient Stage Lines

P.O. Bux46. RR %2., Site 222C

Port Albemi,  B.C.

V9Y m

(604)723-6924

Gary Temp(eman

Geneml .Manager

Perimeter Transportation

8695 Barnard Street

Vancouver, B.C.

V6P 5G6 .

261-2299
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Stu (mnrlCm

Opcmuons Manager

-C8 tko~e Tmnsit Ltd.

1039 Great Street

Prince  George. B.C.

V2N 2K6

(6041563-001 1 /563-6665

John TYmms

PubiIc InformaUon Ofllcer

Skytrain/BC  Rapid Transit

6600 14th Avenue

Bt.una@ B.C.

V3N 4S7

520-3641

Gary Gale

GenemJ Manager

Vlctorh coach Line8

746 tidley  street

Victoria. B.c.

V6X 2V3

(6041364-2442

Ray llwrnen

president

Western BusLines of B.C. Ltd.

6700B No 3 Road

Richmond. B.C.

VW 2C3

273-0730

.-

%ndy’s  Buslines  Limited

1355 Bay Avenue

lhtl. B.C.

VIR 4A7

(604)366-8400

Sheldon Aggen

.Manager

~UCOUVt~ ~OWS & ~Wit Ltd.

7964 Webster Road

Delta B.C.

V4G 1E4

560-9661

h Richards

Owner

Watson & Ash Trwportation  Company Ltd.

1535 McPhec Avenue

Courtcnay, B.C.

V9N 3A6

(604) 33S-5426

Rag 1%.emen

president

Western Buslines  Of B.C. Ltd.

1641 Bertiarn Sweet

Kclowna B.C.

VIY  2G5

(604)763-9014
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i

mug Banner

Gcneml  Manager

AIpinc Adventure Tours

P.o. Box 86143

Noth  Vancouver, B.C.

V7L 4J5

683-0209

Randy  Burke

Bluewatex  Adventures

202-1676 Durardcau  Street

Vancouver, B.C.

V6H 3x2

684-4575

w’~9

General Manager

Classic Holidays Tours and Travel Ltd.

19 West Bmockvay

Vancouver, B.C.

VsY lP1

875-63~

Jim Allen

Preslden:

Ecosuln.rll er Canada Expeditions

1516 Du.ranleau  Sweet

Vancouver, B.C.

V6H 3s4

66%7741

Gamer  Lmeker

Geneml .Manager

Big Spring (Sport Fishing Ltd. ) Resort

204- 1062 AusUn Avenue

Coqu.itlatn.  B.C.

V3K 3P3

939-2938

J. Mikes

president

Canadian River Expeditions Ltd.

401 Chflco Street

Vancouver. B.C.

V6G 2R2

689-3760

W. AP&w

President .

Coast Ferries Ltd.

1400 Kent Avenue East

Vancouver. B.C.

V5P 4N8

321-6833

Tina Tang

Operations .Manger Canada

Hamest Touxs

360-2600 Gxanville Streei

Vancomer.  B.C.

V6H 3V3
,

736-5481 /Te!cx 04-508841 F!!%t’O
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.~ranzuka  h-altenegger

President

[ntemational  Conference Services Ltd.

1315 - 9’23 west Georgia street

Vancouver, B.C.

WC lR5

681-2153

Ken Wong

President

Meridlen Holiday Ltd.

1177’ West Hastings Street

V=couvcr. B.C.

V“6E 9X3

688-7286/688-9877

VQma Meactun

President

Sea to Sky Rodnctiona  Ltd. Tours & Travel

1928 Nelson Avenue

West Vancouver. B.C.

\n” 2P4

9&-2224

Adventure Bound Canada

P.O. %x811

Golden. B.C.

V-(3A lHO

160~)3~-2639

R1.ee

President

KC Minibus Tours Co.

%79 Onruda.le  Sweet

Vancouver, B.C.

V5R 4$2

433-6539 /Teh=.. 0+-54249

Bryan Fqelman

President

Reo Rafting Adventures

390- 1199 West Pender

Vancouver. B.C.

v6E 2R1

687-7611

H. Yokca

President

Skylaad Toura Ltd.

1157 Melvtlle Street

Vancouver. B.C.

V6E 2x5

689-2521. fax 683-7914

Alpine /Wildernes~ Adventures

1111 Pine Strew

Kamloops. B.C

V2C 3A7

(604)372-2338
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Anstey  Safaris Inc.

P.o. Bax 3038

.%drnon Ann. B.C.

VOE 2T0

(604)832-681 1

Les Koroiuk

Tweedsmuir  Ldge Guide Service

Box 160

Hagensborg, B.C.

VOT lHO

(604)982-2298

Classic Charter Cmlaing

2537 Beacon Avenue

Sidney, B.C.

V8L 1Y3

(604)656- 1131

Clearwater  Expeditions Ltd.

613 Bissette  Road

Karnloops,  B.C.

V2B 6E3

(604)579-8360

B.C. Wilderness Outfitters

7137 Kennedy Crescent

Mnce George. B.C.

V2K 2P9

(604)962-6438

Canadian Wddemess  Adverttuxes,  Skeena Reject

P.o. Box 3053

Salmon ~, B.C.

