
What were visit.brussels’s objectives for 2020?
Patrick Bontinck : “visit.brussels’s mission is to increase the attractiveness of Brussels as a diverse whole, with a particular focus on culture and 
heritage as well as short breaks. For the 2010-2020 period, the objective was to increase from 5 to 10 million overnight stays per year, an objective 
metric that allows us to compare ourselves to other destinations. Without the COVID-19 crisis, after a record 9.3 million overnight stays in 2019, we 
were on course to meet or even exceeded our target for the decade.
Furthermore, while our sector must make an economic contribution to the destination, it is also essential to preserve the balance between tourists and 
residents. Ten years ago, this was far from obvious. The Brussels-Capital Region has, therefore, worked to spread tourism across the 19 communes, 
rather than concentrating it solely in the city centre. The development of the European Quarter, which in ten years has become the capital’s second 
largest tourist centre, is a good illustration of this desire.” 

And today, what are the challenges?
P.B. : “We are faced with two major challenges: our need to develop sustainable tourism and our aim of reaching the 10 million overnight stays mark. 
These two objectives will be achieved through a return to the same number of visitors from neighbouring countries in 2022 and by attracting a new 
type of tourist to compensate for lower numbers of visitors from more distant countries, which will most likely not return to normal before 2024 or 
2025. This is a unique opportunity for Brussels to redeploy its tourism offer, particularly towards sustainable means of transport, but also to increase 
the lengths of stays in order to reduce the environmental impact and maximise encounters between visitors and inhabitants”.
Sigurd Vangermeersch : “Internally, visit.brussels has grown a lot in a few years and has had to adapt to new challenges. Already in 2019, but 
especially in 2020, we set up a new organisational structure, in four pillars. This will ensure greater transversality of projects, encourage team 
collaboration, and bring us even closer to our partners and customers. At the same time, we pushed forward with the company’s digitalisation to 
meet its needs and those of its partners, as well as the expectations of the market.”

Why strengthen digitalisation?
S.V. : “The new digital and collaborative tools put in place make it possible to systematise a series of tasks and make the organisation more agile, while 
responding to the new realities of promotion. During this crisis, our anticipation really helped the transition to working from home for our employees. 
The teams had the necessary equipment and functionalities and were able to adapt very quickly to the required working methods.”

And what does the organisational reshuffle involve?
S.V. : “As with digitalisation, the transformation meets the current needs of our organisation, our partners and tourists. At the heart of this new 
organisational structure, two teams are responsible for relaying the needs of our partners via a single ‘point of entry’, and for defining the needs 
of end customers. A series of transversal departments revolve around them: contact with conference and event organisers, media, international, 
finance, etc. 
This approach helps us to better understand what any visitor is looking for. With regard to our partners, it encourages co-creation to meet their needs 
as closely as possible, using new methods of operation and consultation. A such, the development of our 2020 recovery plan is the result of a real 
joint creation process, for which we brought together 360 people digitally. In the same vein, we have held more than 200 individual meetings with 
stakeholders in the sector to prepare for 2021.” 

In response to the COVID-19 crisis, visit.brussels has implemented a plan to revive the sector in 2020. 
What exactly is the situation?
P.B. :  “We have developed a vast plan to support and relaunch tourism activity. This plan has been developed with our partners and in accordance 
with the recommendations of the World Tourism Organisation. 
The budget released by Brussels’ regional government has enabled us to put in place various tools. We have created and managed several funds 
to help the sector’s stakeholders to equip themselves in terms of health, safety and touchless services, to strengthen their digital development, to 
deal with the crisis in the events sector, etc. We have also set up various projects to support the booking and digitalisation of Brussels’ venues (for 
meetings, conferences, etc.). In June 2020, we launched a massive image campaign to relaunch the destination and encourage cultural consumption. 
Unfortunately, after good results in July and August, the health situation deteriorated, leading to a further drop in tourist activity.”

Turning the crisis into an opportunity for Brussels tourism

GENERAL MANAGEMENT

In 2020, the global tourism sector was hit hard by the COVID-19 crisis, and Brussels was no exception. 

