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1. The pricing landscape

2. Value pricing

3. Rethinking pricing 

4. Considerations for building your pricing strategy 

5. Building your pricing model 

6. Resources and B2B pricing  

7. Q&A
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Activity & Experience Providers

Visitor Attractions

Accommodation Providers

Events & Festivals

Tourism Transport

Tour Guides

Venues: places to eat, drink and socialise
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Cost of sale

Break-even point

Retail price

1. 

2. 

3. 
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Fixed Pricing

Dynamic Pricing

Retail Price / Rate

Rack Rate

Public Rate
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Examples Price Point Inclusions

Guided Hike £35 per person • 2 hour guided tour with an expert local guide

• Spectacular photo opportunities

Craft workshop £65 per person • 1 hour potter’s wheel experience 

• Step by step guidance including all materials

Lunch £20 per person • Main course, dessert, tea & Coffee

• Fixed menu – no choice

Evening Transfer £180 per group • Return transfer by an executive 25-seater coach

• Depart at 8pm, return at 11pm
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Rate Code Rate Rate Code Rate

SELL01 £230 SELL07 £155

SELL02 £190 SELL08 £150

SELL03 £180 SELL09 £145

SELL04 £170 SELL10 £140

SELL05 £165 SELL11 £130

SELL 06 £160 SELL 12 £120



1313

Virtual Meet the Buyer 
Appointments
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Direct Correlation Between offer & Price

Offer Price
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£90: standing ticket

£450: standing ticket
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I’m delighted! It was 

a TOTAL steal for 

that price 

Oh my gosh, I paid 

a small fortune, and 

it was not worth it!

I’m delighted! That 

was totally worth it 

and I will be back



REVERBERATE! 

Damage competitiveness

Damage opportunities

Affect your reputation
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People want ‘bang for their buck’ 
They want to know they will have a 
good time, without feeling ripped off
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35% 2024 vs 36% 2023 VFM 
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Align offer with price 

Clearly define what is included
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Virtual Meet the Buyer 
Appointments
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Offer 
Price 
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5.4 million trips

16.6 million nights

£1.2 billion 

–
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Virtual Meet the Buyer 
Appointments



Direct sales channel: B2C (Business to Consumer)   

e.g. Website, phone, email 

Indirect sales channel: B2B (Business to Business)  
e.g. intermediary, tour operator, online travel agent

Local Partners: referrals from another tourism 
provider or neighbourhood pricing 

Direct sales channel: payment?

Indirect sales channel: payment?

Local Partners: payment?



Customer Trust Issue 

Competitive Disadvantage

Damage Business Reputation 

Eroding Long Term Profitability 

Damage to Destination perception 



Repeat visits Positive WOMPositive reputationReflect value

Contribute to the long-term success and sustainability of both your business and 

the destination of Northern Ireland 



Partnership Pricing

B2B price: Commissionable Pricing

Retail Price: £10
Commissionable Price: 

10% 15% 25% of £10

B2B price: Net / Discounted Price

Retail Price: £10 Net Price: £7-£9

Retail Price: £10

Retail price: visible to the public offline and online Direct sales channel

- Customer pays directly

- Full retail price

Indirect sales channel

- Intermediary pays

- Lower than retail price

Sales via collaboration

Retail Rate: £10 Community Discount: 10%



Nett/discounted pricing  Commissionable pricing
 





Some tourism/hospitality 

providers offer a discount 

when you present your hotel 

keycard e.g.10%.20% 



Do your homework

Give clear instruction

Plan your pricing



Express the VALUE

Emphasise Inclusions

Give clear instructions

Price & Bullet Point 



Experience Short Description Min-Max 

Numbers

Duration

Approx.

Public 

Price

Per 

Person

Chocolate Tasting 

Session

Enjoy a feast for the senses with a variety 

of samples specially chosen to showcase 

the surprising origin flavours and tasting 

notes in every cacao bean. Chocolate will 

never taste the same again!

1-10 20 mins £XX

Inclusions: 

• 5 different chocolate samples

• Roasted cacao bean

• Choice of drinking chocolate 
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1.Cost plus: 
work out your 
costs and add 

on your desired 
profit

2.Competitor 
based: 

benchmark your 
pricing against 

your 
competitors

3. Objectively 
assess the 

value: what do 
you feel the 

experience is 
worth? Look at 
the strengths 

and price 
inclusions.

4.Consumer 
value: look at it 

from the 
customer’s 
perspective. 

The perceived 
value and what 
the customer 

would be willing 
to pay
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1. Cost of Sale

2. Break even point

3. Retail price



Fixed Costs Variable Costs              

• insurance

•  payroll

•  repairs 

• maintenance

• food & drink

•  brochures

•  audio guide

• memento

 



Collective

People & Place

Destination

Retail Price £10 

B2B or 
Partnership 
Price

£6-£9 

Break-even 
Price

£5 

• The price points  between 

retail and break even = 

opportunity for negotiation

• Retail price should 

accommodate any discounts 

inc. B2B pricing

• Discount or B2B price 

HOOKS OFF retail price



Access NEW 
markets cost 
effectively 
__________

Global markets:
European, US etc.

Create reliable 
business on the 
books

______________
Via strong 
partnerships, potential 
to begin each new 
year with business on 
the books

3. FILL OUT BASE
Individual bookings: B2C

2. BUILD ON BASE 

Group bookings B2C & B2B

1.  ESTABLISH BASE

Regular & contracted business

B2C + B2B groups & 
individuals

Mix it Up!

Diverse Sales Channels

Diverse Markets

Diverse Customer 

Segments

Goal: year-round revenue 

generation!
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TNI Pricing Support

https://www.tourismni.com/business-guidance/sector/activities-attractions/activities-and-attractions-getting-started/pricing-for-profit-for-tourism-businesses/


Pricing strategy 

templates TNI

https://www.tourismni.com/business-guidance/business-support/financial-support/pricing/pricing-strategies/
https://www.tourismni.com/business-guidance/business-support/financial-support/pricing/pricing-strategies/


TXGB 

https://www.tourismni.com/business-guidance/opportunities-campaigns/grow-your-sales-with-the-tourism-exchange/


TNI e-learning platform

https://www.tourismni.com/elearning-sessions/




Avoid price escalation for short term gain 

Responsible pricing benefits reputation

Think long term sustainable business 

Ensure you do your homework 

Protect your business & destination 
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