VIE 4R8

(604)832 -7596 /Telm  048-8382

ClaveUa Adventures. Magna Yachting Ltd.

P.O. Box 866. StaQon A

?kriaixno. B.C.

V9R 5N2

(604)753-3751

Raser River Raft Expeditions Ltd.

P.o. Rx 10

Yale, B.C.

VOK 2s0

(604)863-2336

. ., . . . .-
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T%ontier Rher Adventures Ltd.

927 Ftield Road

~orth \r~c~~er,  B.C.

Vm 2J~

(604)929-7612/867-9244

Interior Whitewater  Expeditions Ltd.

Genem.1 Deljvexy

Celista. B.C.

VOE lLO

Kallahi.n Expeditions Ltd.

P.o. %, 131

Queen Charlotte, B.C.

VOT 1s0

(604)559-4746

Kootenay River Runners

PO. Bm 81

Edgewater,  B.C.

~’OA  lEO

~6C41347-9210

H- Trueman’s  Tour Se~ces Ltd.

202- 1281 Wes[ Ceorgla Stree[

Vancouver, B.C.

V6E m

(604)688-5231

Iskut Trail & River Adventures

General  Del.tvcry

IslmL B.C.

VW lKo

(604)234-3406

Kicking Horse Co. Ltd.

P.O. EQX  1890

Colden.B.C.

\-OA IHO

(604)~-S016/3~-~  129

Ku.tmheen  Raft Adventures Ltd.

P.o. Box 339. &falrl  Su-ee[

Lytton.  B.C.

VOK 120

(604)455-2296/ 1 -800 -4 S2-2269
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i

Monashee  Outfitters

P.o. Box 2958

Rcvelstoke. B.C.

VOE 2S0

(604) 8373 S38/Tek-x 048-87514

Nerus Charters

1684 Noel Avenue

Comox B.C.

V9N 4.Xl

(604] 339-3526

1

Skeena  Holidays Ltd.

P.o. Bax 39

Terrace, B.C.

V8G 4%2

(604)638-8565

Tri-Fit  International Sports Corp.

575 Bums Street

Penticton, B.c.

L-2A 4W9

(604) 493-5 181

Musba Safaris

P.o. Box Mea

Fort SL John. B.C.

VIV 4H9

(604)785-468 1
Y.1371XXI  VS Minikrr River V Channel

Nootks Chatiers  Ltd.

P.O.  Box 2365

Sidney. B.C.

V8L 3Y3

[604] 565-220!

SwKtsure  Tours Ltd.

119-645 Fort Street

Victor@. B.C.

V6W 1G2

(604) 388-4’227

Vacationland  Holidays

1994 Comox A\?nue

Camox B.C.

VW-J 442

(604)339-751 5
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Bel.la CoOla Atnuko  Guide Semice

RR # I

~ila CookA. B.C.

W-r ICO

(6041982-2402

Bushpilot  Advent-  Tours

P.o. Bax 188

Qabhiaslu  Cove. B.C.

\-OP INO

(604) 285-3585 /B~hpflot  0445543

Whd and Waves

RR #l

Homby Island. B.C.

VOR 120

(604)335-2482

. ..
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Region .+

Tourism Association of

3C2 - 45 BasUon square

Vancouver Island

i-ic tor. a. Bn tish Columlxa

‘\’S\\’ lJ 1

9~3.78&3

FACS: 382-3523

Reg]on C

Okanagan Similkarneen Tourist Association

225 }“orluon Ave

Penticton. British

L-z% 3V3

4 9 3 - 8 1 2 1

Columbia

F.ACS: 861-7493

Region E

High Country Tourist &sociation

P. O. Box 962

Karnloops, British Columbia

1.2C 6H1

S36-2969

F.%CS:  828-4656

,Reglcn G

North by Northwest Tourist Association

P.o. i3-a,, 1030

Smlthers, British CoIumbla

\-&j ~so

~47.2(58

F.4CS: 847-7585

Region B

Tourism Association of Sothwestem B C,

P.O. BoX 4-S6! C. Benta.11  ? ‘U

Vmcouver. Entisn Coimb;a

L7’X 1A3

266-0323

FACS:

Region D

Kootenay Country Tourist Association

Site 2- 11 CasLlegar  .Aiqort.  ?! =;

Castlegar,  British Columbla

VIN 3H7

363-M6

FACS: 365-7477

Region F

Cariboo Tourist &sociation

P. O.Box 4900

Wllliarns Me. British Colurnb~a

V2G 2V8

395-4096

FACS:

Region H

Peace River Alaska Highway Tourist .%socia:i~n

P. O. Box 6850

Fort St. John, 9ri::s!t caiu~~;~

VIJ 4J3

786-55S3

FACS: 785-4424 .

L . . . .-
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Region I

Rocky Mountain Visitors Association

P o Bcx :0

Kmbcr!ey. Bfltish Columbia

b“lA  2YS

342-9245

FACS: 4 2 7 - 3 3 4 4
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Apimndu E PCQO E :

E Glossary of Terms I

All expense tour

American phm

Attraction

After*departure charge

Average room rate

Back to back

Blocked space

I
(
I
!

i

!
1
I
I

Charges [restaurant. telephone or similar) ‘d-~:
do not appear on the guest’s account at check-
out. Also ‘known as a late charge.

