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FROM THE PUBLISHER
Selling Long Haul is the leading travel trade training magazine in the UK. Its aim is 
simply to empower travel agents at every level by providing them with good quality 
product and destination information. Work in partnership with us in print, online 
and in person and watch your sales soar!
SALLY PARKER 
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Training the travel trade. In print, online, in person



“Selling Long Haul is 
without doubt the best 
trade tool I have access to. 
It helps me get real tips 
about a destination that I 
have yet to visit. It is not 
only something I look 
forward to receiving, but 
something that I keep for 
years to refer back to, 
especially for tips for 
clients. The destination 
supplements are worth 
their weight in gold as well, 
and give in-depth 
knowledge you can’t get 
from a brochure.” 

BARBARA CHARLTON
TRAVEL COUNSELLOR

Target audience
UK and Irish travel trades

Frequency
Monthly (11 issues per year, joint July/August)

Format
A4 full-colour, high-quality glossy magazine

circulation
14,925 copies monthly

READERSHIP
4.8 readers per copy 

Distribution
Every travel agency, homeworkers, online 

agencies, tour operator reservation and 

contracting departments, and travel principals.

Advertising
Rates from $1,190

Content
A mix of news and features on destinations, 

products, and industry issues, plus Talking Shop - a 

dedicated section on fam trips, events, roadshows 

and agent incentives.

AWARD WINNING
WINNERS: Travel Trade 
Writer/Journalist of the 
Year 2009 and 2010

Magazine Overview
Selling Long Haul is the leading travel trade training magazine in the UK and Ireland. It is read by 
travel agents and homeworkers as a vital source of in-depth information. The publication is part of a 
stable of magazines which also cover selling short haul, short breaks and the cruise markets.
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Andy Hoskins
JOURNALIST

Alan Orbell
Managing
editor

WINNER

2009
WINNER

2010
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EDItorial content
From straightforward factual news updates and topical debate, through to hard-hitting interviews 
and the latest travel industry trends, Selling Long Haul has it covered…

Regulars
In every issue of Selling Long Haul we include 

articles containing straightforward news and 

reports on destinations and products.

These include:

•  �General travel news

•  �Cruise focus

•  �What’s New in Africa, Asia, Australasia, 

Caribbean, Indian Ocean, Middle East, North 

America, South and Central America 

•  �Checking out - the inside story on long haul 

accommodation and flights

•  Visit USA Now!

•  �Competitions 

Faces of the industry
Selling Long Haul speaks to those in the know, 

seeking their insight and opinions on the latest 

hot topics. From short, sharp interviews, to 

no-holds-barred debates where all corners of the 

industry have their say, these include:

•  �In Person

•  ��Tourism Updates

•  ��10 minutes with...

Features
Each issue of Selling Long Haul contains in- 

depth features on specific destinations in detail. 

Written only by those with outstanding levels of 

expertise in their field, these include:

•  �Destination profiles

•  �Off the Wall...

•  �How to Sell...

•  �In-depth destination features

•  �Product features – car hire, insurance, 

holiday add-ons, rail travel, coaching and 

accommodation only

Talking shop
This is our dedicated section for and about 

agents and includes:

•  �The Office – an agency profiled

•  �News You Can Use – incentives and offers

•  �On Location – round-up of fam trips

•  �10 minutes with...agent interview

•  �Agents Tripping -  first-hand reports on the 

best FAMs

•  �Agent Training - new programmes and 

incentivesi

“Selling Long Haul really is 
my favourite publication. It 
gives us so much great 
information.”

GILLIAN DAVIS
TRAVEL COUNSELLOR
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FEATU R E
FAR EAST CITIES & BEACHES

The Far East has 
long been 
established as one 
of the most alluring 
holiday destinations 
on the planet, but for 
all its charms this 
fast-evolving region 
is almost impossible 
to ‘pigeon hole’ 

UNTYPICALLY

O ffering a blend of exotic 

cultures, tropical temperatures 

and famously indulgent 

hospitality, the Far East is a region as 

notable for its golden beaches and 

mighty rivers as it is for its towering 

skylines and sense-assaulting street life 

– and this diversity is perhaps its most 

clear-cut selling point. 

