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A collection of 
memorable experiences 
that tell the stories of 
our landscapes and their 
people

A Discover England Fund 
project
In November 2015, the Government announced a £40 
million Discover England Fund; an unprecedented 
opportunity for English tourism. The Fund aims to 
deliver world-class bookable tourism products joined 
up across geographies and/or themes to provide an 
end-to-end customer experience.
(VisitBritain)

Creating the Collection

Research 
and 
insight

Experience 
planning

Business 
support 
programme
&  Ranger 
pilot

Branding 
the 
experience 
collection

Take the 
collection 
to market

A collection of memorable, once in a lifetime 

experiences in places that are magical, breath-taking 

and unique – but most importantly will tell a story of 

our landscapes and the people that look after them.

English National 
Park Experience 
Collection Video

Experiential tourism

https://youtu.be/Y1Sv2x21z4w
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Experiential tourism…
…….is a form of tourism in which people focus on 
experiencing a country, city or particular place by 
connecting to its history, people and culture.

The Rise of 
experiences

According to Trekksoft;

“The best travel brands are 
putting experiences and the joy 
we receive from them at the 
forefront of their marketing”
(Trekksoft Travel Trends Report 2018)

https://en.wikipedia.org/wiki/Tourism
https://en.wikipedia.org/wiki/History
https://en.wikipedia.org/wiki/Culture
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https://www.youtube.com/watch
?v=0gQXO8ihiTM&feature=yout
u.be Developing an 

experience

When developing an 
experience there are 
several factors you need 
to consider;
1. Your target market

2. Their desires

3. Price (including commissionable rates for the trade)

4. Terms and conditions

5. Working collaboratively with others

• Will your experience appeal to both the international 
and domestic market?

• Which nationality of tourists are more likely to visit 
your area?

• Which segment is your offer most likely to appeal to?

• Are there new markets that your product would 
appeal to?

Visit Britain is a great source of information 
https://trade.visitbritain.com/research-and-
insights/england-research/

Your DMO may also have some relevant local insights.

Your target market

Mangrove Market Opportunity Guidance, 2017 Mangrove Market Opportunity Guidance, 2017

https://www.youtube.com/watch?v=0gQXO8ihiTM&feature=youtu.be
https://trade.visitbritain.com/research-and-insights/england-research/
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Our research
• Our research has shown that Australia and 

Germany are key markets for the National Parks 
because-

• More likely to travel outside of London

• Highest spenders

• Sophisticated travellers who will enjoy 
what the National Parks have to offer

Their desires

Key factors when developing 
your experience
• Have a strong story- people are more likely to want to 

experience something when intrigued by the story, when 
the story is linked to a place it is most likely to resonate 
with audiences

• Be hands on- people now no longer just want to see; they 
want to do, touch, feel, make. Make sure your experience 
is as hands on as possible and not resembling a school trip

• Sell yourself! People book experiences as they feel they 
will be getting more than if they just did them themselves-
show the value of having local knowledge and insights, 
what can you give them that they can’t do themselves?

Considerations….

• Can you add any elements which will add value to 
the experience? 

• Can you work collaboratively with other businesses 
to enhance your offer?

• Is there a way you can adapt your experience so 
that people of other languages can enjoy the 
experience?

• How accessible is it? What physical ability is needed 
for the experience?

Being authentic
There is a lot of buzz around the word authentic, the 
advice is not to use it when you talk about your 
experience but ensure authentic is obvious….

1. Learn- give guests the opportunity to learn 
something new

2. Do- let guests be hands on

3. Local- give the local connection to guests
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Pricing
Your pricing should always be consistent, accurate and 
competitive!

• Ensure you know your operating costs and break 
even point

• Factor in commission when reaching new markets-
the trade has greater marketing reach but you will 
need to factor in a commission for them to sell your 
experience!

• Undertake a competitor analysis- locally, nationally 
and internationally

Terms and conditions
• Terms and conditions are incredibly 

important when developing your experience. 

• You will need to think about things such as 
group sizes, cancellation policies, adverse 
weather

• It’s a good idea to look at terms and 
conditions that other businesses offer

• We recommend seeking legal advice to 
ensure you and your business are protected

Working collaboratively 
with others
You can strengthen your offer by working closely 
with other businesses either to enhance your 
experience or help to become more visible to 
people staying in the area.

