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A Framework for Visitor Information Centers for South Africa1 
 
1. Background 
 

Tourism is one of the fastest growing industries in South Africa and its potential to 
contribute towards job creation, poverty alleviation and the Gross Domestic Product 
(GDP) has been acknowledged by the South African Government. Tourism has 
importantly been identified as one of the three industries that can facilitate economic 
growth and thus contribute to halving poverty and unemployment by 2014 in line with 
South Africa’s Millennium development goals and, most recently, as one of the 6 major 
focus areas of government for economic growth. Tourism has also been resilient during 
the recent economic recession (see Table 1). 
 
So what is Tourism about? Tourism is, amongst others, about: 
·  economies and enterprises; 
·  trade and development; 
·  communities and lives; and 
·  peace and understanding. 
 
According to the UN World Tourism Organisation (UNWTO) ‘Tourism comprises the 
activities of persons traveling to and staying in places outside their usual environment 
for not more than one consecutive year for leisure, business and other purposes’. The 
usual environment for South Africa is defined as ‘to be outside the usual environment 
the person should travel more than 40 kilometers from his/her place of residence (one 
way) AND the place should NOT be visited more than once a week. This includes 
place of work and place of study. Leisure and recreational trips are included 
irrespective of frequency’.2 
  
The period of strong growth since 1990 has fundamentally changed the landscape of 
the tourism industry in South Africa. With a small domestic market and less than 1 
million annual foreign arrivals in the two decades before 1990, South Africa has grown 
to a destination that welcomed almost 10 million foreign arrivals in 2009 (see Table 1). 
To harness this growth, provision of accurate and relevant information to all our visitors 
are required. 

                                                 
1 Based on the work and reports that Anix consulting did for the Department of Environmental Affairs and Tourism 
(subsequently, the Department of Tourism). The research informed the design of the 5 Visitors Information 
Centers during the 2009/10 financial year. 
2 Source: Stats SA, Discussion document: D0405.7 – Draft Tourism Satellite Account for South Africa, 2005 May 
2009). 
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Table 1: Key Foreign Tourism Indicators 

 
 
Visitor Information Centres (VICs) are key to ensure inter alia a link between the 
industry and our visitors, both domestically and internationally. To develop a 
Framework for Visitor Information Centres for South Africa it is important to understand 
the structure of tourism in South Africa as well as the legislation within which it 
functions. Paragraphs 2 and 3 set out to do this. 

 
 
2. Structure of Tourism 
 

The Tourism Sector has been guided by the 1996 White Paper on the Development 
and Promotion of Tourism in South Africa and the Tourism Second Amendment Act of 
2000 for more than a decade. The establishment of the National Department of 
Tourism in 2009 resulted in the development of the draft National Tourism Sector 
Strategy (NTSS) as well as the review of the legislation. 

 
2.1 1996 White Paper on the Development and Promotion of Tourism in South Africa 
 

The 1996 White Paper on ‘The Development and Promotion of Tourism in South Africa’ 
states that the tourism sector should be Government Lead, Private Sector Driven, 
Community based and labour conscious. It highlights the roles of the different spheres 
as follow: 

 
The national government will play five key roles in the development and promotion of 
the tourism industry:  
·  Facilitation and implementation; 
·  Coordination; 
·  Planning and policy-making; 
·  Regulation and monitoring; and 
·  Development promotion. 
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At the provincial level, the provincial government takes on similar functions as at the 
national level with three main exceptions i.e.:  
·  Firstly, the focus is much more on the implementation and application of national 

principles, objectives and policy guidelines as appropriate to local conditions; 
·  Secondly, as much of the tourism product is itself located at the provincial level, 

provinces take on a much more important role in facilitating and developing the 
tourism product; and 

·  Thirdly, provinces have a major role to play in marketing and promoting their 
destinations in competition with other provinces locally. 

 
The local government is even closer to the product than the national or provincial 
governments. The functions of the local government mirror those of the provincial 
government, but with added emphasis on the planning, development, maintenance of 
many specific aspects of the tourism product. The exact role of the local government in 
the tourism development thrust will be determined by local conditions existing at the 
provincial levels and most importantly, the availability of the necessary financial means 
and skills base to carry out the respective functions. Local government functions under 
the Local Government Municipal Structures Act, Act No. 117. The structure of tourism 
from national to community level is schematically shown in Figure 1. 
 
Figure 1: Current structure of tourism from national to community 

 
 National Department of Tourism 
 
 
Provincial Department3  Provincial Department 
focusing on tourism focusing on tourism 
 
 
 Metro/District Municipality Metro/District Municipality 
 Regional Tourism Organisations (RTO) (RTO) 
 
 
 Local Municipality  Local Municipality 
  Local Tourism Organisations (LTO) (LTO) 
 
    
   Communities Communities 
   Community Tourism Associations (CTA) (CTA) 

 
 

2.2 Draft National Tourism Sector Strategy 
 

The draft NTSS highlights that the tourism sector is integrated throughout South 
Africa’s economy and society and therefore encompasses a range of different players. 
The roles and responsibilities of these players are identified below: 
 

                                                 
3 Note: The department within which tourism falls within provinces differs from province to province 
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The proposed institutional arrangements relating to the different levels of the tourism 
structures are set out below for the following levels: 
·  National level 
·  Provincial level 
·  Regional level 
·  Local level 
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It is proposed that the Provincial Tourism Departments and the Provincial statutory tourism 
authorities should be responsible for formulating and executing the tourism policy and strategy 
within the following responsibility schedule. 
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It is also proposed that the regional tourism function should be mainly a developmental 
one and should focus on the following structures: 

 

 
As the gateway the province, the tourism body for the Metro Councils requires special 
attention and the following proposal pertain: 

 

 

 
 



 9 

The following proposals are made in relation to arrangements at the local level: 
 

 
Local tourism authorities should perform the following functions: 

 

 
 
 
3. Local Government Municipal Structures Act, Act No. 117, 1998  
 

Although the Tourism Second Amendment Act does not refer to information 
provisioning in general but more specific towards tourist guides the Local Government 
Municipal Structures Act, Act No. 117, 1998 gazetted on 18 December 1998 aims to: 
·  provide for the establishment of municipalities in accordance with the requirements 

relating to categories and types of municipality;  
·  establish criteria for determining the category of municipality to be established in 

an area; 
·  define the types of municipality that may be established within each category;  
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·  provide for an appropriate division of functions and powers between categories of 
municipality;  

·  regulate the internal systems, structures and office-bearers of municipalities;  
·  provide for appropriate electoral systems; and 
·  provide for matters in connection therewith. 
 
The functions of the national-, provincial- and local governments, the private sector and 
communities are briefly described below. 
 