From temples to tuk-tuks, palm trees to 

pagodas and rice paddies to rainforest 

lodges, there’s enough spice and colour 

to keep clients coming back for years.

And whether visitors are exploring the 

sleek skyscrapers of Hong Kong or the 

steamy jungles of Borneo, one thing 

remains key, wherever they are they’ll not 

be far from a completely contrasting 

experience. The geography of the region 

means that many of its prime attractions 

are located within a short hop of each 

other, making city and beach twin-

centres eminently viable. Reliable 

regional airlines such as Bangkok 
Airways ease the transfer process.  

The appeal is twofold. Not only do twin-

centres work as a cost-effective way of 

getting more from a trip to Asia, they add 

an entirely new dimension to the overall 

break. Ten days of sun-soaked relaxation 

in Bali is an enticing proposition in its 

own right, for example, but if you also 

factor in three nights of culture, cuisine 

and shopping in Kuala Lumpur, the 

holiday assumes a whole new character. 

And in relative terms, the expense of 

such a pairing tends to measure 

positively against the cost of visiting 

just one destination. If clients have 

already committed to a long-haul flight 

to the Far East, it makes sense to 

capitalise on the experience. 

 The different combinations on offer are 

ever-increasing. Cities such as Bangkok, 

Singapore and Seoul are just three of a 

score of strong options to top or tail a 

beach break, and with the likes of 

China’s Hainan and Indonesia’s Bintan 

among those resort destinations growing 

in reputation, it’s nowadays possible to 

present clients with a seriously extensive 

list of workable holiday pairings, all 

offering their own individual qualities. 

Thailand is perennially popular, and this 

year has welcomed new properties such 

as the Paresa Resort, the Outrigger 
Serenity Terraces Resort (both in 

Phuket) and the Ritz-Carlton in Krabi, 

while The Mira in Hong Kong and The 
Andaman on Langkawi are both notable 

additions for luxury operators. In China, 

meanwhile, Shanghai’s upcoming World 

Expo (May/October) is expected to 

boost arrivals into the city. 

H OT  A N D  H A P P E N I N G         
EVA Air is adding an extra flight a week 

to its Heathrow to Taipei via Bangkok 

schedule. The new Monday service 

means the airline will fly to Taiwan seven 

days a week. And China Airlines is to 

launch a new three times weekly non-stop 

Heathrow/Taipei service on March 28. 

Among other airline news, China 
Eastern is to re-launch its non-stop 

Heathrow-Shanghai service next month, 

and will introduce a London-Taipai 

(Taiwan) service on march 28. Korean Air 

has announced new routes from Busan 

BY BEN LERWILL
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N
ew Zealand’s fabulous scenery, 

friendly people, endless 

adventure opportunities and 

success in developing an 

excellent wine and food culture have 

resulted in a double-bump profile of 

holiday visitors from the UK.

The 20-29-year-old and 50-65-plus 

sectors each represent about 35 per 

cent of the holiday visitor market, with 

the 30-40-year-olds falling into the VFR 

fold, often staying with family, using 

relatives’ cars and booking excursions 

and other holiday product on the ground.

The long haul down to the southern 

reaches of the Pacific Ocean is no 

longer much of a barrier to New Zealand 

sales, with excellent airline product on 

tap and travellers often taking breaks in 

any number of stopover destinations 

including Fiji and youth travellers in 

particular combining Australia in a twin-

centre holiday.

Cruising has become a significant 

force in the holiday mix with one-in-four 

holiday visitors arriving in New Zealand 

in the peak February month now landing 

by ship.