AtoL- offering all ormost sex-rices- uain.sporta-
ti m, !odging, meals, porterage. sightseeing.
etc., for a pie- established price. The terms ‘all-
experse”  and “all- Lnclusive-  are much mis-
used. Virtually no tour rate covers everything.
The terms and conditions. of a tour contnact
should specifj exactly what is covered.

A type cfrate that i.mludes the price of the room.
breakfast. luncheon and dinner. Commonl}.
abbretited  as AP,

.4 natural or man-made facility. location, or ac-
ti~l~’ which offers items of specific interest. An
atti-acaon  can be a natural or scenic wonder, a
man-xnade  theme park. a cultural or historic
exhibition. or a wildlife/ecological park.

(per occupied room) -l”he  total guest room.
revenue for a given period divided by the num-
ber of rooms occupied for the same period.
Since it can be related to investment. Ltis
staustic  is frequently used as a measure of
economic feasibility.

A [erm used to describe tours open~ti.ng  on a
consistent, comi.nuing  basis. For instance.  a
bus anl”ting  in a cityfrom a cross-courmv.  tour,
m~v conclude the first tour ‘upon =.1’d. ~n~
the; transport a second tour bac!< a!ong Lhe
Sa.nlc  if3U((? to ‘die origination ci~” of Ltit! iii-s:
tour. This efficiency of operation makes it pos -
si-bie to “block- out- or reseme “hotel Tosms ori a
contimmng bass.

Guai~~teed  resonation of rooms CT space a:
;mA~:e~s. r~sta~ar.[s  or at+~actiar.s  ~.a de ‘3>” ~~p-

.2 !ie~~ [2 ‘~a~wi  zlgeil:S,  \“v’.l  C ksa!e.->  2 ~ g~~ l~p
movers for later resaie.

Tourism Research Group



Booking form

Cafeteria

carrier

charter

I

I
I

Chtier o p e r a t i o n s  /

Commercial rate

Commission

Commissionable  tours
I

Community of interest

Complimentary room

A document which purchasers of tcurs  must
cornp ie:e to gwe the operator  (ull partc’ul~~s
about who is b uymg the LOW. li s:a [es exacd]p
whaL is being purchased (mc!udmg OPIJOIX)
and ,~A,dst be Signed as aCkno&’i?@?ne?lt  Lbdt
the iiabd.i~”  clause has been read and under-
stood.

A food semice operation in which customers
ca.my heir ovm trays and select food from a
display counter Oi counters.

Transportat-ion  company such as air. bus,
steamship line, rai!road. etc. for passengers
and/or cargo.

To hire the exclusive use of any any aircraft.
vessel or ot!!er vehicle.

As used in motor camier cerdicates,  the term
contemplates the transportauon  of pre-formed
groups, that is. groups organized by someone
ot!!er than the earner. and wluch are sold tie
exclusive use of the velucie.  .ti operator au-
thorized to arrange ua.nspofiation.  in charter
operations. however is not limited to dealing
with pre-formed groups, but itself can form the
tour group.

A special rate agreed upon by a company and a
hotel. Usually, hotel agrees to supply rooms of
a specified quality or better at a flat rate.

The amount. which may vary. a vavel agent re-
ceives from tie supplier for se~ag  &ai~spo~La-

tion.  accommodations or o&ler semices.

A tour available for sale L!ough  retail and
wholesale travel agencies. which pro~ldes  for a
payment of an agreed  upon sales commission
eitlher to the remil or whoiesaie seller.

Group with a common pu~cse o~her  than t-he
desire for direct and e..eclitiaus  transpofia:ion
between given points.

.%7 occupied guest rcom fcr whc.h no clharge  is
made. This may include a mom occupied by a
driver Oi tour escork.

7ounsrn Resamrch  Grcup



Confidential tariff

Confirmed resemation

Concession

Contract

Cover charge

Cut-off date

Day rate

Deiuxe

Deposit policy

.\ schedu:e  0( w’hoiesde ra~es disnbu:ed LZ
cord”~d ence [J uavel ~~” hc!esalers and ‘~-a”;el

agents– see >-cL rate.

.MI oral or written statement by- a supplier ‘A.a:
he has received and will honor a resen”aucn.
Oral confirmations ha%’e virtual]>. no !egal
worth. Even witten or telegraphed confirmat-
ions ha~’e specified or implied limitations. For
example. a hotel is not obligated to honor a
reservaucn  if the guest a.mives at 6 p.m. ufiess
late arrival is specified.

Apart of the hotel operation that is leased to a+

I

operated by anotier  pany.  Same examples are
a parking garage, newsstand, barber shop and
beauty salon.

There are nvo contracts that an operator makes
for a tour. First. there is the contract behveen
the patron and the operator and second, Lhere
is the contract made by the operator on behaif
of the tour group wit-h the bus company.

A fee. usually a flat amount per person. charged
to patrons to cover the cost cf music and enter-
tainment.

The designated day when the buyer must re
lease or add function room or bedroom commitm-
ents.