3.1 Role of national government 
 

The roles of national government are: 
 

3.1.1 Facilitation and implementation  
·  establish a safe and stable political and economic environment for tourism to 

flourish; 
·  ensure the safety and security of residents and visitors; 
·  facilitate and provide appropriate incentives for private sector investment in 

tourism;  
·  establish and facilitate enabling and appropriate legal and fiscal frameworks for the 

industry;  
·  facilitate the development of a tourism culture in South Africa and the supply of 

skilled manpower for the industry; 
·  facilitate an active labour market policy and an appropriate labour relations 

environment for the industry; 
·  allocate appropriate financial resources for tourism development;  
·  promote tourism as a national priority; 
·  facilitate and conduct the effective marketing and promotion of the country; and  
·  encourage and facilitate foreign investment. 

 
3.1.2 Coordination  

·  coordinate and liaise with international, regional and provincial governments with 
regard to all aspects of tourism development; 

·  coordinate the tourism-related efforts of all government departments and related 
government institutions; and 

·  coordinate and liaise with NGOs, labour and community organisations, training 
institutions, universities and other bodies related to the development of the tourism 
sector  

 
3.1.3 Planning and policy-making  

·  formulate, monitor and update a national tourism policy and strategy, in 
collaboration with relevant stake-holders;  and 

·  develop integrated national tourism plans in collaboration with relevant 
stakeholders. 

 
3.1.4 Regulation and monitoring  

·  ensure the application of integrated environmental management principles in land-
use development proposals to facilitate sustainable utilisation of natural and 
cultural resources; 
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·  facilitate the sustainable and responsible development of the tourism industry, by 
formulating appropriate development guidelines and regulatory measures; and 

·  establish and maintain standards of facilities and services. 
 

3.1.5 Development promotion  
·  promote the equitable development of all destinations with tourism potential, 

whether high, medium or marginal potential; 
·  promote the involvement of communities at appropriate levels of tourism activity; 
·  promote the spread of responsible tourism; and 
·  promote the development of major tourism projects that will have national and 

country-wide impacts (e.g. trans-border protected areas).  
 

3.2 Role of provincial government 
 

The provincial government has a critically important role to play in the development 
and promotion of the tourism industry of South Africa. The provincial tourism 
organisations are key players in the tourism industry. Schedule 6 of the Constitution 
makes specific provision for tourism to be a provincial responsibility. 
 
The provincial government has responsibility for all of the functions indicated at the 
national government level (facilitation, co-ordination, regulation, monitoring and 
development promotion) with a few exceptions, additions and modifications. Provincial 
tourism organisations will formulate tourism policies which are applicable to their areas, 
in accordance with the national policy. They will also be partners in the implementation 
of relevant national policies, strategies, and objectives. 
 
The provincial government, through provincial tourism organisations, has responsibility 
for marketing and promoting their destinations. As is the practice in many other 
countries, provincial government should have responsibility to market the province to 
the domestic market in competition with other provinces. 
 
Concerning international marketing, the national and provincial tourism organisations 
should agree on a strong, effective marketing strategy; to be coordinated at the 
national level and executed with the participation and support of the provincial 
organisations. This may not imply the promotion of separate brand identities by 
provinces, but possibly a number of strong product lines (e.g. ecotourism, culture 
tourism, sports tourism) which are applicable across provincial boundaries. 
 
This approach is recommended providing that it does not exclude provincial initiatives 
in markets that they wish to develop independently and where national presence is 
non-existent. 

 
The following principles underpin the above approach:  
·  develop a common strategy for the international marketing and promotion of South 

Africa as a joint effort among the private sector, the national organisation and 
provincial authorities, taking cognisance of international trends and the competitive 
environment; 

·  fund international marketing efforts from private sector, national and provincial 
resources; 
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·  strong coordination of the international marketing effort by the national body, 
underpinned by effective participation by the provinces; and 

·  Individual private sector members can obtain considerable synergies from 
combining efforts in the international market. It is important, however, that this is 
done within the framework of the structure and strategies of the national effort. 

 
The provincial governments should also play a more prominent role in tourism 
development activities, than the national government. Such include: the involvement of 
local communities, environmental management, safety and security of visitors, tourism 
plant development, infrastructure provision, etc. Budgets and resources allocated to 
provinces will need to reflect this reality. 

 
3.3 Role of local government 
 

At the local government level, specific provincial functions of policy implementation, 
environmental planning and land-use, product development, marketing and promotion 
are further supported. Specific functions of the local government include:  
·  responsible land-use planning, urban and rural development; 
·  control over land-use and land allocation; 
·  provision and maintenance of tourist services, sites and attractions, e.g. camping 

and caravan sites, recreational facilities (parks, historical buildings, sports facilities, 
theatres, museums, etc.) and public services; 

·  provision of road signs in accordance with nationally established guidelines; 
·  market and promote specific local attractions and disseminate information in this 

regard; 
·  control public health and safety; 
·  facilitate the participation of local communities in the tourism industry; 
·  own and maintain certain plant, e.g. ports and airports; 
·  provide adequate parking, also for coaches; 
·  facilitate the establishment of appropriate public transportation services, e.g. taxi 

services; 
·  license establishments in accordance with national framework; and 
·  promote and financially support the establishment of local publicity associations 

/community tourism and marketing organisations to facilitate, market, coordinate 
and administer tourism initiatives. 

 
Local government should not provide services that can be provided by the private 
sector. As noted, the exact role of the local authorities in each province will be 
determined by local conditions as well as skills and financial resources.  
 
CHAPTER 5 of the Act focuses on the functions and powers of Municipalities. In 
General a municipality has the functions and powers assigned to it in terms of sections 
156 and 229 of the Constitution. The functions and powers referred to in subsection (1) 
must be divided in the case of a district municipality and the local municipalities within 
the area of the district municipality, as set out in this Chapter. A district municipality 
must seek to achieve the integrated, sustainable and equitable social and economic 
development of its area as a whole by: 
·  ensuring integrated development planning for the district as a whole; 
·  promoting bulk infrastructural development and services for the district as a whole;  
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·  building the capacity of local municipalities in its area to perform their functions and 
exercise their powers where such capacity is lacking; and 

·  promoting the equitable distribution of resources between the local municipalities in 
its area to ensure appropriate levels of municipal services within the area. 

 
The division of functions and powers between district and local municipalities are 
highlighted in and listed in paragraph 84 of the act. These include (m) Promotion of 
local tourism for the area of the district municipality. In practice the implementation of 
this function is done through the officer(s) responsible for Local Economic 
Development. 
 