“New Zealand is an ideal cruise 

destination in the sense that all the cities 

are on the coast are an overnight cruise 

apart,” said Tourism New Zealand 

regional manager UK and Europe Gregg 

Anderson.

“There are a lot of options from all the 

big cruise lines that sell into the country 

and if travel agents have past cruise 

clients on their books they should think 

about New Zealand.”

The Rugby World Cup in September 

and October will focus international 

media attention on New Zealand but for 

2011 tourism it represents a mixed bag 

of opportunity.

History shows that big sporting events 

like a Lions rugby tour tends to depress 

tourism figures for the summers before 

and after the tour, but for the Rugby 

World Cup, New Zealand is gearing up 

for an estimated 85,000 fans following 

the 20 participating countries this year, 

with 25,000 expected to travel from the 

TOP SELLING TIPS...
 

  Get trained up. Tourism  
New Zealand offers excellent 
on-line resources

  Ride the cycling holidays 
promotions planned by 
Tourism New Zealand for 2011 
– sell two-wheel holidays

  Avoid Rugby World Cup 
season (Sep 9-Oct 23) and 
sell early holidays – March 
(autumn) is great for touring

  Get into cruising. One in 
four visitors to New Zealand 
now arrive via cruise liners

  Some airlines are currently 
pushing good value youth 
round-the-world fares – 
something to push to your 
under-25s clientele

  Fly the eco flag. New 
Zealand keeps on winning 
awards for green tourism 
best practice

new zealand

Far & clear
Adventure 
opportunites, empty 
roads, endless 
horizons, breath-
taking scenery and 
stopover options 
make the long haul to 
the southern end of 
the earth a ‘must do’
By MiKE SWiNdELL
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The secTion just for agents

inside...
55  Wise counsel  

Get into the Christmas spirit, 

with some networking Barbara 

Charlton-style

58  On location  
In India's Kerala and the 

Caribbean Tourism 

Organisation's fam to Saint 

Lucia, Trinidad and Tobago

news

54   In the news
 Prize winners, new training  

 programmes and the monthly  

 ABTA column

56 Travel Uni
 New looks for Thailand and  

 Mahindra Homestays, plus  

 loads of prizes and incentives

 Top marks for Travel Uni’s Jamaica 
Travel Specialist programme, which 

was voted the star training performer in 

the Travel Agents Choice Awards. 

The awards are voted on by travel 

agents across the UK and are designed 

to recognise and reward the travel 

industry’s star performers. 

The Jamaica Travel Specialist is a six-

module programme that is fun and easy 

to complete. It helps give agents a 

broad overview of the destination’s 

appeal plus plenty of sales tips and 

hard facts on winning bookings.

Travel Uni associate director Sally 

Oakey said: “We were delighted to see 

the Jamaica Travel Specialist 

programme in the top slot. It is an 

engaging and informative training 

programme which has been pro-actively 

supported by a great range of 

incentives and fam trips. This 

combination ensures it is a very 

rewarding training programme for all 

those who log on to learn more.” 

www.jamaicatravelspecialist.co.uk

By LAUrA GeLder 

 Small group specialist The Adventure 
Company launched a new agent-friendly 

brochure to all Thomson and First 

Choice shops this November. 

The company hopes to encourage 

more agents to tap into the expanding 

adventure market with the help of the 

60-page brochure called Thomson 

Adventures, which covers 30 of its most 

popular worldwide and family trips.  

The brochure includes a guide on 

where to travel and categorises trips into 

long-mid-and short-haul, aiming to be a 

selection of the tour operator's most 

accessible trips to iconic destinations 

which will appeal to couples, familes and 

solo travellers alike.

The Adventure Company’s UK agency 

sales manager Vicky rodford 

commented: “Travellers are looking to 

gain something extra from their holidays 

and we want to help agents understand 

that an adventure holiday doesn’t have to 

be adrenaline-packed. Adventure travel is 

about engaging with the destination, 

whether on a wildlife safari or a cultural 

trip. Whatever their client’s style of 

adventure or level of activity we have 

something to offer, plus support 

throughout the booking process." 

www.adventurecompany.co.uk

Jamaica is a  
winner!