A reduced rate granted for the use of a gues:
rocm during the daytime, not overnight occlG -
pancy.  Specific examples are use of a gues:
mom by someone as a display room or off;ce, or
for persons de!ayed a~ transportation terminais
by weather or nussed  connections.

In travel usage, presumably “of the highest
smrdard.  - A much mtisusecl.  and in rxany  i~-

spects, meafing!ess  term excep[  where emp-
loyed as part of an officiai  rating s>’stem (see
Hotel classification).

A specified amount or a percentage of the tota.i
bill due on a specified date pfior to arh~$al.*

——
Tourism Rex+arch Group
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Function room

Ground operator

Group inclusive tour

Guaranteed payment

Guaranteed tour

I

I

I

Guest account

High season

.4 corn~az>”  or L~,c!r..; ti L a i p rm-dmg su c?. se r; -
ices as ‘hotel acccmunoda  Lens. slg,k.:seemg.
L~ansiers,  and otiier  rekted  serwces. exciusl>”e
of ‘~anspomation  to anc from. a git’en des-una-
tion. Sometixnes  called “purvey or.-

.4 prepaid tour of specified minimum group size.
ingredients, and value.

.+ hotel  resen’ation  s e c u r e d  by dile gues:”s
agreement to pay for his room whe’her  he uses
it or noc. Payment IS usually  guaranteed b}- a
company. travel ager.t or tour wholesaler who
has an established credit  rating with t-he hotel.

A tour guaranteed to operate unless cancelled
before an established cut-off date (usually 60
days prior to depanure).

A.rI itemized record of a guest’s charges and
credits. which is maixxai.ned  in Lhe from oiTice
until departure. Also refereed to as guest bill.
guest folio and guest statement.

Hotel classification

,

The period of tie year when occupa.xv/usage
of a hotel/attraction is normally the lxghest.
High usage also invariably means higher prices
for rooms or admission.

There is no official classification or accepted
raLing  system for ~’.S. hotek but the following
def~tions  are general]>- understood LhKU@-
out the L-. S.

Deluxe– a top-grade hotel.  all rooms ha”;e pfi-
\’ate bat-l.: all Llhe  usual  pu.biic mcm.s a~.d se.~-
ices are provided: a high staAndaid  of deccr and
se.tices is nxiintained.

Tourism Resecrch GrouIJ



House

Incidentals

Inclusive tour

Intermodal  tour

Land operator

Letter of agreement

I

Low season

.Master account

Master biU
I

.Meals at hotels
I

I

.i s>-non>m  for tkoteI  cornmcnll.  used w-,t-!h.m  tine
L.-. dstsv”.v  ”. ~KxT-pje5 ~~e:  (’A; kz-se. h~~sv
~~u7.L, ;1OUS? LICC.~e.  h,C u s e  iQLi Xid h,c~se

C1-.z;ge

p-arge~ ~cuATed  by. Lie parx:pGT.cs  O: a [.GUr.

but w?hic.h  are not L-AC! u tied  m. i-x mu~ pr.ce.

A tour in when specific eie.ments-  airfare.
hotels. transfers, etc. are offered for a flat rate.
AI inclusive tour does not necessarily cover all
costs (see All expense tour).

Tou- using more t!!an one means of t.rransporta-
txm. Foi example, a Tour OperaLor  coIuM sta.n
a tour by bus and retw. by plane.

A company that provides local sem-ices, trans-
fers. sightseeing, guides, etc.

Al~ :terfrom  the buyer to the supplier accepting
th: terms of the proposal. This may also be Lhe
SU. plier’s initial proposal that has been in.iu-
ate i by the buyer.

That time of the year at any- g;’;en des:inaLion
when tourist traffic, and often ra~es. are a~ ~!eir
lowest.

The guest account for a panicuhr  ~-oup or
function that will be paid by the sponsoring or-
g~a~on  (see Guest account).

All items contracted by the operator and sup-
plier, to be paid by tlhe ope.mtor.

Amt~can  Plki.n-  me rate includes uhree meals
and r om.s.  Full board  or full pension.

Bermuda Plan- The rate ~.ci~dts a full. .L~.en-
can-sv”!e  brealdast  and the room,

C o n M e n t a l  E3ieakfasc-  Consists  of juice.
toast, roll or sweet roll ar.d ccfiee  or tea/ mik

Ccntiiiental  ?ia~- The rax inc!udes breaki-ast
and mom.

12ezni-pension-  me m,te includes break!!ast
and iunch cr dinner  and room.

Z um2ean.  P!an- ?:0 r.eak Lncluded L. Lile :aGm
raLe.

Tourism ?esearch Group



Minimum charge

Modified American Plu

Motel

Net rate

Net wholesale rate

NO show

occupancy, 0!0 of

Open jaw

Option

Option date

I

>,lodifled  ~er,can plan– me rilte ~c!~d=

breakfast, dinner and room.

The amount that each customer m a !ounge or
club must pa>- regardless of the acLual  charge
for drinks consumed.

Atj~e of rate that includes the price of the room.
brealdast  and dm.ner. Commonly abbremated
as MAP.

An establishment Mat provides housing for
persons away from home who are travelltmg  by
a~~tomobile.

(See ‘Room races-) A wholesale rate to be
marked up for eventual resale to the consumer.
Same as Net wholesale rate (see Confidential
tarill-).