In small groups discuss the experience you offer/ or an 
experience you have recently been on;

• What are/were the highlights of the experience?

• Is there anything you would like to improve?

• Who are your target markets/ which target markets 
do you think the experience is most likely to appeal 
to? Why?

• Do you think it is/was value for money?

Discussion Top tips
• Design your experience with peaks and troughs- vary 

the intensity of the activity

• Try to incorporate local food and drink

• Have an element of surprise

• Give them local insight and connection

• Work with other local businesses to enhance your 
offer or as another way to reach visitors to the Park
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Becoming visible 
online and bookable

The 
marketplace• The tours and activities segment is the third largest in 

the travel industry after accommodation and flights
(hospitalitynet.org/news/4083896.html)

• The tours and activities segment drove approximately 
$135 billion (£126 billion) revenue in 2016 and could 
reach as much as $183 billion (£140 billion) by 2020

(www.webintravel.com/asia-tours-activities-platform-kkday-closes-10-5m-series-b-funding/)

However….
• The activities and tours segment is still seen as  

immature

• The market remains very fragmented and 
mostly offline on the supply side

• It is estimated that 55% of tour and activity 
suppliers don’t use a third party booking system, 
and of those who don’t 67% use items like 
calendar or email to manage bookings

(www.trekksoft.com/en/blog/65-travel-tourism-statistics-trends-for-2018#2)

• An estimated 80% of bookings remain offline

Discussion;
Why do you think activity and tour businesses are 
reluctant to use booking systems and OTAs?

What opportunities are there for your business to 
use an OTA?

To succeed in the 
international market it is 
vital that your products are 
bookable, commissionable and 
available:

• The product is available to be easily booked in 
advance. It isn't just available to those customers 
who turn up on the day.

• It can be built into an itinerary delivered and sold by a 
tour operator (Business to Business sales)

• It could be sold directly to the customer (Business to 
consumer sales)

bOOKABLE

http://www.trekksoft.com/en/blog/65-travel-tourism-statistics-trends-for-2018#2
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Commissionable
Third parties with a large reach to relevant 
customers can sell your product on your behalf 
for a percentage fee between 10% and 30%.

Available
The activities are ready to book in real time online 
and/or the activities can booked directly by Tour 
Operators in advance through direct contact

OTAs
• Viator, Expedia, Get your Guide and AirBnB

dominate the tours/attractions scene in Europe

• Commission levels vary

• Europe has made the most progress in becoming 
bookable online, with 27,000 tours and activities 
offered over the main OTA sites

• Reach

• Marketing capability

• Trust

• Targeted marketing

Advantages of listing with 
an ota

Signing up
• Register with each OTA- even if you are using a channel manager

• Get to know your account manager and how you can use them 
best

• Understand what you are signing up to- OTAs terms and 
conditions and cancellation policies can vary

• Public liability insurance

Commission rates
Rates for OTAs are currently between 20-30%. You only 
pay a commission when a booking is made. When you 
sign up with an account manager for each service they 
will explain the commission rate, you may be able to 
negotiate this.

Remember that effectively your marketing cost is 
replaced by your commission rates.
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Top tips
• ‘Cut-off’ point- minimising your ‘cut-off’ point to 

maximise bookings

• Availability- Try and add as many dates as 
possible

• Sell yourself and your highlights

• Keep an eye on reviews and comments

• Keep minimum group sizes small

Tripadvisor
• A very important tool and often part of the 

customer journey

• Respond- whether good or bad in a polite, 
professional manner

• Be aware of how Trip Advisor works-
incorrect reviews can be taken down

• Encourage guests to review!

Channel manager
Allows you to manage and distribute your 
availability and bookings

Examples of channel 
managers
• Trekksoft – www.trekksoft.com 

• Rezdy - https://www.rezdy.com/ 

• Rezgo - https://www.rezgo.com/ 

• Bookingkit - https://bookingkit.net/ 

(These systems are listed here for information; they 
are not endorsed by the National Parks. Please do 
your own research before purchase).

What do they do?
MAINTAIN A BALANCED SOURCE 
OF BOOKINGS
• Do not depend on just one source of 

bookings

• Never depend on just one market for 
bookings

• Maintain a mix of high and low commission 
rates

• Don’t forget local and direct sales
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AirBnb

Working with Tour 
operators and the 
trade

Workshop-

How to align with 
the English national 
park collection

Thank you!
Questions