The Adventure Co. 
reaches out to agents

Learn Elite for a spa voucher
 Elite Island Resorts has added a 

new module to its e-learning programme 

focused on LaSource, Grenada. High 

street agents booking LaSource before 

december 15 for travel between January 

3 and december 20 2011 will receive a 

£25 spa voucher for each booking. 

Contact Graham@resort-marketing.co.uk 

www.agentelitetraining.co.uk

Classic Traveller ups commission
 The Classic Traveller has increased 

its commission levels from 8 per cent to 

10 per cent in order to demonstate its 

committment to the trade. Part of the 

Titan Travel Group, the operator offers 

flexible, independent or small group travel 

at a slightly lower price than its parent 

company with no single supplement fees.

www.titanhitours.co.uk

Destination Dialogue take two

 The second of Sellling Short Breaks 

and Holidays' destination dialogues took 

place last month, covering Portugal. Part 

of the We're Backing Agents campaign, 

the event saw agents and suppliers 

discuss the destination. Polly Briscoe-

Gayle, of New Look Travel won a holiday 

to the Alentejo region on the night. 

http://wearebackingagents.ning.com

in BRieF

TALKING SHOP appears in every issue of Selling 
Long Haul.  It is your opportunity to tell us and your 
fellow retailers what you have been up to. Have you 
been on any fams, attended a conference, hosted a 
theme evening at your agency or sold an unusual 
holiday? Or maybe your shop is selling travel a little 
differently to your competitors? Or do you have a 
strong view on one of the industry’s burning issues? 
We want to know!! Please send your news, views and 
photos to Talking Shop, Selling Long Haul, Suffolk 
House, George Street, Croydon, Surrey, CR9 1SR  
Tel: 020 8649 7233 Fax: 020 8649 7234.  
Or email steve.hartridge@bmipublishing.co.uk

Get up to date with Travel Uni's newest 

programmes: Quito Training, ATTA (Advancing 

Tourism to Africa) and South Africa Expert 

visit www.traveluni.com for more...

Wise up 
on the web!

We value 
agents!

Check out the We're Backing Agents campaign 

offering news, views and interactive chat 

for agents. Be a part of it - register with the 

campaign microsite via: 

www.shortbreaksholidays.com
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“Selling Long Haul fills a 
niche that the weekly 
travel papers don’t really 
cover. The articles are 
informative so I cut some 
of them out and keep 
them in a file for reference. 
As a Travel Counsellor it is 
very important that I have 
in-depth destination 
knowledge, so it is a case 
of the more information, 
the better as far as I am 
concerned!”

CATHIE ODEA
TRAVEL COUNSELLOR

The magazine is delievered 

monthly to every travel agency, plus 

homeworkers, online agencies and tour 

operator reservation departments.  It 

is also, distributed to travel principals 

(including tourist boards, hotels, airlines, 

cruise companies, tour operator 

contracting and marketing departments, 

car hire, insurance and holiday add-ons, 

PR and representation companies).

READERSHIP 
BREAKDOWN
Pass-on Readership

Each copy of Selling Long Haul is read by 4.8 travel 

agents/homeworkers 

Frequency of Readership 

63.5% of travel agents/homeworkers read Selling 

Long Haul regularly.  A further 26.1% of travel 

agents/homeworkers said that they read Selling 

Long Haul occasionally

Type of Readership

74.8% of travel agents/homeworkers read a 

printed copy of Selling Long Haul

26.0% of travel agents/homeworkers read Selling 

Long Haul online

Note: A small number of respondents indicated 

that they read Selling Long Haul as a printed copy 

and online

Usefulness 

58.8% of travel agents/homeworkers consider 

Selling Long Haul to be ‘very useful’. A further 

39.0% find the information ‘fairly useful’

Extent of Readership

84.2% of travel agents/homeworkers read more 

than half of each edition of Selling Long Haul, with 

37.7% reading more than three-quarters.