A rate usually slightly lower than the wholesale
rate, applicable to groups of individuals when a
hotel is specifically mentioned in a tour fclder.
Rate is marked up by wholesale sellers of tour
to cover distribution, promotion. etc.

A guest with confirmed resemations  who does
not arrive and whose resemation  was not
cancelled.

Tne percentage of available rooms occupied for
a given period It is computed by dividing the
number of rooms occupied for a period by the
number of rooms available for the same peziod.

AI arrangement. route, or fare, authorized m a
tariff granting Lie traveling public Lb-e  pri%l.lege
of purchasing rcun.d-trip  transportation from
the point of origin to one destinauon  at which
another form of transpoflation  is used to a
second destination. at which point a passenger
resumes the mlgincti  form of transportation and
rt!tu.~s  to po~~~ of orig~~ or from such des’&~a-
tion to ano*d2er ciesunation  that is in the general
direction of the crigixml stating  pci.m.

A tour feature es~emion or side L-:p offered at
extra cost.

Tourism Research Group



Pago E 8 Aopondu &

Out of order

Overbook

Override

Packager

Package tour

Public space

Receptive agent

Registration card

Resemation  deposit

Resort hotel

Room rack I
1
I

A guest room Lha; :s ternpomr!y  unsuitable ior
occupancy, and is not [c be sold. Genera!!>-
used co deslg,nate roorm being redecorated. m
in wiucb.  some muntemmc e wrork is be~r,g  per-
formed.

Accept-mg reservauons  (or more guest  rocms
than  are available.

An extra cornmksion. sometimes called an
overriding com.nussion.  Wholesalers pay &em
as bonuses for volume business. Suppiiers pay
them to provide a profit margin for wholesalers
(who must themselves pay commxslonsl.  Hotel
groups pay them as a vclurne  incentive to
wholesalers.

h t.ndhldual or organization who coordinates
and promotes the development of a package
tour and establishes operating procedures and
guidelines for that tour.

A ‘racation plan ammged  by tour opezators
(wholesalers) that promdes  (for a set fee) all or
most of the required se~ces, such as trm.spor-
tauon. hotel room. sights.eeing. attractions. and
enteflainment.

@ aza in the hotel that is accessible to ‘the
geneml public. including dining rooms, bars.
lobby and function rooms.

A tour operator or travel agent who specializes
in services  for incoming visitors.

A foxm on wiiich arriving guests record their
names and addresses and wtuch ~!e room c!erk
comp .etes as to room number, rate and length
of stay. Some form of guest registration 1s
required by lkw in each scate.

An advance payment required to obtain a con-
firmed guest room or function room resema-
tion.

A hotel that caters mainly to vacationers cr
touxists, usually offering rncre recreatiomd
faC~iUeS than oLher hotels.

P. special rack witi a drop-pocket for each guest
rco.m bex-mg tile comespcnc!mg  room r.u.mber.
1:S ~u.Tcse  ~ ?0 pro~,:~e a >is:ble ~~d~x  of ~~e

e.xac: status of each guest room at ail Um.es.

Tourism Research GrcuP
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Room rates Oay Rate- Usually one-half L!e regular mtc of

Room semice

Shoulder season

Special interest tour

Tour basing fare

Tour departure

a room for use by a guest during a given da}’ up
to 5 p..rn. Sometimes called a ‘use rate. -

Flat Race- Specific room rate for a group agreed
upon by t-he hotel and group in adt-ance.

Group Rate- Same as Flat Rate.

Net Group Rate-A wholesale rate ,for group
business (usually aminunurn of 10-15 persons)
to wh.tch an operator may add a mark-up J de-
sired.

Net Rate- A wholesale rate to be marked up for
eventual resale to the consumer.

3iet Wholesale Rate-A rate usually lower ●&an
the group rate, applicable to groups or indiv-
iduals  when a hotel is specifically mentioned
in a tour folder. TMs rate is marked up by the
wholesale sellers of the tour to cover distribu-
tion. promotion and retaiJ coremission costs.

Publkhed  Rate-A full rate available to or ad-
vertised to the public. The rate can ckuige  de-
pending on the season.

Food or beverages used in a guest’s room..

l%at period when there is neither a high nor low
demand for a parucular  destination. Usually
spxlng and fall months for areas that maintain
high summer popularity.

A tour designed to appeal to c!ients  wkh a
curiosity or a concern about a specific subject.
Most such tours protide an expefi tour leader
and usually tisit places and/or events of special
~vterest to the participants.

A reduced-rate excursion fare available only to
LhOSe who buy pre@d Lou.rs or packages. In-
clusive tour, group inclusive tour, incentive
group, contract bulk Lnclusive  tour, tour bas-
Lng, arid group round-trip inclusive tour basing
fares are all tour basing fares.

Related to tlhe operation of an>. published tour:
the date of Lhe start b~’ any individual pr @-oup
of a particular travel program: by ~~.e~~ic~i. the
enme cperaticn  of Lhat  single to~=.

Tourism Research Group
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Tour CSCOrt

Tour operator

●

Tour O@OR

Tour order

Tour vouchers

walk-b

I
I

I,
I

I

A prafesslonal  t-revel esccrt. Often called tour
escor.. tour leader. or tour manager.