3.4 Role of the private sector 
 

The private sector has and will continue to play a critically important role in the further 
development and promotion of tourism. The private sector bears the major risks of 
tourism investment as well as a large part of the responsibility for satisfying the visitor. 
The delivery of quality tourism services and providing the customer with value for 
money are largely private sector responsibilities. Furthermore, the private sector is in a 
position to promote the involvement of local communities in tourism ventures by, inter 
alia, establishing partnership tourism ventures with communities. The government is 
committed to providing a climate conducive to the further growth, development and 
profitability of the tourism private sector. Specific private sector functions include:  
·  investment in the tourism industry; 
·  operate and manage the tourism plant efficiently and profitably; 
·  advertise and promote individual tourism services as well as the country - locally, 

regionally and internationally; 
·  continuously upgrade the skills of the workforce by continuously providing training 

and retraining; 
·  continuously refurbish plant and equipment; 
·  satisfy customer needs by providing quality products and services; 
·  develop and promote socially and environmentally responsible tourism;  
·  ensure the safety, security and health of visitors in collaboration with the 

government and other private sector members; 
·  collaborate with the government in planning, promoting and marketing tourism; 
·  involve local communities and previously neglected groups in the tourism industry 

through establishing partnership ventures with communities, out-sourcing, 
purchase of goods and services from communities (e.g. poultry, herbs, vegetables 
and other agricultural supplies, entertainment, laundry services, etc.); 

·  enable communities to benefit from tourism development, for example 
communities benefiting directly from new reticulation systems and village 
electrification programmes developed through tourism investment in rural areas;  

·  operate according to appropriate standards;  
·  efficiently organise itself to speak with one voice; and 
·  represent the interests of private business on the boards of the major national and 

provincial tourism bodies. 
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3.5 Role of communities 
 

Communities are also expected to play a vital role in the development of tourism. Many 
communities and previously neglected groups, particularly those in rural areas that 
have not actively participated in the tourism industry posses significant tourism 
resources. The role of communities in the new tourism thrust includes: 
·  organise themselves at all levels (national, provincial and local) to play a more 

effective role in the tourism industry and interact with government and role players 
at all levels;  

·  identify potential tourism resources and attractions within their communities; 
·  exploit opportunities for tourism training and awareness, finance and incentives for 

tourism development; 
·  seek partnership opportunities with the established tourism private sector; 
·  participate in all aspects of tourism, including being tourists; 
·  support and promote responsible tourism and sustainable development; 
·  oppose developments that are harmful to the local environment and culture of the 

community; 
·  participate in decision-making with respect to major tourism developments planned 

or proposed for the area; 
·  work toward enhancing the positive benefits of tourism and minimise the negative 

impacts; 
·  organise themselves to maximise the sharing of information and experiences, 

possibly facilitated through financial assistance by local governments; 
·  have a representative voice in all tourism structures at national, provincial and local 

levels; 
·  encourage the press, particularly the radio and the print media to proactively 

provide tourism information and awareness to communities; 
·  work closely with NGOs to educate communities concerning tourism and engender 

tourism awareness; 
·  make information on community tourism resources and attitudes transparent and 

accessible to all levels of national, provincial and local governments; 
·  sensitise the private sector, tourism parastatals, environmental agencies and 

NGOs to the importance of communities involvement in tourism development; and 
·  actively participate in and promote responsible tourism 
 

Corporate Services 
       Technical Services 

Key focus areas of Municipalities  Social Services 
Integrated Development Programme 
IDP and Local Economic 
Development (LED) 

 
 

Tourism function part of this but in 
many cases without dedicated 
funding 
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4. Framework for Visitor Information Centres 
 
4.1 Introduction 
 

The promotion of tourism, as a concurrent function, is the responsibility of all levels of 
government. One of the ways to do this is through the provision of information and 
VICs play an important role in doing it. The Framework for Visitor Information Centres 
developed for South Africa seeks to standardize the tourism information offering 
throughout South Africa. This will assist destination South Africa to become 
internationally more competitive in the information dissemination arena, positioning 
itself favourable for repeat visits. At the lowest level this includes the ‘Promotion of 
local tourism for the area of the district municipality’ as per Act No. 117. 
 
As a service industry tourism has many elements, tangible as well as intangible. 
Through VICs locals interact with tourists on both levels. Some of the tangible 
elements would include providing information and real assistance. The VIC can, by 
exposing visitors, inter alia, to the cultural aspects of the area/region touch on the 
intangible elements and so doing enrich the experience of the visitor. 
 
VICs play an important role within the tourism industry, since they often serve as vital 
first points of contact and provide value-adding services to visitors. In so doing, it 
equips visitors with relevant information about tourism products and services within a 
destination or region. 

 
All the major tourism destinations around the globe recognised this fact and many have 
taken appropriate action to provide quality information, which will enable visitors to 
increase their length of stay, spent more money and ultimately re-visit the destination. 
South Africa, as an important member of the ‘tourism nations’ has started to take steps 
in these areas, examples of these are the establishment of VICs through the Social 
Responsibility Program, the establishment of a one contact number for tourism by 
South African Tourism etc. 
 
Over the last few years tourism in South Africa has experienced major changes. 
Foreign arrivals are buoyant and domestic travel incidence is on the rise (see Table 2). 
The number of trips by the previously homebodies are being driven upwards by, 
amongst others, an increase in disposable income. This has implications for those that 
supply goods and services to travelers and visitors. 
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Table 2: Key Domestic Tourism Indicators 
 

 
 
Many foreign visitors are quite sophisticated and demand high quality services and 
products. The market has become fragmented with specialised tastes becoming the 
norm. One of the emerging trends is more short visits (see Table 2) making information 
services a critical resource for any destination that wants to derive any benefit in this 
market. These visitors are generally well educated and familiar with the latest 
technology.  
 
On an international level VIC premises range from commercial buildings, heritage 
buildings, chamber of commerce offices, city council offices, purpose built buildings, or 
as an adjunct to a museum or tourist attraction. In small communicates the VIC is often 
a service offered in conjunction with other business or in premises occupied by a 
community organization. The objective of a VIC stated as: to service the needs of the 
visitor in the most effective way.4 
 
A visitor information center is a physical location that provides tourist information to the 
visitors who tour the place or area locally. It may be: 
·  A visitor center at a specific attraction or place of interest, such as a landmark, 

national park, national forest, or state park, providing information (such as trail 
maps, and about camp sites, staff contact, restrooms, etc.) and in-depth 
educational exhibits and artifact displays (for example, about natural or cultural 
history). Often a film or other media display is used. If the site has permit 
requirements or guided tours, the visitor center is often the place where these are 
coordinated.  

·  A tourist information center, providing visitors to a location with information on the 
area©s attractions, lodgings, maps, and other items relevant to tourism. Often, 

                                                 
4 Business Plan for the National tourist Information Centre of Mangolia, USAID, April 2004 
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these centers are operated at the airport or other port of entry, by the local 
government or chamber of commerce. Often a visitor center is called simply an 
information center.  

 
In 2007 the Department of Environmental Affairs and Tourism (DEAT) commissioned a 
study relating to the development of a world class tourism information centre model. 
This study included international research in places such as Sydney, Singapore, 
Dublin, Germany, Tanzania and Dubai (refer to paragraph 4.1). The analysis criteria 
included the following: 
·  Location; 
·  Size; 
·  Ownership; 
·  Business model; 
·  Use of information technology; and 
·  Elements of the centres. 

 
This benchmark was used for the design and implementation of the 5 VICs that were 
launched by the Minister of DEAT during 2009/10 in Rustenburg, Polokwane, Nelspruit, 
Bloemfontein and Port Elizabeth. 
 

