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Global Marketing Partnerships

DBC Vancouver:

• Monica Leeck, Asia
• Stephanie Fielden, Europe & South Pacific
• Sandy Reid, North America Trade & Mexico
• Leona Zheng, Receptive Tour Operators

Overseas Representation:

• UK
• Germany
• Australia
• China
• Japan
• Mexico – NEW!



Strategy



Global Marketing Partnerships

• Captivate – Tell our Story
• Travel media relations (print, online, influencers and broadcast) to increase 

awareness
• Content marketing

– Destination Canada content marketing in key markets
- NA, UK, Germany, Australia, Japan, China, Mexico
- Digital, social media influencers, travel trade integration

• Content integration on OTA/Rating sites
• Social media (owned and partner channels)

• Generate
• Generate business to BC through traditional travel trade and OTAs

- Increase BC product/itineraries – seasonality, length of stay, product 
info/experiences

- Education/training/fams
- Marketing promotions to drive sales

• Advocate 
• Amplify BC’s message globally (owned and partner channels), grow engagement and 

foster ongoing sharing of BC stories



TRAVEL TRADE READY

Rogers Pass



Are you Export Ready?

CRITERIA

• Proven Track Record and 
Safety

• Inquiries and Reservations
• Marketing
• Contracting and Payment



Are You Travel Trade Ready?
Best Practices

• Group vs FIT business priorities
• Support trade and media fam tours
• Attending trade shows
• Work with RTOs
• Hire front line staff with language expertise
• Commit to operation dates
• Work with your local DMO, RDMO and PMO
• Check list: 

http://www.destinationbc.ca/getattachment/Resources/Touri
sm-Planning-Resources/Market-Ready-
Standards/Market_Ready_Standards.pdf.aspx



Fairmont Hot Springs

TRAVEL TRADE DEFINED



Who are the Travel Trade?

Intermediaries in travel and tourism industry:

• Receptive Tour Operator
• Tour Operator
• Wholesaler
• Travel Agent
• OTA (Online Travel Agency)



Supplier Tour 
Operator/WSR Travel Agent Consumer

Supplier Receptive RTO Tour 
Operator/WSR Travel Agent Consumer

Supplier Consumer

Supplier Travel 
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Receptive Tour Operator (RTO)

• Inbound travel
• Sells to Tour Operators and Wholesalers internationally
• May specialize in a market or sell globally

Supplier Receptive RTO Tour 
Operator/WSR Travel Agent Consumer



Tour Operator

• Located in the market they sell to, either to travel agent or 
direct to consumer

• Promote outbound travel
• May contract with inbound RTO or tour supplier
• Put together components (e.g. hotel, transportation, 

sightseeing)
• Have an extensive database for marketing

Supplier Receptive 
RTO

Tour 
Operator

Travel 
Agent Consumer

Supplier Tour 
Operator

Travel 
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Wholesaler
• Intermediary between tourism supplier and retail 

travel agent
• May sell direct to a consumer as well

Supplier Receptive 
RTO Wholesaler Travel 

Agent Consumer



Travel Agent
• Direct link to the consumer
• Independent or part of a chain
• Buy through tour operator, wholesaler, or direct
• Important channel for long-haul consumer bookings

Supplier Receptive RTO Tour 
Operator/WSR Travel Agent Consumer

Supplier Tour 
Operator/WSR Travel Agent Consumer

Supplier Travel Agent Consumer



Online Travel Agent (OTA)

• “Online Travel Agent”
• Example: Expedia, Booking.com, CTrip
• Focus on hotels, air, car rental, some packaging
• Require a high commission from supplier
• Sells direct to consumers (changing)

Supplier OTA Consumer



Supplier 

• A tourism business such as:
– Accommodation
– Attraction
– Museum
– Activity provider
– Transportation



Cost of Supply Chain

Supplier Receptive RTO Tour 
Operator/WSR Travel Agent Consumer

Supplier 
Rate

25-30% off 
(Net rate)

20% mark 
up

10% 
commission Retail Price

$100 $70 $80 $90 $100



Mt. Nimbus via Ferrata

WHY WORK WITH THE 
TRAVEL TRADE?



Diversification of markets
• Variety of Overseas markets
• “Balanced Portfolio”



Greater Reach
• More options to reach consumers
• Multiple distribution channels
• Cost of doing business: net rate or commission



Ease of Payment

• RTO acts as your banker
– Collect payment from 

Overseas tour operator
– Pay the supplier
– Minimizes financial risk



Predictability of Bookings
• Advance bookings through Travel Trade for Overseas 

Consumers (anywhere from up to 8-12 months)



Support
• 24/7 support for operators’ 

customers while they are 
travelling 

• Foreign travel laws and 
consumer protection

• “Extension” of your sales 
team



Itinerary Development

• RTOs and Tour Operators create 
itineraries and packages making it 
easy for the Tour Operator to sell.



Summary

• Travel Trade are the key booking channel for Overseas 
markets.

• For Suppliers, working with an RTO is One Stop 
“shopping”

• Can reach FIT and group business from a variety of 
different markets



CONTACTING THE 
TRAVEL TRADE

Whitewater Ski  Resort



Suggestions

• Contact your DMO, Region or Destination BC
• Start with the RTOs
• Sales calls, trade shows
• Know timing/cycle
• Be Export & Travel Trade Ready
• Follow up, follow up, follow up



Working with DBC

• Tell RDMOs (Kootenay 
Rockies Tourism) and DBC 
about your product

• Support Travel Trade & 
Media trips and Fam Tours

• DestinationBC.ca for 
research information (i.e
market summaries)



Travel Trade



Fernie

QUESTIONS AND 
ANSWERS



Stephanie	Fielden
Market	Development	Manager,	Europe	&	South	Pacific

Phone:	604-660-2956
Email:	Stephanie.Fielden@DestinationBC.ca