.4 pe.%on  or coxzpan)” which creates and/ cr
rnarke~s inclusive tours andj  or pex?crms tour
semces and/or subcmurac:s  heir perform-
ance. Most tour operators sell L!ough travel
agents and/or directly to c!ierxs.

Any cdmponent  of a package [our that is not
kcluded  in the package price. but may be

-purchased as an added feature or to extend the
length of the package. Tour options are pur-
chased at additional cost.

A coupon given to the purchaser of a tour
package, ident@ing  Lhe tour, Lhe seller. and
indicating that the tour is prepaid. The pur-
chaser then uses this form as proof of payment
and receives vouchers for meals. baggage han-
dling, transfers, entrance fees. etc.

Documents issued by tour operators to be ex-
ckuxged  for accommodations. meals. sighBee-
ing. and other senlces, Someumes called cou-
pons.

A guest v~ho arrives witiout  a iesem’ation.

TOUliXM  Research GIOUP

f



I u
I

E3f..+
I

I

I

!

I

IA
i

I

I

Appendix F

Additional Sources
of Information



&J AppendLx  F Page Fl

En

F Additional Sources
of Information

Marketing

Blomstrom. Robert L., Strategic Marketing, P[anning in the Hospitafi’ty Indus-
&y. American Hotel and Motel kociation.  East Lansing, Michigan. 1982.

Ballman, Gaxy and Sirnonson. Lany,  Managing Small Resorts for pro~t Uni-
versity of Minnesota. 1985.

Cameron. J.M. and Bordessa,  R, Woncierkmd  7%rough  the Looking Glass,
Belsten Pubifshfng, Maple, Ontario LOJ IEO.

Cofhnan. C. DeWitt. MarketingJor  a Full House, Cornell Hotel and Restau-
rant Administration Quarterly,

Cohen. Edie Lee and Emexy. Sharman  R, Dining by Design- Intetir De-
sign’s Handbook to Dining and Restaurant Facilities. Maclean Hunter Limi-
ted. Toronto.

Crlssy. W.J.E., Marketing of Hospitality Services: Food Lodging, nauef.
Educational Institute of the American Hotel and Motel Association. East
Lansing, Michigan. 1978.

Davldoff,  Phflfp G. and Davidoff. Doris S.. Saies and Marketingjor  Trauel and
Tourtsm.  National Publishers of the Black Hills. Rapid City, South Dakota.
1983.

Eison. Irvin. I.. Strategic Marketing in Foodsen.rice.  AVI. Westpofl,  Connecti-
cut. 1980.

Emenheiser.  Daniel A. ProJessfonul  Discotheque ~fanagemenL Maclean
Hunter Limited, Toronto.

Engllsh T o u r i s t  B o a r d .  Toumm Marketingyor  the %-ml~ Elwzness. 4
Grosvenor Gardens. London, England.

Eyster. Professor J., Insunng  Your Proyr Margiru  Restaurant Cost-volume
ProJt  AnaiysLs.  Cornell Hotel and Restaurant Adrnmistration  Quzulerly.

Feltenstein,  Tom. Resskmrant  Projts Through Aclve~mg and promotion
Maclean Hunter Limited, Toronto.

Ftsher. William P., Creatice Alarketingfor the Foodseruice  Industry: A Prac-
tiner’s HandboolL John Wiley & Sons, New York, 1982.

Goeke, Patricia E.. beating  Economic Growth and Jobs through Tra~el  and
Tourism.  A Manual  for Comm~ity and Business Developers. United States
Department of Commerce, Washington, 1981.
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pore and Use ,!~arketing  Pkms for ProfiL .4merIkan
cage, 1979.

Hotels into the 90s: A Sgs[ema.fic Approach to
:pOlt. Comecticut, 1984.

Marketing, Bobbs-.klefl  Company, Indianapolis.

mate  Marketing Plan Can LL@ Your Hoce[ Out OJ the
October/November, 1985, p. 78-80.

dys~ and Planning, Van Nostrand Reinhold. Sew

els and Condominiums: Design. Planning and
ural Press. London, England,

ld-Bevy, Manuel, Tourism and Recreation
ok of Phgsimi  Pk.nning, Maclean  Hunter Limited,

!~g Irnqtitin me Free Press, X’ew York. 1983.

Restaurant from Concept to OpercuioR .Maclean

? Tourism System. Prentice Hall. Englewood CltfIs.

ementThroughFigures . . . in the kiging  Induty,
higan  state university.  East Lansing. IMichigan.

&t@ M~ern,ent . . . fi ~ ~~~g ln~w,
Ichigan State University. East Lansing, Michigan.

I and S&ategy. IMaclean Humer. Toronto.

m. Marketing Research for the Restaurateur, Ch,i-

fi &he Hospitality Indusuy. Van Nosma.nd  Reinhold.

nd Recreation. How to Oeate a.~~arkeringplon  and
3.

md Recreation. Planningfor  ProfLL Toronto, 1981.

ndRestaurant,%~arke~g,  Van Xostrand Reinhold.