4.1 International best practice 
 

During the course of their study, ANIX consulting visited a number of existing VICs 
locally as well as internationally. On an international level, VICs at London, Dublin, 
Berlin, Hamburg, Sydney and Singapore were examined. A brief summary of their 
findings in respect of international best practice is provided in Table 3. 
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Table 3: Summary of their findings in respect of international best practice for VICs 
 

 Sydney and Singapore Dublin- Ireland Berlin, Hamburg and Fulda 
- Germany 

Tanzania Dubai 

Overall impression ·  Appear to be well run; 
·  Very busy; 
·  Tend to be open, spacious 

and not congested; 
exception being where 
space is obviously at a 
premium e.g. Sydney 
waterfront – even here 
there is an attempt to 
increase space by reducing 
pamphlets. 

·  VICs provide a one stop 
shop for all information 
and reservation needs 
while visiting the city and 
the country; 

·  VIC has information on 
everything you need to 
know about Dublin and 
Ireland; 

·  Heritage tourism is big in 
Ireland – the building adds 
to a sense of 
appropriateness; 

·  More than a million visitors 
pass through the main VIC 
every year – around 2 740 
per day; 

·  Ease of access; 
·  Range of facilities and 

services provided; 
·  Highly trained and 

enthusiastic staff; 
·  Accessibility for physically 

challenged visitors; 
 

·  Main VICs situated close 
or nearby tourist routes in 
most towns; 

·  Most VICs are located in 
train stations as this is 
the most common means 
of transport; 

 ·  Main VIC is situated 
in an area that caters 
for people to relax on 
benches; 

·  It has a large 
information screen (4 
sides viewing) – 
which is not working 
all the time; 

·  It is a typical brochure 
outlet with DVD 
facility to view 
promotional material; 

·  No satellite info 
centres outside in the 
streets but 
information desks are 
situated in every 
shopping mall; 

Ownership and 
Management 

·  Support from Government 
but  all VICs are driven to 
maximize their income other 
means; 

·  VICs are partly funded by 
Failte Ireland, Local 
Authorities and 
membership; 

·  A substantial percentage 

·  In Berlin the operations of 
VICs are outsourced but 
partially funded by local 
government; 

·  Outsourced companies 

·  VICs are managed 
by the Tanzania 
Tourist Board which 
is a Government 
Institution under the 

·  Owned and managed 
by the Department of 
Tourism and 
Commerce 
Marketing; 
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 Sydney and Singapore Dublin- Ireland Berlin, Hamburg and Fulda 
- Germany 

Tanzania Dubai 

of the operation is funded 
trough own initiatives and 
primarily income from 
activities within the centre 
i.e.: 
- Retail 
- Commission on tickets 

sold; 
- Booking fees; 

Permanent staff component 
of 12 with additional 
contract staff employed 
during peak season; 

 
 

provides booking and 
related services; 

·  Retail is sublet to 
commercial operators; 

·  Some VICs e.g. in small 
villages are fully 
sponsored by local 
government; 

Ministry of Natural 
Resources and 
Tourism; 

·  The Board is funded 
by Government 
(Treasury); 

·  The Board is not 
commercial – its 
main responsibilities 
are to create 
awareness and 
encourage more 
people to visit 
Tanzania; 

·  Plans for further 
development by the 
Board are underway 
and will result in an 
increase in number 
of employees as well 
as the possibility of 
opening new VICs; 

·  VIC in Dar es 
Salaam has 4 staff 
members and the 
one in Arusha 3; 

 

·  Staff compliment of 2; 
·  Staff not fluent in 

English; 

Size of centres ·  Not large; largest in Sydney 
and +/- 300m2 (housed in a 
historical building); 

·  Neither Sydney nor 
Singapore advocate large 

·  Main VIC covers +/- 
600m2 on 2 floors with the 
2nd floor being the admin 
offices and the sandwich 
bar incl. the visitor 

·  VICs in train stations are 
not big in size and offers 
very limited space to 
relax – other facilities 
such as restaurants, 

 ·  Main VIC is rather 
small, approximately 
30 m2 with 
information section 
about half of that; 
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 Sydney and Singapore Dublin- Ireland Berlin, Hamburg and Fulda 
- Germany 

Tanzania Dubai 

centres; 
·  Prefer having a few medium 

sized centres backed up by 
small satellites operated by 
single individuals; 

 

lounge; coffee shops and internet 
facilities are nearby; 

·  Most VICs are relatively 
small in size, +/- 80m2; 

Location ·  Generally located in areas 
where there is large number 
of visitors; 

·  None are housed in 
municipal or state buildings; 

·  Either purpose built or in 
historical buildings 
specifically modified for 
VICs; 

·  Main VIC is situated in the 
restored former church of 
St. Andrews in the heart of 
the city and close to main 
tourist football; 

·  VICs are located at all 
main points of entry into 
Dublin; 

 ·  2 VICs, one in Dar 
es Salaam and one 
in Arusha; 

·  Main VIC is located in 
the older part of 
Dubai (not ideal); 

Signage/Branding ·  VICs tend to have huge 
signs on the buildings 
indicating the VIC; 

·  Little signage that lead you 
to the centre (weakness); 

·  Sydney, virtually all maps 
and brochures that refer to 
the waterfront all 
recommend that ‘you start 
your visit at the Rocks 
Centre’ (VIC) encouraging 
visitors to go to the VIC; 

·  Minimal signage both on 
the routes and at the 
facility (weakness); 

·  Main VIC is not visible 
from a distance; 

·  Main VIC is located in 
close proximity to major 
tourist attractions in the 
city; 

  ·  Road signage to main 
VIC needs to 
improve; 

·  Info centre/desk in 
shopping malls are 
easy to find; 

Use of information 
technology 

·  IT in VICs are used to: 
- Make bookings; 
- Obtain accommodation 

availability; 
- Print tickets; 

 ·  Booking services that are 
provided at the VICs 
include: 
- Rail; 
- Air; 

 ·  No touch screens or 
internet facilities for 
self-help purposes; 
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 Sydney and Singapore Dublin- Ireland Berlin, Hamburg and Fulda 
- Germany 

Tanzania Dubai 

- Integrate with services 
such as buses; 

- Database maintenance; 
- Call centre support; 
- Provide internet facilities 

(Note: with the number of 
internet cafes around, 
many of the VICs do not 
provide internet facilities; 

·  IT is not used for: 
- Interaction with visitors 

(emphasis is placed on 
personal interaction); 

- General tourism 
information; 

- Car hire; 
- Accommodation; 
- Tours; 
- Restaurants; 

Business Model ·  Despite the support from 
Government, all VICs are 
driven to maximize their 
income through: 
- Bookings for travel, 

accommodation and 
tourist attractions; 

- Retail (e.g. curios); 
- Call centres; 