DISTRIBUTION
Selling Long Haul is the leading travel trade training magazine in the UK and Ireland. It is distributed 
monthly to 14,925 active travel retailers
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Figures based on research 

conducted online in June 2011 

among retail travel agents with 

results based on 318 valid 

responses.



sellinglonghaul.com
What’s on the website?

•	Selling tips from industry experts, updated daily

•	Leading industry training magazines online

•	Event and fam trip photo galleries

•	Competitions

•	A calendar of trade events

•	Direct link to Travel Uni

•	Product reviews from industry experts 

•	 Social networking forum - The Hive

•	Video library

Why get involved with the website?

•	Put your product at the heart of our content

•	� Build your brand’s awareness among the UK 

and Irish travel trades

•	� Take your pick of high profile advertising 

positions alongside positive online editorial

•	� Create a buzz around your products, events, 

incentives or competitions

•	� Sponsor content to drive agents to your own 

website

•	� Gain positive exposure written and created by 

award-winning travel trade writers

•	� Run quick-turnaround offers and campaigns via 

our daily updates

MULTIMEDIA SERVICES
•	E-Updates/e-blasts

•	Social networking sites

•	 �Web advertisement design and 

production

•	Online Surveys

•	 E-Updates/e-blasts
	� Work in partnership with our industry 

team to promote your trade events.  

Our eblasts go to 16,000 current agents 

working in the UK and Ireland.

•	 Social networking
	� Create your own dedicated social 

network through a bespoke microsite.  

With our help  you can create a buzz  and 

build relationships with agents as they chat 

online, sharing photos and experiences,

•	 design & 	production
	� Book a high-profile advertising position on 

our home page and our team will apply 

their creative flair to get maximum impact.

• Online Surveys
	� We can run online surveys.  If you want 

to gather opinions and data about your 

product or destination we can help 

you devise a survey that will get a good 

response from agents. This is a quick and 

easy way to get a clear handle on what 

agents think of you and where you most 

need to target your trade support.

•	 COMPetitions
	� Drive agents to your product and raise 

the profile of your trade incentives and 

competitions. We can showcase your 

promotions on our home page. Readers 

can enter online through our site or we 

can link to a web page of your choice. 

ONLINE
Our simple and easy to navigate website brings together bite-sized tips, advice and inspiration on 
how travel agents can sell more holidays, short breaks and cruises.
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“BMI Publishing has been 
an excellent partner of 
Visit USA over many years. 
The relationship has grown 
every year as they have 
responded positively to 
the frequent and varied 
needs of Visit USA and 
their very direct 
involvement has helped 
Visit USA provide 
significant benefits for our 
members.They are 
objective in their analysis, 
creative in their 
recommendations and 
have delivered on time 
and within budget.”

ALAN WADDELL
COO Visit usa

We produce made-to-measure 

publications on behalf of all sectors of 

the travel industry, including National 

and Regional Tourist Offices, Airlines, 

Hotel Groups, Cruise Companies, Tour 

Operators and Attractions. 

These promotional materials can take any size

or format and can be produced in print, 

electronically or for the internet with 

integrated click-through links. Distribution can 

be to the consumer and/or the travel trade 

as well as overseas markets as required (a 

translation service is offered). 

These publications can be used for many 

promotional purposes including fulfilment in 

response to enquiries and at shows, sales packs 

and mailings.

We offer a one-stop service, which includes 

everything from research, writing and design 

through to printing and delivery. 

Each publication is carefully tailored to the 

individual needs and requirements of that 

particular customer.

