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COURSE STRUCTURE

Course Overview

01 Tour Operator Industry Trends

8 Major Trends

02 Constructing & Marketing Holidays

10 Stages | 4 Contract Types

03 Resort Operations Functions & Structure

8 Functions | 5 Structures

04 Business Strategy Development

9 Strategic Components

Learning Outcome:
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Tour Operator
Industry Trends

8 Major Trends Industry Case Studies



CHAPTER 1.1

Recent Trends in the Tour Operator Industry

Digital Transformation

Impact: Streamlined systems, reduced physical offices, increased tech 
investment

Dynamic Packaging

Impact: Requires sophisticated reservation systems and strong supplier 
relationships

Experiential Travel

Impact: Operators must research local suppliers and ensure quality 
standards

Sustainability Focus

Impact: Requires sustainability audits and ethical supplier selection

Data & Personalisation

Impact: More targeted marketing, improved efficiency, enhanced 
customer satisfaction

Post-Pandemic Changes

Impact: Redesigned packages with safer transport and flexible 
cancellation policies

Key Insight: These trends collectively reshape how tour operators design products, manage supply chains, and interact with 

customers.



CHAPTER 1.1

Industry Case Studies: Adapting to Change

TUI Group
World's Largest Tour Operator

Digital Transformation

Personalised Experiences

Sustainability Leadership

G Adventures
Adventure Tour Specialist

Experiential Travel Focus

G for Good Programme

Intrepid Travel
B Corp Certified Operator

Sustainability Leadership
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Constructing &
Marketing Holidays

10 Stages 4 Contract Types Marketing Strategies



CHAPTER 2.1

The 10 Stages of Holiday Construction

1 Market Research 2 Itinerary Planning 3 Supplier Contracting 4 Costing & Pricing 5 Risk Assessment

6 Legal Compliance 7 Packaging 8 Marketing Materials 9 Sales & Distribution 10 Monitoring

Critical Success Factor: Each stage supports the creation of high-quality, profitable holiday experiences while ensuring 

competitiveness.



CHAPTER 2.3

Contracting Methods in Tour Operations

Fixed Contracts
Allotment-Based

Free-Sale Contracts
Flexible Sales

Allocation-on-Request
AOR Model

Ad Hoc Contracts
On-Demand Booking



CHAPTER 2.4 & 2.5

Promotional Strategies: Traditional vs Digital

Traditional Brochures

AIDA Principle

Digital Brochures

Travel Websites & Portals

Social Media Marketing

Email Marketing

Mobile Apps

Virtual Tours
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Resort Operations
Functions & Structure

8 Core Functions 5 Office Structures



CHAPTER 3.1

Functions of Resort Operations

Airport Welcome & Transfers Welcome Meetings Customer Service Health & Safety

Excursion Management Supplier Coordination Crisis Management Feedback Collection

Critical Insight: Resort representatives are often the most influential factor in customer satisfaction for package holidays—positive rep interactions 

significantly increase repeat bookings.



CHAPTER 3.2 & 3.3

Resort Office Structures

Centralised Decentralised

Hotel-Based Mobile / Rep-on-Road

Virtual / Digital

Decision Factors

Customer Numbers — High volume needs multiple offices

Geography & Distance — Large regions need decentralised

Product Type — All-inclusive → hotel-based

Cost Considerations— Centralised/virtual reduce costs

Safety Needs — High-risk areas need physical presence
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Business Strategy
Development

9 Strategic Areas Strategic Planning



CHAPTER 4.1

Key Areas of a Business Strategy

Vision & Mission Market Analysis Product Strategy

Operational Strategy Marketing Strategy Financial Strategy

HR Strategy Risk & Sustainability Monitoring & KPIs

Critical Statistic: More than 60% of business failures in tourism are linked to lack of clear strategy or poor planning.



Key Takeaways for
Tourism Operations

Adapt to Trends Plan Meticulously Manage Operations Think Strategically

By mastering these areas, future tourism professionals can deliver exceptional experiences while building 
sustainable, competitive businesses.