·  VICs consist of the 
following components: 
- Information/enquiries 

counter; 
- Display area 

(brochures); 
- Banking/forex facility; 
- Visitors’ lounge; 
- Booking facilities for the 

following: 
o Tourist attractions; 
o Accommodation; 
o Events; 
o Car hire; 
o City tours; 

- Touch screen 
information units 

·  No big displays of 
brochures and 
information – visitors are 
almost forced into 
interacting with staff; 

·  VICs are sustained 
through the booking 
services that are 
provided as well as the 
retail section; 

·  VICs in Berlin and 
Hamburg operate from 
8h00 to 22h00 while in 
Fulda they close around 
20h00 with extended 
hours over weekends 
and holiday seasons; 

·  VICs provide the 
following services: 
Information on tourist 

attractions and 
facilities available 
in Tanzania; 

Tourist complaints 
and immigration 
issues; 

Organising, 
coordinating and 
participating in 
local and 
international 
tourism fairs and 
exhibitions; 

·  No retail facility in 
VICs – not their 
focus; 

·  No VICs have public 
phones but they do 
allow visitors to use 
their in-house 
phone; 

·  Business hours are 
up to 22h00 expect 
for Fridays (closed) 
and Saturdays; 

·  Most hotels have a 
manned tour 
operator desk in the 
lobby from where 
trips can be 
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 Sydney and Singapore Dublin- Ireland Berlin, Hamburg and Fulda 
- Germany 

Tanzania Dubai 

(internally as well as 
externally); 

- Self-service information 
kiosk; 

- Office space; 
- Trading space (Books 

and gifts); 
- Coffee shop/sandwich 

bar; 
·  Facilities that are 

considered to be lacking 
include: 
- Internet stations 

(although this can be 
found in just about any 
café); 

- Luggage storage areas; 
·  Operating Hours: 

- Peak Season: Monday 
to Saturdays: 9h00 to 
19h00 and Sundays: 
10h30 to 15h00; 

- Rest of the year: 
Mondays to Saturdays: 
9h00 to 17h30 and 
Sundays: 10h30 to 
15h00; 

·  Most of the VICs are 
linked to the main VIC; 

·  Satellite VICs only have 
the most basic facilities 
including: 

arranged; 
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 Sydney and Singapore Dublin- Ireland Berlin, Hamburg and Fulda 
- Germany 

Tanzania Dubai 

- Information counter; 
- Display area; 
- Trading are for curios; 

·  Quality system in place to 
ensure that customers’ 
expectations are 
exceeded; 
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4.2 Current situation of Visitor Information Centres in South Africa 
 

To understand the current situation of Visitor VICs in South Africa an audit was done 
with the aim to identify all the VICs throughout South Africa including their attributes. It 
focused on both public and privately owned centres.  

 
One of the main objectives of the study was to identify where interventions are required 
to cater for the need of both local and international visitors. The report also established 
the limitations of the existing VICs. This will enable the Department of Tourism (NDT) 
and key role-players to focus on what is required to ensure that South Africa’s 
standards with respect to visitor information can compete with the best in the world 
both in terms of quantity and quality. 
 
The project was conducted in 4 phases (see Figure 2) i.e.  
·  Set-up phase; 
·  Audit; 
·  Gap Analysis; and 
·  Recommendations. 
 
Figure 2: Phases of the VIC Audit Project 

 
 
4.2.1 Audit results 

The result of the audit indicates that South Africa had 337 active VICs as on 31 March 
2010 (see Figure 3). The Western Cape had the most information centres (80) followed 
by Kwa-Zulu Natal with 53 VICs. The province with the 3rd highest number of VICs was 
Northern Cape with 40. The graph below reflects the number of VICs per province: 

 
Figure 3: Number of VICs per province 
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The generic result (see Figure 4) of the Audit included: 
·  Ownership of the VIC; 
·  Who manage the operations of the VIC; and 
·  Operational hours of the VIC, to determine whether the centre operates on 

Saturdays, Sundays and public holidays. 
 

Figure 4: Generic results of the audit 

 
 
4.2.1.1 Accessibility of VICs 

One of the most important criteria for a VIC is accessibility (see Figure 5). Accessibility 
can be defined by the physical aspect of accessibility or the ease of finding the VIC. 
The audit revealed that most current VICs in SA have sufficient parking for both cars 
and buses. The study also indicates that 58% of VICs are disabled friendly. The 
provinces that showed the most need for intervention in this area are North West (38% 
of VICs being disabled friendly) and Eastern Cape (50%). 
 
One of the alarming results of the audit is the availability of effective route signage 
directing visitors to the VIC. In total only 49% of VICs have adequate rout signage. 
Gauteng, with 63% is the only province that has more than 60% of the VICs having 
sufficient route signage. In the Eastern Cape and Limpopo only 39% of VICs have 
sufficient route signage while only 42% in Free State and Kwa-Zulu Natal. Figure 4 
gives more information regarding the accessibility of VICs. 
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Figure 5: Accessibility of VICs  

 

 
 
4.2.1.2 Infrastructure 

Most of the VICs are between 20 and 150 square meters. Almost a third of the VICs 
require maintenance with the worse affected provinces being North West, Kwa-Zulu 
Natal and Northern Cape. Figure 6 also reflects that only 30% of the VICs have visible 
security. 
 
Figure 6: Infrastructure 

 
 
 
4.2.1.3 Elements 

The VIC audit was done through audit tools which included a questionnaire. The 
questionnaire was developed based on best practice criteria which included: 
·  Information and Communication Technology (ICT); 
·  Physical elements; and 
·  Visitor Amenities. 
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a) Information and Communication Technology 
With the world becoming smaller through the utilization of ICT, it is one of the key 
features of a VIC to offer the visitor access and have a strong ICT system. This 
includes a visitor information system with a customer relationship management 
component. Through the international research it is clear that visitors require 
information that is easily available and also allow them a ‘self-service’ option such as 
interactive touch screens. 

 
The result of the audit is not flattering with regards to the ICT accessibility in SA’s VICs 
(see Figure 7). Visitor information systems are a major challenge for SA’s VICs. On 
average only 39% of centres have an information system. In some provinces the figure 
is as little as 8%. It is also interesting to note that there is a strong correlation between 
centres having visitor information systems and those operated by the private sector. 
For example, in Mpumalanga 78% of centres is privately operated and 87% of the 
centres in Mpumalanga have a visitor information system. In the Western Cape, 52% 
of VICs are operated privately and 64% of them have an information system. 

 
Communication and ‘staying in touch’ have become very important for all visitors. 
Therefore another critical element of VICs is the availability of internet and email 
facilities. The audit revealed that 60% of all VICs in SA have access to public internet 
and only 16% has internet facilities on site. 

 
Figure 7: Information and Communication Technology 

 

 
 

b) Physical elements 
The physical elements of a VIC refer to the equipment to ensure the VIC operates at 
an international best practice level. These elements are: 
·  Fax; 
·  Scanner; 
·  Copier; 
·  Manager’s office; and 
·  Boardroom. 
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While fax and copying facilities are on average 70%, the availability of a manager’s 
office as well as a boardroom is a challenge with only 46% and 26% of VICs 
respectively having these elements (see Figure 8). 