DESTINATION SUPPLEMENTS
Use our expertise to present your destination at its best. We have a long and successful track record of 
producing bespoke destination guides for both trade and consumer markets. 
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“Thank you so much for 
your expertise and attention 
to detail with our 2nd 
annual California SuperFAM 
supplement. Our suppliers in 
state and CTTC love the 
piece and it provides a 
tangible piece of ROI, as a 
training tool for not just the 
agents who got to visit 
California but the wider UK 
travel industry as well. It’s a 
well thought out and well 
written piece that we hope 
agents will use as an 
additional tool to our online 
training programme. You 
guys are SO easy to work 
with and provide a great 
product, working with Selling 
Long Haul is a no brainer!”

Bethany Schuh
Travel Trade Director – 
California Tourism UK & 
Ireland 

our fam trip reports have become 

an essential sales tool for many agents 

and have helped numerous destinations 

get maximum value from their spending 

on trade educationals.

We can ensure that destinations and product 

suppliers maximise the value of a fam trip by 

helping to select the best agents to participate, 

assisting with itineraries, and ensuring the 

destination and product sponsors receive 

maximum trade coverage, via our magazines 

and web site.

To win their place on the trip, travel 

agents and sales reservation staff are 

encouraged to enter a competition in Selling 

Long Haul which is promoted in the magazine 

for two successive issues.

A member of the editorial team accompanies 

the group in a reporting role. They interview 

the agents at the start of the trip about their 

perceptions and expectations, solicit day-to-day 

feedback, and compile and edit the comments 

the trip participants provide on a post-trip 

questionnaire. These comments feature in the 

dedicated fam trip report or supplement along 

with a detailed review of what participants have 

seen and done.

The Fam trip reports are written in a strong 

‘How to Sell’ style and are distributed with 

Selling Long Haul. Tourist offices and their 

partners are provided with run-on copies of 

the report for their own use.

In addition, an online photo gallery can be 

created from the fam trip and hosted on our 

website. Agents love to see themselves in action 

and the galleries allow them to share their 

experiences with each other and spread the 

word about your fam trip.

Fam trip reports
Our pioneering fam trip reports have set the industry standard. We can offer you a unique opportunity 
to spread the word about your agent educationals and make your investment go further.
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“Selling Long Haul is an 
excellent publication 
directed at the productive 
agency grouping we want 
to work with!”

john bond, commercial 
director jetset tours

The award winners are 

nominated and chosen by those best 

placed to decide such an accolade: the 

UK’s travel agents. Within the magazine 

and on our website we publish a full line-

up of tour operators, tourism boards, 

destinations, airlines and airports, cruise 

lines, hotels and resorts that agents have 

ranked the best.

NOMINATIONS
The Travel Agents Choice Awards are brought to the 

industry as a joint venture by Selling Long Haul, 

Selling Short Breaks and Holidays, Travel Uni and 

Selling Cruising. Throughout June and July we invite 

agents to nominate their favourite travel suppliers, 

those they think are best for them and best 

for their clients. Voting takes place throughout 

September and winners are announced online 

mid October.

presentations
All winners receive a prestigious framed 

certificate. The certificates are presented during 

World Travel Market by BMI Publishing’s Managing 

Director Martin Steady. Presentations provide 

a great opportunity for the winners to receive 

positive PR and publicity within the industry.

winners supplement
In December we produce a winners’ supplement. 

detailing all the award winners and profiling those 

businesses which have been successful.

industry award scheme
Every industry has its star performers and at Selling Long Haul we recognise and reward those high 
achievers in our annual Travel Agents Choice Awards.
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“I just wanted to say thank 
you for this great event. I 
actually had clients enquire 
about Iceland last week 
and I was not overly 
confident in what I was 
telling them. They came 
back in yesterday after I 
had attended your 
Destination Dialogue - 
Iceland event and they 
were astounded by what I 
suddenly knew! I hope to 
book them tomorrow.”