Tourism ,l~arketing  Techniques, Merton  House,

Ite, Designing Restaurants and Hotels. 59 Gtiety
MIH 1B9.

‘ourism Research Group

I
Limited. Toronto.

I Iurd PuMic Rekfims
a IntemaUonal  Press.

I Marketing. Maclea.n

I A Guidejor Hote[
New York, New’ York

er Lirnlted. Toronto.

campground hldusmJ.

m Ottawa.

)ttawa.

5. Ottawa.

Inodattix Four Design

tioncd Institute of the
lg. Michigan. 1985.

Columbia Tourist Industry

~t Book Maclean H~ter

A of Foodservice Design

Business. British Tourist

Lent of a Jfurketing  Progr&
iarterly, May 1979. p. 41-52.

itcdihJ,  PergamOn Press,

jues o~Promotin9  Business
itue of the American Hotel
1980.

uertising  ond ~omotion”  The
w York. 1983.
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Gendron.  Mary. Dtet Marketing. IntemaUoxxal  Association of Conference Cen-
ters. Pa=ipanny.  New Jersey,

Gottlieb. LCOIZ  Foodsemice/Hospitality Aduertsing  and Promotion Bobbs-
Merlll.  Indianapolis. 1982.

Graham John W. and Jones. Susan K., SeUing by Ma.iL Direct Response
Marketing for SmaLl  Businesses, Scribner, New York  1985.

Holt.  H.. Mail-Orckr  Magic SureFire Techniques to Expand Any Buiness  by
Direct Mail. McGraw-H.iU. New York 1983.

Hotel Saies Management Association. The Art o~ldotef Advertising, Mlngton.
Virginia. 1982.

Lewis. Herschell  G.. Direct Mad  Copy That  Sells,  Englcwood  Cliffs. New
Jersey, 1984.

Lundberg, Donald E. and Axmatas,  James P.. The Management oJPeople in
Hotels, Restaurants and C1ubs. Dubuque. Iowa 52001. 2nd Edition. Wm. C.
Brown Company, Dubuque, Iowa.

Maas, Jane, Better Brochures, Ca&dogues and Mailing Pieces, St. M-’s
Press. New York 1981.

Magurn  J. Philip, A Manual  of Stafl,Wznagement in the Hotel and CateIW
Indu?ity,  Hei.ne.man.m

McIntosh, Robert W., Recmiting ond Zhaz.ining  Empbyees in the Seruice  In&-
iries. Extension Bulletin 484. Michigan State University, East Lansing.
Michigan.

l%e 100 Best Foodseruice  Advertisements of the Yeur. Cameron’s Foodsemice
Promotions Repofier,  Williamsvlll e. New York 1984.

Positiue PLLMfc Pemeptions: Media RelationsJor  Ho&el/Mo&i Munagers. Educa-
Uonal Institute of the American Hotel and Motel &s6ciatlon.  East Lansing,
Michigan.

Renner.  P, F., Basic Hotel l%ont Oflie Procedures. CBI Publishing. Boston. ~Ki
Massachusetts 02210.

Roman Murray. Telemarketing Campaigns that  Work McGraw-Hill, New
York 1983.

Stone. Robert, Successful  Dfrect  Murice&ing  Methods. Crain.  Chicago. 1984.

Taylor D. and Thomason  R, ProJ&zble  Hotel Reception Pergarnon  Press.
Wtllowdale. Ontario Mu 1P9.

Venison. P., Managing EIotek, 10 Upper Grosvenor Street. Landon, England.
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U..-,.,
Wright. John S., Adverting: First Conadiart  Edition McGraw-Hill Ryemon.
Toronto. 1985.

Group Business, Travel Trade and Packaging

Astroff. Mtlton T. and Abbey, James R, Corwentian  Sales and Service. wm.
C. Brown. Dubuque. Iowa. 1978.

Berlmmn. Frank W.. Convention Managment  and Senxie,  Educational
Institute of the &nexican Hotel and Motel Association. East Lansi@, Nlichi-
gan. 1978.

Canadian IndusQ Shows and Exhibitions, Maclean  Hunter Limited.
Toronto.

Canadian Institute of Travel Counselors of Ontario, Principles and Proce-
dures of Trave( CounseWng,  2 Carlton Street. Toronto, Ontario M3B 1J3.

Caroll.  Jim. RoU Out ~ Red Carpet  The Motorcoach  has .4nived.  NT.%
Courier, September. 1983, p. 35-40.

Oeating and Marketing Package Pkms.  Information Kit No. 270. Educational
Institute of the Anencan  Hotel and Motel Association. East Lansing, LMichi-
gan.

Cur-ran. Patrick T.J., Principles and Procedures of Tour hianagemenL
Maclean Hunter Limited. Toronto.

Discover ArneRca  Package Tour Handbook: A Basic Guide for the Development
and Markeling  of Pre-planned Packaged ~avel.  Travel Industry Association
of America. Washington. D.C. 1983.

7%.e  Hotel as a Happy House of Learning: A SuqonMng Case Study. Lodging,
February. 1985, p. 41-44.

InsUtute of CertMed Travel Agents. Touh.srnJor  the Travel Agent. Wellesley.
Massachusetts,

Lewis. Robefi C.. 7he Incentwe  TFavel Market HOUJ to Reap Your Share,
Cornell Hotel and Restaurant Admims“ uation Quarterly, May 1983, p. 19-27.