 
Figure 8: Physical elements 

 
c) Visitors Amenities 
With regard to visitors amenities it is clear that there is a great challenge in terms of 
dynamic electronic display. This can be attributed to the lack of a visitor information 
system to manage the electronic display, unit and system. Only 12% of VICs has an 
electronic display and the provinces with the greatest challenge are Free State and 
Kwa-Zulu Natal with only 3% and 9% of centres respectively having electronic visual 
displays (see Figure 9). A further noticeable deviation from the best practice model is 
the lack of coffee shops and trading areas. 

 
The audit results also revealed that in provinces where VICs are privately operated the 
percentage of availability of booking areas are high. In Mpumalanga where 78% of the 
VICs are privately operated, 81% of them have a booking are and in Western Cape 
where 52% of VICs are privately operated there are 60% with a booking area. 

 
Figure 9: Visitor amenities 
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5. A PROPOSED FRAMEWORK FOR VISITOR INFORMATION CENTRES IN SOUTH 

AFRICA 
 

Based on, inter alia, the audit for VICs the upgrade, unification and standardization of 
tourism information provisioning are key for the continued growth of the sector and 
changing the lives of all South Africans. The proposed framework for VICs for South 
Africa intends to provide the latter. 
 

5.1 International research and best practices 
 

The international study as well as a national survey was used to define the elements 
for a VIC. The research highlighted the following as key aspects for a VIC: 
·  A facility to make bookings; 
·  Information on the availability of accommodation; 
·  Integrated services and a call centre;  
·  A Database that is maintained; and 
·  Internet facilities that is available to the public. 
 
This inputted into the design and development of a new Visitor Information Software 
System, used in the development of the NDT funded VICs in Rustenburg, Nelspruit, 
Port Elizabeth, Bloemfontein and Polokwane during 2009/10, with the following key 
functionalities:   
·  An electronic membership database for all tourism products; 
·  Customer relationship management capabilities; 
·  Media management facility including advertising services; and 
·  International accessibility that can accommodate advertising. 

 
5.2 Objectives of Visitor Information Centres 
 

Given the context within which South Africa as a destination has to compete, VICs 
should be positioned to: 
·  Provide accurate information on the tourism product offerings that could be 

consumed by visitors in a destination; 
·  Support tourism growth by influencing visitor flow throughout the country; 
·  Provide generic tourism material, a user-friendly e-business platform that provides 

the necessary tools for information and reservation management and professional 
tourism services to visitors; 

·  Assist SMME development by facilitating the sale of their goods and services; 
·  Assist in promoting the products of SMMEs to the world market; and 
·  Contribute to the local economic development of the region through the facilitation 

of higher spent by visitors to the area. 
 
5.3 Stakeholders 
 

There are a number of tourism industry stakeholders that should be involved in the 
establishing of a VIC to ensure the project lives up to its vision of enhancing the 
visitor’s experience. This will contribute tot the sustainability of the centre. Roles and 
responsibilities should be clear. These stakeholders include: 
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·  National Department of Tourism; 
·  Provinces; 
·  Districts; 
·  Local municipalities; 
·  Tourism agencies and associations; and 
·  Private sector. 

 
5.4 Visitor’s points of entry 
 

For South Africa to be effective in providing relevant and timeous information at 
strategic locations gateways need to be positioned to serve that purpose. At these 
points the visitors can be exposed to the vast number of tourism products and services 
that South Africa has to offer. The following are the identified points of entry: 

 

Points of entry Definition 

National Gateways Gateways or entry points into South Africa via air and sea and 
would need full VICs 

Cross border gateways Land based points of entry between South Africa an our 
neighboring countries 

Provincial and District 
gateways 

Provincial ACSA airports and inter-provincial land access entry 
points 

Local Gateways 
 

Local Municipalities – to serve particular routes and/or 
attractions. 

 
5.5 A Visitors Information Centre model for South Africa 
 

The model employed must be directly related to the functionality of the VIC. The latter 
is, amongst others, influenced by the location of the VIC. VICs are therefore 
categorized according to the function they perform relative to the geographical area 
that it is intended to serve. With regard to location: 
·  it is of critical importance that VICs be located in areas that have the greatest 

potential for positive impact on delivering a service to visitors and the tourism 
industry; and 

·  the location be influenced by the availability and suitability of land for the specific 
type and size of VIC needed. 

 
Based on the international and national research that was done there are 3 types of 
VICs that can be implemented. The model is developed in such a way that it is flexible 
enough to cater for the unique requirements of South Africa. The three are: 
·  Visitor Information Centres; 
·  Satellite Information Centres; and 
·  Information Kiosks. 

 
The elements of a VIC are: 
·  Information/help desk; 
·  Display area; 
·  Internet stations; 
·  Coffee Shop; 
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·  Visitor Lounge; 
·  Booking area; 
·  Trading area; 
·  Interpretive space; 
·  Office space; 
·  Interactive displays; and 
·  Call Centre. 

 
The proposed layout, which was also used in the upgrading and establishment of the 5 
VICs launched by DEAT, of a VIC is shown in Figures 10 and 11. It can be 
recommended that the ‘Add-on’ facilities should be available in a certain radius from 
the VIC if it is not located within the VIC. 
 

Figure 10: Layout of a VIC 
 

 



32 
 

 
Figure 11: 3D layout of a VIC 

 

5.5.1 Design requirements 
a) Entry: The entry must be designed to be Inviting and welcoming and opportunities 

to be created for visitor seating. A help desk must be located centrally at the 
entrance to ensure human contact at the point of entry; 

b) Lobby: Must be spacious with an unobstructed view of the information desk area 
and view access to the rest of the facilities/services on offer. Provision to be made 
for the lobby and entry area to be sealed off with interactive display terminals (even 
if only supplied/fitted in future) to allow for this portion of the facility to be used after 
hours; 

c) Information desk: Designed to accommodate computer stations for tourism staff 
with a sales register for trade sales. Additional staff stations can have internet 
access with reference materials for trip planning in vertical files behind staff in a 
manner that will make them accessible to all staff members. Clear overhead 
signage must be provided; 

d) Booking area: Dedicated stations (for example for accommodation, tours and 
destination/experience information) with internet connection to be provided. Clear 
overhead signage must be provided; 

e) Information brochure and map area: Information stands with brochures and 
tourism planning materials must be provided in the information desk/bookings area 
as well as in the trip planning/visitors’ lounge area. These needs to be arranged so 
as to be space efficient and to reduce the need to walk between areas; 

f) Visitors’ lounge/trip planning: This area is designed to create a restful and 
relaxed atmosphere. Provision will be made for self-serve public interactive display 
terminals. These terminals will provide access to information such as local weather 
conditions, events, etc; 