Niall Douglas
full circle 

This is your opportunity to work in 

partnership with Selling Long Haul to 

host travel agents at a dedicated 

Destination Dialogue event on your 

destination. You invite key suppliers and 

useful contacts from the tourist board, 

airlines, ground suppliers and tour 

operators, and we invite the agents and 

run the event. Together we host a 

mutually beneficial meeting which 

informally raises the profile of your 

destination and gives retailers all the key 

facts they need to sell it better.

on the day
At a mutually agreed venue – your destination’s 

embassy or a central London hotel – we chair 

a discussion between the key suppliers and a 

representative sample of our travel agent readers 

and moderate a debate and brainstorming 

session.  You have the opportunity to make 

a short informative presentation on your 

destination which is followed by an interactive 

debate that gives agents the chance to learn all 

they need to know when selling your destination.  

You also have the opportunity to get feedback 

from the agents on your product, marketing and 

future initiatives.  After the debate, informal but 

professional networking time is available with 

refreshments.

in the magazine
Following the Destination Dialogue Selling Long 

Haul will run a full page focus on the event 

detailing the highlights and key selling tips so 

the wider trade audience can also benefit from 

what was learnt. In this way the event’s impact 

stretches way beyond those who attend and your 

destination’s profile receives a boost right across 

the UK and Irish trades. In addition to the single 

page report you have the opportunity to sponsor 

an extended feature with yet more detail on your 

destination.

online
Similar exposure of the event and your 

destination can also appear online. Prior to the 

event we will promote it through our website 

and social media activities and following the 

event we can include coverage of the debate and 

photos in a dedicated gallery within our website.

Destination dialogues
A dedicated trade event focused on raising the profile of your destination and giving you the opportunity 
to talk directly to proactive agents in partnership with Selling Long Haul.
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CHRISTMAS PARTY
This annual party brings industry players and 

agents together to celebrate the festive season.  

There are no speeches, no presentations, just 

the opportunity to meet up with colleagues in a 

relaxed environment.  You can use the event to 

host your top agents or to build relationships 

with new contacts.  The party includes a pre-

dinner reception, three-course festive dinner 

and dancing.

LATIN AMERICA PARTY
Latin America is a region which knows how to 

party and every year when we launch our Latin 

America Travel Association guide we hold a 

party to celebrate. With quizzes and incentives 

for agents this fun event has set the benchmark 

for industry launches and is a fun, educational 

night out.  

UNITE
Selling Long Haul sponsors the premier 

meetings-based events Unite Indian Ocean, 

Africa & Middle East and Unite Pacific & 

Australasia.  These events bringing together 

UK tour operators and key suppliers from 

these regions.

media partnerships
If you are planning an event of your own and 

want to maximise its success and the publicity 

it gains do get in touch.  Selling Long Haul 

welcomes the opportunity to work as media 

partner at trade shows and special events and 

has a host of ideas and suggestions of how 

joint-venture events can be mutually beneficial.

‘SOCIAL NETWORKING’
Few industries are as sociable as the travel industry and Selling Long Haul is always at the heart of that 
ever-important social networking. Our special events and joint venture activities always create a buzz.   

“Selling Long Haul is by far 
my favourite travel trade 
publication. The format 
makes it a very easy 
magazine to read and 
enjoy in bite-sized articles.
Reading Selling Long Haul 
keeps me up to date with 
all the latest developments 
and the destination articles 
are excellent as they 
refresh my knowledge on 
each place.”

sue clutterbuck
travel counsellor

MEDIA INFORMATION 2012 Training the travel trade. In print, online, in person

Contact Sally, STEVE OR LISA on +44 (0) 20 8649 7233 or sales@BMIPUBLISHING.CO.UK

BMI Publishing, Suffolk House, George Street, Croydon, Surrey, CR9 1SR, UK 
T: 44 (0) 20 8649 7233    E: enquiries@bmipublishing.co.uk

2	 Contents

3	 Magazine overview

4	 Editorial content

5	 Distribution

6	 Online

7	 Destination Supplements

8	 Fam trip reports

9	 Industry award scheme

10	 Destination dialogues

11	 Social networking

12	 Rates & specs: magazine

13 	 Rates & specs: online



RATES & SPECS: MAGAZINE
With rates starting from $1,190 advertising in Selling Long Haul offers value-for-money access to a 
comprehensive readership of the UK and Ireland’s travel trade.