Two major projects dominated 2020 at visit.brussels: an organisational reshuffle into four pillars to strengthen transversality, and the activation 
of a recovery plan to face of the health crisis. The future holds many challenges and Brussels’ tourism sector is preparing for them, with one 
unchanged moto: We make you love Brussels.

Patrick Bontinck, CEO of visit.brussels, and Sigurd Vangermeersch, Deputy CEO, take stock of this unprecedented year.
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What were the other highlights of the year?
P.B. : “In terms of activities, 2020 started very well, with the Bright Brussels festival in February attracting some 400,000 visitors – an all-time 
record. Then, like everywhere else, projects had to be cancelled one after the other. We were able to organise the Comic Book Festival in museums in 
September and prepare the opening of Solvay House to the public at the end of the year. 
In the absence of activities, our organisation has tried to maintain Brussels’s presence on the tourism market, particularly with professionals (tour 
operators, conference organisers, etc.) who work on a long-term basis. To be ready for the years to come, we have maintained our business-to-
business activities and continued to promote the destination virtually, with trade fairs, press trips, negotiations, etc.” 

How is visit.brussels starting 2021?
P.B. : “To get back to normal, we need to work on three things: reviving tourism, maintaining the offer, and developing and diversifying our customer 
base. With the products and services it generates, tourism is the main source of employment in major European cities. For the Brussels-Capital 
Region, it is an essential economic core which accounts for 12% of GDP, i.e. the leading sector of activity and leading provider of jobs, particularly those 
which require lower qualifications. Maintaining this offer - and therefore employment - will be a priority and a major challenge in 2021. Last but not 
least, the current crisis is a global one and so the response must be collective, particularly at a European level. Our 2021 Recovery Plan will, therefore, 
be aligned with the European Tourism Manifesto.”
S.V. : “In 2021, the visit.brussels teams will have to continue to adapt to the specific expectations of the destination’s stakeholders, in this ongoing 
spirit of co-creation. On the customer side, travel habits will change, our customers will change and we need to be ready, putting them at the heart 
of our concerns, more than ever. Finally, with the prospect of the end of this crisis nearing, it is essential to reassure both the Brussels population and 
our visitors, when it comes to health and safety. In this sense, the implementation of the Health Safety Label is a 2020 achievement of which we can 
be very proud.”

Which strategy will you deploy?
P.B. : “The situation is developing very slowly, so we are preparing for 2021 and 2022 simultaneously. We have defined four scenarios according to the 
possible changes in the health situation: from complete lockdown to international reopening, with flexibility of campaigns based on these scenarios. 
With this in mind, we will continue to involve and support our partners through sectoral and multi-sectoral meetings, as well as through training and 
tools. 
As far as communication is concerned, in 2020 we focused our efforts on a generic image campaign to maintain the reputation of Brussels as a 
destination. In 2021, we will further develop campaigns aimed at attracting visitors and persuading them to enjoy our tourism offers. And public 
reassurance will remain key.”
S.V. : ”In terms of organisation, we will be moving towards hybrid working methods, combining teleworking and face-to-face work, with a focus on 
our employees’ work-life balance. We will also finalise the redevelopment of our premises, which began in 2020, with workspaces that fully meet 
today’s needs.”

How do you see the future?
P.B. : “Since March 2020, our sector has been experiencing the biggest crisis since the end of the Second World War. Our only option is to turn this 
situation into an opportunity, the opportunity to create a new paradigm for tourism, culture and Brussels in general. We have made good progress in 
this transformation and the development of visit.brussels should enable us to overcome the challenges ahead.”

Patrick Bontinck  Sigurd Vangermeersch

Brussels, a tourist destination with a unique position
As an international capital and a great place to live, Brussels is uniquely positioned on the European and world tourism map. It has a real 
balance between business and leisure tourism. 
The presence of the European institutions, NATO and more than 2,200 international associations means that the city has a particularly 
intense conference and meetings industry for a city of 1.2 million inhabitants. 
Moreover, with 183 nationalities present in the region, Brussels is the 2nd most cosmopolitan city in the world and the most cosmopolitan in 
Europe. A true laboratory of cultural diversity in Europe, its creativity is an attraction in itself and it has become a hub of contemporary art. If 
you add to this its  UNESCO World Heritage Site city centre, the Belgian capital is particularly attractive for short breaks. 
 

