Introduction to Tourism Office Operations

Introduction to Tou

rism Office Operations

Designed as a quick?reference guide for students, new staff, or anyone interested in how a

tourism office works.

1. Core Purpose & Mission

Objective

Promote
Destination

Support Visitors

What It Means Typical Activities

Raise awareness of the region’s Media campaigns, brochures,
attractions, culture, events, and products. social?media posts, press trips.

Provide reliable information and assistance Visitor centres, hotlines, online

before, during, and after travel. chat, FAQs.

Convert visitor interest into spending on Partnerships with hotels, tours,
Boost Local _ ) )

accommodation, food, transport, and restaurants; incentive
Economy .

services. programs.
Gather Market Track trends, visitor profiles, and Surveys, data analytics, visitor
Intelligence competitor actions. counting systems.
Sustainability & Ensure tourism benefits residents and Eco?certification, community
Community protects natural/cultural assets. outreach, visitor education.
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?? Research & Anal ytics

? ?? Mar ket Research

? ?? Data Managenent

? ?? Reporting

?

?? Adm ni stration & Fi nance
?? HR & Trai ning
?? Budget & Grants
?? Facilities Managenent

Size and titles vary by region, but the functional blocks remain similar.

3. Key Operational Areas

3.1. Visitor Information Services

1. Physical Touchpoints — Tourist information centres, kiosks, airport lounges.

2. Digital Touchpoints — Official website, mobile app, chatbots, social media.

3. Service Standards — 24?hour response time (online), multilingual staff, accessibility
compliance.

3.2. Marketing & Promotion

Channel Typical Content KPI Examples
_ o ) N _ o Unique visitors, conversion
Website Destination guides, itineraries, booking links )
rate
) . Photo/video stories, live events, user? Engagement rate, follower
Social Media
generated content growth
Print (brochures, o . Distribution count, pickup
Highlight routes, attractions, QR codes
maps) rate

_ Press releases, fam trips, influencer ) )
PR & Media ] Media mentions, reach
collaborations

3.3. Partnerships & Product Development

e Accommodation — Agreements for preferred rates, joint packages.
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e Tour Operators — Co?created itineraries, commission structures.
e Local Businesses — Souvenir shops, restaurants, transport providers.
e Events & Festivals — Sponsorship, co?branding, logistical support.

3.4. Research, Monitoring & Evaluation

1. Data Sources — Visitor surveys, hotel occupancy reports, mobile device counts, social
listening.
2. Key Metrics
o Arrivals (domestic vs. international)
o Length of stay & spend per visitor
o Visitor satisfaction (NPS)
o Economic impact (direct/indirect jobs)
3. Reporting Cycle — Monthly dashboards, quarterly performance reports,
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