“Attraction World started 
using Selling Long Haul a 
year ago and found an 
immediate increase in our 
profile and advertisement 
awareness.Very pleased 
with overall support of the 
SLH team.”

Tony seaman
attraction  world

Magazine Advertisement rates

Double Page Spread: $12,110

Full Page: $7,125

Half Page: $3,925

Quarter Page: $2,155

Sixth Page: $1,585

Eighth Page: $1,190

Inside Front Cover: $7,475

Outside Back Cover: $7.835

Full page cover wrap: $21,620

Half page cover wrap: $12,720

Wrap around band: $7,885

Loose inserts: POA

Dimensions
depth & width in mm 

HALF

quarter

horizontal type  71/2 x 53/8

horizontal bleed 81/2 x 6

horizontal type 71/2 x 211/16

horizontal bleed 81/2 x 33/8

FULL

$7,125 $3,925

type 71/2 x 1015/16

bleed 81/2 x 12 
(trim size 81/4 x 1111/16)

HALF

vertical type 35/8 x 1015/16

vertical bleed 41/4 x 12

For a full list of specifications or any other production information
contact: production@bmipublishing.co.uk or call Clare Hunter on +44 (0) 20 8649 7233
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$3,925

quarter

vertical type 53/8 x 35/8

vertical bleed 6 x 41/4

$2,155 $2,155

EIGHTH

horizontal type 71/2 x 13/8

$1,190

quarter

vertical type 13/4 x 1015/16

vertical bleed 23/8 x 12

$2,155

EIGHTH

horizontal type 211/16 x 35/8

$1,190



RATES & SPECS: ONLINE
Our unique online opportunities give you the chance to align your brand with ours and build your 
profile through targeted editorial exposure, photographs, eblasts and microsites. 

“We find that as a real 
training aid for the 
industry, Selling Long Haul 
is one of the most 
relevant publications to 
work with in the UK.  We 
truly believe that Selling 
Long Haul ticks the right 
boxes.”

chris jordan
rotana resorts & SPAs

EDITORIAL SPONSORSHIP
Sponsor a selling tip...............................................................................................................................................$95 a day

Open your own dedicated photo gallery..............................................................................$950 - $1520 a month

Promote your events.................................................................................................................................... $190 a month

Launch your competitions.......................................................................................................................... $380 a month

Video...................................................................................................................................................................................POA

 
MULTIMEDIA SERVICES
Email blast............................................................................................................................................................ $1,900 each

Social networking microsites................................................................................................................................... $9,500 

Online advertisement design and production............................................................................FREE OF CHARGE

Online surveys......................................................................................................................................................From $950

PRICES: ADVERTISEMENTS
Advertisement A...................................................................................................$380 per week / $1,365 per month

Advertisement B...................................................................................................$335 per week / $1,200 per month

Advertisement C.....................................................................................................$170 per week / $615 per month

Advertisement D........................................................................................................$85 per week / $305 per month

SPECIFICATION 
Please ensure files are supplied in the following way:

RGB  • Saved or exported for web • jpg or gif files

• 72 dpi • Flash files may only be provided with the Publishers’ 

prior agreement.

SLH web ad sizes:

A	 728 x 90  called Leaderboard 

B	 156 x 380  

C	 256 x 256 

D	 256 x 145 

For more information contact

production@bmipublishing.co.uk

The illustration (right) gives an indication of relative 

advertisement sizes but please note that positions are not exact 

and are at the publisher’s discretion.
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