https://europa.eu/european-union/about-eu/institutions-bodies_fr
https://www.nato.int/cps/fr/natohq/index.htm
https://whc.unesco.org/fr/list/857


Visitor Services 
Mission and objectives
The Visitors’ Services team is in charge of all contacts with those who visit or plan to visit Brussels. It informs and inspires them about tourism and 
culture through various channels:
  Four physical contact points (information desks at BIP and Brussels City Hall), the interactive experience.brussels exhibition and the Europe Station 
information desk in collaboration with the European Parliament);
  digital contact points (interactive terminals and touch screens in various locations in the capital);
  remote contact tools (telephone, e-mail, post, Messenger, chat on the association’s website).

The unit is also responsible for the creation, distribution and sale of publications tailored to the needs of visitors: city maps, thematic brochures and 
the official visit.brussels guide.

Key points from 2020
For this new unit, 2020 was, above all, a year of investment and development: distribution of tasks, centralisation and sharing of information, creation 
of new tools, increased interaction with the other visit.brussels teams, etc. 
On the ground, after good figures in January and February of 2020, the number of visits to physical contact points followed the epidemic situation 
in Brussels. Visitor Services halted its face-to-face activities in March, and then followed the rhythm of the reopening and closing of museums 
throughout the year.
The team also continued to develop publications, including the preparation of a new version of the city map (to be published in 2021) and the 
finalisation and publication of the first official visit.brussels Guide.
Two rooms in the experience.brussels permanent exhibition have been fitted out or adapted: “Memories of a Region” (improving accessibility for 
people with reduced mobility) and “Instructions for Use” (updating information). 
Finally, as with the other departments and units, the remaining budget was invested in the 2020 recovery plan, and in particular the implementation 
of the Hygiene Label in the points of physical contact to ensure their reopening at the same time as the museum spaces.  

Outlook for 2021
With the absence of visitors due to COVID-19, the teams did everything possible to prepare for the future and ensure the satisfaction of tomorrow’s 
visitors. These investments will continue in 2021, particularly in the optimisation of the back office for better interaction with Brussels’ tourism 
customers. An updating of the experience.brussels educational exhibition is also on the agenda for 2021, as well as the strengthening of the 
collaboration with the European Parliament on Station Europe.

Client Experience

NEW INTERNAL ORGANISATION 

The Client Experience department is the operational arm of visit.brussels. Its name clearly expresses its mission: to create experiences for 
customers: business and leisure tourists, Brussels residents and Belgians, and thus strengthen their ties with the destination. These field 
experiences also allow the cluster to feed the organisation’s strategy. 

About fifty employees divide their activities into three units, dedicated to the different targets: Visitor Services, B2B Events and B2C Events. 
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Transversality, exchanges and co-creation:  
visit.brussels gets a new structure
2020’s major project, the implementation of a new internal organisation aims to strengthen transversality, collaboration and co-creation, both 
within visit.brussels and with its many partners in Brussels’ tourism industry. This approach also makes it possible to better understand the 
expectations of visitors, whoever they may be: business or leisure tourists, international, Belgian or Brussels. 

The activities are divided between four departments, with General Management in the centre: Customer Experience, Media, Finance & Operating 
and Strategy & International. The HR and Logistics departments are attached to General Management.

Client Experience Media Finance & 
Operating

Strategy & 
International

https://visit.brussels/en/sites/experiencebrussels/
https://visit.brussels/en/article/latest-news/Station-Europe


B2B Events
Mission and objectives
The B2B Events unit organises meetings between Brussels’ tourism partners (hotels, venues, cultural activities, attractions, etc.) and their professional 
targets, both for business and leisure tourism: online tourism agencies, trade fair and congress organisers, etc. 
To do this, the department analyses the market, looks for interesting platforms (trade fairs, workshops, meetings, etc.) and orchestrates Brussels’ 
presence at events aimed at professionals and meeting the needs of its partners. It also contributes to the revenue of visit.brussels, in particular 
through the organisation of its own events. 
Finally, as a single entry point for Brussels’ tourism partners, the B2B Events unit supports the other teams at visit.brussels with their projects, 
particularly through the collection of field information. 