g) Multi-purpose/interpretive: This area will be designed for high-tech media. Floor 
space will be used primarily for exhibitions both of a permanent and temporary 
nature and a helpdesk will be located at the end of the area facing the entrance. 
Floor space will be utilized in a manner that allows for it to be cleared easily in the 
event of large displays/cultural activities/seminars. Apart from high-tech visual 
display units, the space will also allow for high quality book, poster, painting and 
exhibits of other art forms. Relatively convenient linkage with the trade area is 
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essential as items on display/exhibit may be offered for sale in the trading area. In 
addition the exhibit area will be continuous with entrance from the lobby and trade 
area flowing into the trip planning/visitors’ lounge area. Interpretative concepts will 
vary from one venue to the next; 

h) Coffee shop: The interior design of the coffee shop area will closely follow the 
theme design for the multi-purpose/interpretive/exhibit area. Ease of movement 
between the foyer, trading area and information/bookings area must be created. A 
dedicated sales point must be located on the foyer side of the coffee shop as this 
operation is likely to be outsourced; 

i) Internet stations: The design of the stations and the area will be of a similar 
nature to that of the coffee shop so as not to create a disjointed effect; 

j) Administrative offices: This can be private offices and a multi-purpose 
boardroom; 

k) Ablution facilities: Adequate facilities should be provided;  
l) Satellite information centres/facilities: The provision of satellite information 

centres/facilities will in most instances be limited to upgrading/extension of existing 
tourism information facilities located away from the main VIC. During the 
international research component of the ANIX study the team was exposed to 
some innovative ideas relating to fixed as well as mobile options for satellite 
information facilities. Some of these are shown in the pictures below. 

 

 
 
5.5.2 Functional Areas of VICs 

 Table 4  provides the requirements listed based on the needs analysis that was done 
for the VICs funded through SRPP in 2009/10 i.e. Polokwane, Rustenburg, Nelspruit, 
Port Elizabeth and Bloemfontein. 
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Table 4: Requirements for VICs at the various centres as indicated through the need analysis 

Note: The High priority requirements were subsequently included in the different VICs as listed. 
 

The functional areas of a VIC are: 
 

a) Information desk 
This area will form the core of the centre. All information required by the visitor will be 
directed through this desk. The desk is to be designed to accommodate several 
computer stations for tourism staff. Two additional staff stations will have internet 
access with reference materials for trip planning in vertical files behind staff in a 
manner that will make them accessible to all staff members. Clear overhead signage 
will have to be provided. 

 
b) Interpretative area 
This area will be designed for high-tech media. Ceiling mounted fixtures (lighting etc) 
will be visible and theme-orientated. A retractable elevated screen with digital projector 
will be located for optimal viewing by visitors. Electronic and other media will be closely 
tied to the interpretive theme of the specific venue. Floor space will be used primarily 
for exhibitions both of a permanent and temporary nature and a helpdesk will be 
located at the end of the area facing the entrance. Floor space will be utilized in a 
manner that allows for it to be cleared easily in the event of large displays/cultural 
activities/seminars. Apart from high-tech visual display units, the space will also allow 
for high quality book, poster, painting and exhibits of other art forms. Relatively 
convenient linkage with the trade area is essential as items on display/exhibit may be 
offered for sale in the trading area. In addition the exhibit area will be continuous with 
entrance from the lobby and trade area flowing into the trip planning/visitors’ lounge 
area. Interpretative concepts will vary from one venue to the next. 

  
c) Internet services 
Four internet stations (this amount will vary from venue to venue) will be located along 
the side of the coffee shop closest to the information/booking area. The design of the 
stations and the area will be of a similar nature to that of the coffees shop so as not to 
create a disjointed effect. 

 
d) Booking services 

Space Polokwane Rustenburg Nelspruit Port Elizabeth Bloemfontein 
High  

priority 
Low 

priority 
High  

priority 
Low 

priority 
High  

priority 
Low 

priority 
High  

priority 
Low 

priority 
High  

priority 
Low 

priority 
Info/help desk �   �   �   �   �   
Display area �   �   �   �   �   
Internet stations �   �   �   �   �   
Coffee shop  �  �   �   �    �  
Visitors’ lounge  �   �   �   �   �  
Bookings area �   �   �   �   �   
Trading area �   �   �   �   �   
Interpretive space  �  �   �   �    �  
Office space �   �   �   �   �   
Interactive 
display 

�   �   �   �   �   

Call centre �   �   �   �   �   
Banking facilities  �   �   �   �   �  
Satellite centre �   �   �   �   �   
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Dedicated stations (to cater for accommodation, tours and activities) with internet 
connection are required. These will be screened from the main counter because they 
are dedicated activities for individual staff members. Clear overhead signage will be 
provided. 

 
e) Interactive (touch) screen 
Should have the following features 
·  Search function 
·  Ease of use 
·  Maps 
·  Tourism products 
 
Table 5 highlights the proposed functional areas for each of the three models 
proposed: 

 
Table 5: Proposed functional areas per model 
 Model 1: 

Visitor Information 
Centre5 

Model 2: 
Satellite Information 

Centre67 

Model 3:  
Information Kiosk8 

Information desk X X X 
Interpretative area X   
Internet services X X  
Booking services X X  
Trading area X X X 
Administrative offices X   
Coffee shop X   
Plasma display X X  
Interactive (touch) screen   X 
 
5.5.3 Information, Communication and Technology (ICT) System 

This is based upon the fully fletched VIC model. It is recommended that the ICT 
functionality for a VIC include: 
·  Existing Travel Information Content e.g. explore, travel, eat, accommodation, 

news, weather etc) ; 
·  Development of a map of the surrounding environment; 
·  The necessary licensing; 
·  Installation of hardware into the information kiosk housings; 
·  Installation and development of software; 
·  The requirement management, operation and availability of the system; 
·  The required maintenance and technical support; 
·  For capturing, management & updating of all information displayed on the screens; 
·  Sales of advertising space, operations and management of the information engine; 

                                                 
5 A fully fletched VIC will include a number of functional areas as illustrated in figures 1 and 3. 
6 A satellite VIC is a scaled down version of the full VIC. This centre can either operate as an independent centre 

or it can feed off the main VIC in the area or region. 
7 The mix of these functional areas may vary from site to site. 
8 Can be portable and can be installed in any location. The kiosk must be linked to a full or satellite. The Kiosk will 

offer accessibility and up to date information. 
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5.5.4 Visitor Information Management System 

The system should be developed in a way that it will enhance the tourism environment 
within South Africa. Some key issues that such a system should address are: 
·  Encourages feet through doors and directs traffic to destinations; 
·  Ensure that visitors are better informed of products and places available; 
·  Ensure visitors can help themselves to information without waiting for assistance; 
·  Ensure that information is always available, relevant and up-to-date; 
·  Ensure that all associated ‘members’ will receive listing on all systems 

countrywide; 
 

It is therefore critical that such as system included in its design a standard Web design 
for all owning agencies, standard main categories thus ensuring visitors have the same 
touch and feel wherever they are. On the back-end the system has a content and 
media management with and inventory database. 

