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Companies in the group:
Cashel Travel Ltd - DMC and incoming tour operator

Cashel Representation - promoting DMC’s around the world to UK trade
Tiernan Travel - Boutique DMC

Great British Trips - B2C tour operator 
Broadstone Network - video marketing for UK trade

40 multi-lingual travel experts 
 offices in London, Manchester, Sofia, Mumbai and Ireland. 

Over 20,000 clients a year from all over the world. We look after incentive 
groups, conferences, group tours, and individuals. 



Anyone between you (as the product or supplier) and the 
customer as a tourist:

WHAT IS THE TRAVEL TRADE?

• Search
• Agents
• Tour Operators
⚬ Specialist
⚬ OTA

• DMC
• Aggregators 
• GDS
• Wholesalers
• DMO



WHY IS INBOUND TOURISM IMPORTANT?
31.2 million visitors to the UK in 2022

Spending £26.5 billion

5th largest export earner - on par with the automotive and 
pharmaceutical industries

Worth £127 billion to the UK economy - equivalent to 9% of UK’s GDP

Employs 2.6 million people (9% of all employment)

Source: VisitBritain, Office of National Statistics



Country of residence Visits
(000s)

Spend 
(£m)

Spend 
Rank

France 3,956 £1,425 3
USA 3,910 £3,643 1
Germany 3,380 £1,581 2
Irish Republic 3,029 £941 6
Spain 2,413 £1,061 5
Netherlands 2,136 £747 9
Poland 1,807 £394 17
Italy 1,779 £841 8
Belgium 1,148 £393 18
Australia 1,092 £1,194 4

Source: International Passenger Survey, ONS

WHO ARE OUR VISITORS ?

China and Saudi Arabia are in the 
top ten markets for spend: 

• Saudi Arabia  £862m

10. China  £694m
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WHY WORK WITH THE TRAVEL TRADE?

Half booked their travel and accommodation separately, and the other half 
booked their trip as a package:

⚬ Long-haul visitors to Britain more likely to book their trip as a package (58%), 
with the exception of Australia and New Zealand

⚬ The markets most likely to book a package rather than separate elements are 
• UAE (76%)
• China (71%) 
• USA (70%)

⚬ Short-haul visitors were more likely to book their travel and accommodation 
separately (58%)

• European markets least likely to book a package deal 
• Denmark (28%), Norway (36%), Sweden (36%) and France (37%)



WHY WORK WITH THE TRAVEL TRADE?

• Additional distribution channel and increased reach

• Off-peak volume and revenue

• Knowledge of the international customer

• Ground-handling expertise

• Repeat business

• New markets

• New partnerships

• Business growth

• De-risking your business

Travel trade delivers:





WHERE ARE THEY GOING?

• LONDON 
• EDINBURGH
• MANCHESTER
• BIRMINGHAM
• GLASGOW
• LIVERPOOL
• OXFORD
• BRISTOL
• BRIGHTON
• CAMBRIDGE











WHAT ARE THEY LOOKING FOR?

• Trade rates – commissionable or net
• Quality products and experiences that are delivered consistently
• Reliability and efficiency (consistent operating hours and regular schedules)
• High levels of customer service and helpful reservations staff
• Clear and easy to understand collateral, both online and offline
• Understanding of the cultural needs of different markets
• Consistent pricing policies that consider all levels of distributionn and offer 

commissionable rates
• Easy communication via phone numbers, email and other online messaging tools



DO’S AND DON’TS
• Research who the tour operator works with in the distribution system and which 

markets they target to ensure your product is the correct fit
• Compile a sales kit with product fact sheets, brochures and images
• Ensure information on your website is up to date
• Provide relevant reviews of products where possible. At the same time as finding 

reputable operators, reviews help to back up a product offering.
• Provide a visual presentation, including hi-res imagery and video footage
• Provide rates that allow for commissions and include concise terms and 

conditions
• Be prepared to provide rates up to 18 months in advance be aware of the 

contracting cycle
• Join UKinbound



• Collaborate 

• Assume they are idiots and know nothing 

• Encourage visits from the travel trade 

• Assume visitors will not be staying long 

• Use your geography 

• Think in years rather than months 

• Go for the low hanging fruit

A FEW TIPS WHEN WORKING WITH THE TRAVEL TRADE



• VisitBritain inbound tourism toolkit

• VisitScotland (toolkits on China, ancestral 

tourism etc)

• UKinbound website ‘Resources’ section

⚬ ‘Top tips on how to work with Tour 

Operators’

⚬ ‘How to market your attraction’

⚬ ‘Creating a great guest experience’

WORKING WITH THE TRAVEL TRADE

Useful Resources



THANK YOU!