Lundberg, Donald E.. ‘l%e Tourist Business, Foti Edition Maclean  Hunter
Limited. Toronto.

Mayo, Edward J. and Jamis,  Lance P,, The Psgchology  of L.&sure TraueL
Eflectiue Marketing and SeUing of Travet  servtes,  Maclean  Hunter Ltmited.
Toronto.

McIntosh. Robert W.. Vacation Packaging in the Lodging Indusny,  Extension
Bulletin E-678, Michigan State University, East Lansing, Michigan.

Murray, John. Tour Packaging and Wholesaling, The Accommodator. June.
1983, February, 1984 and aprii, 1984.
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Niepold.  Cecella.  Bus Business: Loading with Opponunities.  NW  NCWS.
August 1985. p. 12-16.

Peel. Gerald. SuccessJ_d Negotia.tfons:  Get Out Your Cdcui@orsjor  a Step by
Step Explunati  ojHow to Figure Group Rates. Travel Weekly”s Focus on
Hotels. April 30.1985. p. 57-60.

Phillips. Ralph G.. Croup ~mel Opermg  J+oCedures” Boston. CB1~ 1983.

Reilly. RJ.. f-l~k of Professional Tour Manage~nL Merton Hou=,
Wheaton Illinois, 6Q187.

Roback  Hal. Group Sales: How to Capture the Tour MarkeL  Canadian Hotel
and REStaUI’iUlt.  January 1982, p. 52-53.

Sales Represen.&@e ‘s Guide to SuccessJ-d Conventkm  Selling. Marketing and
Sales Publications. Colurnbla.  Maryland. 1980.

Shoemaker. Stome. Marketing to OLcfer  Travelers. Cornell HoteI  and Restau-
rant Admln&tration Quarterly, August 1984. p. 84-91.

Stevens. L. A Guide to Starting and Operating a SuccessJti  ~avelAgW.
Merton  House. Wheaton.  Illinois 60187.

77ade  Shows and Pro~essioncd Exhibits Directory. Gale Research Company.
Detroit.

Trade Shows: Where Prospects CaU on You Sules and Marketing Manage-
ment New York 1979.

Tuss, Robert G.. Tour Packaging, Canada-BritiSh  Columbia Tourist IndusV
Development Subsidhry  Agreement.

Webster. Susan and Phillips. Ralph. Group Tmvd  Oper@9  Procedures.
Nlaclean Hunter Ltmtted. Toronto.

Sources of Industry Statistics and Analyses

Burak. Jacobson. 5@rnentat’fonmys~~or  k Canadian Tourism Affi~e
and Motivdion Study. Tourism Canada. Ottawa.  1985.

Canadian  Hotel and Restauant.  Hospi~i@ .$l~ket Repofi ~acle~ Hunter
Limited. Toronto (Annual).

Foodse~ce  and Hospitality Magazine. Fact File. Kostuch Communications.
Toronto hual).

Goeldner.  Charles R and Duea.  K=en p.! Tr~el  ~e@ @ ~ United ‘tutes
and Cum@ University of Colorado. Boulder. Colorado (XUIU~l.

Laventhol and Hoxurath. Canadian ~dging  Industry. (~ual).

Marketing Handbooks Inc.. ~auel ,l~arket Yearbook  P.O. EJOX 3. WmchesLer
Center. ve~ont  05255 (~ual)”

PannelL Kerr Forster, IYends in the Hote~ Indm~ (~ual)”
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Statistics Canada.
Ottawa.

StaUstics  Canada.
(Monthly).

Statistics Canada.

a
II

Canadian 7Yavel Survey; Canadians TraveMng  in Canada

Restaurant. Caterer and Tauem  Statistics. Ottawa

Thvel Between Canada and Other Countries, Ottawa
[Quarterly and hnual).

Statistics Canada. 7YaveHog,  Ottawa.

Statistics Canada. lkwel Toti and Outdoor Recreatwm A Stadstkal
DtgesL  Supply and Senrlces  Canada, Ottawa.

Statistics Canada. ~auefIerAccommodation  Statistics. Ottawa L%’mual).

Tourism Canada. Canadian ‘lYavel Sumey. Ottawa. [Published Quarterly,
1986-1988 etc.)

Tourism Canada. Vacahbn Thud by Canadians (Annual).

United States Travel Data Center. U.S. Market~or  Package Tours, USTDA.
Washington, 1984.

Waters. Somemet+ ~ Big p~~e:  Wor[d yewtio~  Child and Waters, Yew
York (Annual).

World Tourism Oueruieu, herican  Express. New York (Annual].

General Sources of Information

Bibliogr&tuks:

Bibliography of Hotel-Resta urant Administration and Related Subjects.
Cornell Unlversi!y,  Ithaca. New York 14853.

Bibliography of Skiing Studies, Colorado University. Graduate School of
Business Admhistmtion,  Business Research Division. Boulder. Coloraldo
80309.
Bibliography of Tou.ri,sm Research Studies, Tourism Canada. 235 Queen

Street. Ottawa. Ontiulo KIA OHS.
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