 
5.5.5 Recommended standards 

In order for the South African VICs to fulfill its objectives certain standards must be 
adhere to. Once VICs fulfill these standards they will be eligible to use the proposed ‘I-
sign’ and registration as a Tourism Establishment. These standards should include: 

 
a) Operating hours 
·  Operating hours should be displayed, including the after-hours telephone numbers 

and the website address; 
·  Uniform operating hours for example 08h30 to 17h00 should be considered for all 

VICs with the exception of national gateways where the times will be more flexible; 
·  Where possible provision should be made for self-help kiosks where visitors may 

use electronic interface to obtain information on a 24 hour basis; 
 

b) Provision of Information 
·  Visitor information centres should provide comprehensive information about the 

destination, accommodation, attractions, cultural activities etc within the locality; 
·  A booking facility which is web based should be available and staff within the 

centre should be able to assist visitors by processing their enquiries; 
·  There should be a notice board for current and upcoming events;  
·  It should display a map of the given locality or area; and 
·  Important information related to emergency numbers for police, ambulance, 

nearest health centre should be clearly displayed, 
 

c) Human Capital 
·  Depending on the salary structure of a given municipality, the centre can be 

manned by two or three fulltime personnel; 
·  One of the employees should have experience as a tourism officer or alternatively 

have management experience; 
·  The universal sign for the tourism information centre and the ‘Welcome Man’ must 

be displayed on name badges of staff members; 
·  Staff members should be trained on a continual basis on service excellence and 

customer care; and 
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·  Schedule for training programmes for staff should be developed and a standard 
approach to capacity building of staff should be adhered to. 

 
d) Branding 
·  The structure and design of different visitor information centres must comply to 

international best practices; 
·  The mission statements and principles of the centres should be displayed clearly; 
·  Uniform branding of collateral material such as brochures, letter heads etc; 
·  A visible sign reflecting tourism information centres to be displayed; 
·  Adequate road signage should direct visitors to the centre; 
·  Clear internal signage should be visible throughout the centre;  
·  The National Department of Tourism’s website as well as key national contact 

details, e.g. for the Tourism Protector, should be clearly visible; and 
·  All tourists marketing material should include a map indicating direction to the 

centre. 
 

e) Business and Management 
·  Business plans for the VIC should remain current; 
·  Operating manuals should be updated regularly; 
·  Database which would contain visitor profile and their country of origin must be 

kept updated; 
·  Centre management must ensure that visitors satisfaction surveys are conducted 

regularly; 
·  The centre will be operated by either the municipality, province or agency with the 

relevant experience and capacity; 
·  Certain functional elements of the centre may be outsourced to independent 

operators; 
·  The owning agency will ensure that the database of all members be updated 

regularly and the website is continually kept up to date; and 
·  The owning agency will also be responsible for the updating and maintenance of 

the ICT system. 
 

f) Ownership 
Ownership of the VIC is a complex issue due to the fact that the situation in each of the 
areas is different. It is therefore not possible to utilize a single model of ownership. A 
non-negotiable however, is that when the funding source is an infrastructural grant, 
ownership cannot be vested in a private enterprise. As a result it was therefore 
necessary to develop criteria for ownership and to rank these in order to facilitate 
objective decision making. 
 
g) Criteria for ownership 
Crucial elements include the sustainability of VIC as well as the need to ensure that the 
centre benefits tourism development for the broader community. Criteria therefore had 
to take these elements into account. Given this, the diagram in Figure 12 represents 
the decision making process. 
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Figure 12: Ownership decision making 

 
 
5.5.6 Clarification of roles 

The following roles are recommended: 
 

m) Role of the National Department of Tourism 
·  Implementing the ’I-sign’ for Tourism 

The regulation of the use of the ‘I–sign’9 needs urgent attention and should only be 
allowed to be used by accredited information facilities with qualified personnel.  
 
Examples of such unique and generic information signs are: 
a. Wales 

 

 
 

 

                                                 
9 This includes the ‘I-sign’ as well as the ‘direction I-sign’ 
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b. Tourist Information Sign at Malmo Train Station, Malmo, Skane, Sweden 

 
 

 
·  Provision of a national database with tourism products and services to all VICs; 
  
b) Role of Provinces 
·  Develop provincial guidelines that is in line with the national guidelines; 
·  Identify correct locations of the VICs in partnership with Municipalities and other 

relevant stakeholders; 
·  Ensure that the development of VICs prescribes to the principles of job creation at 

local level; 
·  Ensure that financial support concerning the establishment and maintenance of 

VIC is provided; and 
·  Responsible for broader operational oversight. 

 
c) Role of Provincial Tourism Authorities 
The provincial tourism authority as the marketing arm of the tourism portfolio for the 
province is an important stakeholder. The tourism authority: 
·  must ensure that a database of provincial attractions are available; 
·  provide the VIC with relevant marketing inputs; 
·  keep the VICs management informed of upcoming events and new initiatives in the 

province; and 
·  assist the VIC in its role to advance local tourism products, especially those from 

disadvantaged communities. 
 
d) Roles of Municipalities 
·  Municipalities, Regional Tourism Organisations and Local Tourism Organisations 

will collaborate to identify suitable sites for VICs; 
·  Municipalities to provide necessary financial support for the maintenance of the 

VICs; 
·  Provide assistance in the development phase of the project; 
·  Maintain the ICT system; 
·  Provide updated membership listings; 
·  Provide personnel to man the centre; and 
·  Apply for all necessary communication requirements. 
 
e)  Role of Community Tourism Organisations (CTO) 
A CTO serves as a co-operative representing all components of a destination©s tourism 
industry - hotels, bed-and-breakfast venues, self-catering establishments, restaurants, 
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tour operators, tourist attractions, transport carriers, local authorities, and the retail and 
commercial resources that are important to tourists. 
 
Each component of the destination©s tourism industry is very competitive, yet they all 
share that competitive spirit with the CTO to ensure that it becomes an effective 
organisation able to carry out a comprehensive, unified marketing campaign for the 
community. The CTO is therefore the destination©s single most important marketing 
organisation which must project the destination©s image into the various markets. 
 

5.5.7 Conclusion 
The flexibility of the proposed framework allows for it to be implemented across the 
spectrum of contexts. The framework assists various role-players in the tourism 
industry who are embarking on establishing new VICs or upgrading existing facilities to 
align to international best practice standards. 
 
A major obstacle to sustainable community development, though, is a lack of funding 
from district and local municipalities. Although Act 117 of 1998 states that funding for 
tourism development and marketing must come from these sources to sustain the 
project, many district and local councils are ignoring their responsibilities. The funding 
of tourism at local level is currently, arguably, the weakest link in the development and 
sustainability of tourism in South Africa and a proper funding model should be looked 
into as a separate project. 
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Attachment 1: Questionnaire used in the Audit 
 

 
 