2020 in enkele hoofdpunten
In 2020, the B2B Events department coordinated Brussels’ presence at two face-to-face trade shows: Fitur (Madrid) in January and RDA (Cologne) in 
May. Together, these involved 17 partners and generated 300 business meetings. 
Many other trade fairs or meetings were postponed and/or cancelled during the year, making way for virtual meetings. Among these, the virtual IBTM 
World (Barcelona) and WTM (London) fairs enabled the exposure of 14 partners and generated 210 meetings. 
The unit organised several events of its own, both in person and online: the Brussels Ambassadors Night (March), honouring the actors who promote 
Brussels as a congress destination; the European Association Summit (March), bringing together major professional associations; the Career Day 
(November), organised for tourism students; the visit.brussels Awards (December), which rewards tourism-related sectors; and visit.brussels Day 
(December), dedicated to tourism partners. Only the first two were able to take place face-to-face. 
The B2B Events unit has also been very involved in visit.brussels’ 2020 relaunch plan. It participated in the development of the Brussels Health & 
Safety Label’s protocol, and then managed the Health & Safety Fund to help partners meet the label criteria. By the end of 2020, 88 tourism partners 
had obtained this label.

Outlook for 2021
When faced with the health crisis, the team put its creativity to work to reinvent 2020’s events and maintain support for Brussels’ tourism partners. 
They will continue to do so in 2021, to ensure that professional events are held in three possible ways: face-to-face, virtual and hybrid.

B2C Events
Mission and objectives
The B2C Events unit aims to be an example of visitor welcoming by setting up and organising events for the general public, in close contact with 
visitors and inhabitants of the Brussels-Capital Region. 
These events position the destination for international and local tourists by focusing on Brussels’ key themes, such as comics and gastronomy. They 
are unifying and offer great socio-economic potential for all related sectors.
The unit also organises events that are complementary to the visit.brussels management contract, such as Bright Brussels or the I Love Science 
Festival, and manages the destination’s presence at several trade fairs and exhibitions organised in Brussels for the general public.

Key points from 2020
2020’s calendar of events for the general public in Brussels was heavily disrupted by COVID-19. 
Two events, which were a real source of added value for the sectors concerned, were held face-to-face. In mid-February, Bright Brussels attracted 
some 390,000 visitors, despite unfavourable weather conditions, with a walking tour featuring some twenty artistic light installations. The Comic 
Strip Festival was also maintained, in a museum format adapted to the circumstances. Renamed Experience BD, the event offered 10,000 visitors a 
visit to ten exhibitions in ten different universes over ten days at Tour & Taxis.
Many other events had to be postponed and then cancelled, requiring permanent changes to schedules, organisation and possible format according to 
the health measures: the I Love Science Festival and Digital Spring (postponed from April to November and then cancelled), the Iris Festival (cancelled 
a few days before the date, in May), Pride Festival 2020 (planned in May, postponed then cancelled), Bordeaux Wine Festival (scheduled for June and 
cancelled) and EAT.brussels (scheduled for September, postponed to November in an adapted format and then cancelled). 
The B2C unit also contributed to visit.brussels’ 2020 recovery plan by managing the event enhancement fund. This fund, meant to support organisers, 
was initially intended for events in 2020. An adapted budget mechanism has made it possible to extend this support for events scheduled for 2021, 
such as Digital Spring. 

