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Moreton Island, Queensland

Engaging with India

Tangalooma Resort is located on Moreton Island, just off the 
coast of Brisbane, and is a family-owned holiday destination 
that offers accommodation, dining and shopping facilities as 
well as a wide range of activities. These activities include island 
tours, day cruises, quad biking, beach sports, helicopter joy 
rides and wild dolphin feeding. Tangalooma attracts many 
international visitors, particularly from Asia, and the resort has 
been targeting the Indian market for over 12 years.

Chad Croft, International Sales Manager at Tangalooma, has 
worked with the Indian market for a number of years. He 
explains that Australia is viewed as a favoured destination by the 
Indian market due in large part to its natural beauty. A recent 
Lonely Planet survey also listed Australia as one of the most 
desired destinations for Indian tourists.

Although Tangalooma has been successful in attracting more 
visitors from India to the resort, Chad describes India as a big 
country and a tough market. 

‘When you first start out dealing with the Indian market it’s 
almost like throwing a needle into a haystack – then trying to 
find it!’

Maintaining a strong relationship between the resort products, 
Inbound Tour Operators (ITOs) and agents can be challenging, 
but it is crucial to build a good relationship with them as 
relationships in India are fundamental for doing business. 

‘A positive start is becoming familiar with Indian names and 
pronunciation. India has many ITOs and you will be competing 
with numerous other countries and products, so when you are 
one product in a sea of sales calls, you need to ensure that you 
stand out’, Chad says.  

Some operators sponsor famils for Indian agents to stay front of 
mind. This ensures they have a good knowledge of your product 
offering and are more comfortable to on-sell.

Chad says that working with a new market is often about 
adjusting your expectations. 

‘When dealing with Indian agents, you should expect that they 
will promise more than what they may actually deliver. It is 
therefore important to be aware that while some agents may 
promise you 100 per cent of their business, the actual amount 
you receive may be relatively small.’ 

Chad also notes that the art of negotiation is also important 
when working with the Indian market.

‘Indian agents will generally try to negotiate a lower rate, 
so ensure that you go into market at a higher rate with the 
expectation that you will be talked down in price. You may be 
contacted to quote on the same piece of business a multiple of 
times and guests and agents are very good at shopping around.’

In order to grow its success with the Indian market, Tangalooma 
has made changes to its marketing and product delivery. The 
resort utilises a representation company in India and has 
employed two staff members based in Mumbai. Sales staff 
from Australia also travel to India on sales calls to maintain good 
relationships with ITOs.

Reservations and frontline staff at Tangalooma are given cultural 
awareness briefings so that they know what to expect when 
dealing with Indian agents and guests. The resort has also 
employed Indian nationals to work on the island because they 
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have a strong understanding of the needs of Indian visitors, who 
tend to require more assistance than other international visitors. 
However, staff have found that Indian visitors generally have a 
good level of English so there has not been a need to translate 
resort signage or marketing collateral.

Chad emphasises that food is very important to Indian visitors 
and the resort has engaged Indian chefs to prepare authentic 
Indian dishes.

‘It is important to be aware of the wide variety 
of dietary requirements of Indian visitors, which 
is not unusual for a country with such a diverse 
population.’

Tangalooma has recently seen an increase in Jain groups who, 
in addition to following a strict vegetarian diet, do not eat root 
crops such as potatoes, garlic and onions. These restrictions 
are based on religious reasons as these foods are viewed as 
living organisms.

Understanding the mindset of the Indian traveller is also 
important. Chad explains that when living somewhere as highly 
populated as India you are constantly in competition with those 
around you, including for money. Therefore it is common to 
become mindful of all spending, no matter how much money 
you actually have. You should expect price sensitive Indian 
travellers to try to haggle further once they are in Australia as 
value is very important.

When working with the Indian market, you should anticipate 
that travellers will be expecting to be treated like VIPs, and 
as Chad describes, ‘many will expect 6 star service for 3 star 
prices’.

Service levels in Australia are different from those in India and 
visitors will notice small things such as having to wait to collect 
their tea or coffee instead of someone bringing it to their table.

An interesting cultural point is that in India one’s name can 
often reveal a lot about place of origin, language and religion 
which can in turn influence many preferences including diet. 
For example, Indian nationals with the name Patel originally 
come from the Gujarat region in western India. Despite being 
on the coast with extensive access to seafood, Jain and Hindu 
influences mean that those from this region are primarily strict 
vegetarians. As Chad has been working with the Indian market 
for years, he is now able to advise Tangalooma staff on things to 
keep in mind when dealing with guests from particular regions.

‘From the outset, you need to determine whether your product 
is suitable for the Indian market. Many people in India, 
including the ITOs, don’t quite understand the size and scale of 

Australia – for instance that it’s not possible to do a day trip to 
Uluru from Sydney,’ Chad explains.  

‘As there are many products in the market, make it easier for 
the agents to start selling yours. 

‘You can do this by providing information to agents on 
complementary products to yours, how best to package it all 
into an itinerary and then where to access accommodation and 
Indian food and meals in the area.’

When starting out, Chad recommends contacting ITOs to 
find out what they currently sell and to discuss your product. 
If approaching the Indian market with a new product, Chad 
recommends working with other operators to form a package of 
products at a destination. 

It is also helpful to attend trade missions such as those 
offered through Tourism Australia or your local State Tourism 
Organisation (STO). Many STOs have a representative in India, 
and with it being such a large market, it is best to go in with 
all the assistance you can get. A representative in market 
with good contacts can be highly influential in promoting your 
product.

Chad’s top tips
 n Working with a new market is about adjusting your 

expectations – different cultures have different ways of 
doing things. Indians in general will try to negotiate a 
better price, so keep this in mind

 n Contact ITOs to find out what products they currently 
sell and to discuss your product

 n If you have a new product, consider working with 
other operators to form a package of products at your 
destination

 n Food is important in Indian culture, so consider how 
you can make additions to your menu to cater for the 
needs of Indian tourists

 n Hiring staff who are familiar with the culture of your 
target market such as Indian nationals can be a great 
way to deliver a product and service that meets the 
expectations of your visitors

 n Seek advice from Tourism Australia and your local STO 
and attend relevant trade missions and events