Outlook for 2021
Efforts made in 2020 to try to adapt the planned events will not have been in vain. More agile and creative, the team plans to maintain the entire 2021 
event calendar. Several scenarios are planned depending on the evolution of health measures, including hybrid formulas such as for the I Love Science 
Festival - Digital Spring double event or the Iris Festival 2021. 
The B2C unit will also ensure the presence of visit.brussels at several public events, such as Batibouw (virtual edition), the Foire du Livre (decentralised 
edition) or the Brussels Travel Festival 2021 (adapted version of the Holiday Fair). 
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https://www.ifema.es/en/fitur
https://www.rda-expo.de/en/cologne
https://www.ibtmworld.com/
https://www.ibtmworld.com/
https://www.wtm.com/london/en-gb.html
https://visit.brussels/en/article/the-2020-brussels-ambassadors-night
https://visit.brussels/en/sites/eas
https://visit.brussels/en/sites/awards/
https://visit.brussels/en/article/visit.brussels-days-2020
https://bright.brussels/en/
https://comicsfestival.brussels/
https://comicsfestival.brussels/
https://tour-taxis.com/
https://ilovescience.brussels/en
https://digitalspring.brussels/
https://irisfestival.brussels/?_ga=2.231769372.220523881.1619177789-1236874139.1619177789
https://www.pride.be/en
https://www.bordeaux-fete-le-vin.com/bflv.html
https://eat.brussels/
https://digitalspring.brussels/
https://ilovescience.brussels/en
https://ilovescience.brussels/en
https://digitalspring.brussels/
https://irisfestival.brussels/?_ga=2.231769372.220523881.1619177789-1236874139.1619177789
https://www.batibouw.com/fr
https://flb.be/
https://www.brusselstravelfestival.be/


Communication 
Mission and objectives
The Communication team coordinates external communication initiatives on behalf of various internal clients of visit.brussels. It sets the strategy 
and planning according to the targets and communication channels, and then mandates the Editorial team and Studio, which then produce the tools. 
At the end of the process, Communication analyses and reports on the results. When needed, it also collaborates with external partners, such as for 
the 2020 campaign to boost Brussels’ tourism.
This centralised approach, in collaboration with the other two units of the Media department, promotes brand compliance and consistency in 
communication projects, as well as measuring their impact. 

Key points from 2020
The destination relaunch campaign was the Communication unit’s major project in 2020. It aimed to support Brussels’ notoriety and to differentiate 
its tourist and cultural offer, in a period of limited travel and, therefore, strong competition with other European capitals. 
Launched under the slogan “no Brussels without us” on 15 June, this campaign capitalised on the soul of the people of Brussels, a real specificity 
of the destination, as an invitation to visit them with a series of variations according to the tourism sectors (hospitality and catering, culture, green 
spaces, nightlife, etc.). It was deployed both online and offline, on all media: posters, TV ads, social networks, partnerships with various media and 
influencers, press relations, etc. The campaign was deployed in phases, the first aimed at inhabitants of the capital, the second focused on national 
audiences and the third targeted neighbouring international visitors. However, the campaign had to be re-evaluated and adapted in the light of the 
changing health situation. 

Media

NEW INTERNAL ORGANISATION 

The Media department manages all of visit.brussels’ external communication. It promotes Brussels’ image, its tourism offer and the visit.brussels 
organisation across all media channels in a 360-degree strategy, of which digital is an essential axis. 

Some 35 employees are divided into three units that interact within the department: Communication, Editorial and Studio. 
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Cross-disciplinary exchange and co-creation:  
visit.brussels adopts a new structure.
2020’s major project, the implementation of a new internal organisation aims to strengthen cross-disciplinary collaboration and co-creation, 
both within visit.brussels and with its many partners in Brussels’ tourism industry. This approach also makes it possible to better understand the 
expectations of visitors, whoever they may be: business or leisure tourists, international, Belgian or Brussels.

The activities are divided between four departments, with General Management in the centre: Customer Experience, Media, Finance & Operating 
and Strategy & International. The HR and Logistics units are attached to General Management.

Client Experience Media Finance & 
Operating

Strategy & 
International



In addition to this large B2C component, this vast communication project also aimed to federate the B2B partners of visit.brussels, encouraging 
players in the sector to seize the opportunity of the crisis to rethink their activity (with, for example, the development of ‘touchless’ and ‘corona-proof’ 
initiatives). 
In 2020, Communication also coordinated the communication of two face-to-face events - Bright Brussels and the Brussels Comic Strip Festival 
- as well as numerous virtual events held throughout the year. It also supported two promotional campaigns for the Brussels Card until the end of 
December: an exceptional operation with a reduced price of €20, and a free 48-hour card for overnight stays in the capital.

Outlook for 2021
After an interruption during the 2nd lockdown at the end of October, the campaign to revive tourism in Brussels resumed at the beginning of 
December, to accompany the partial recovery of the cultural sector. 
The relaunch will continue in 2021, with a view to supporting visit.brussels’ local partners and creating inspiration around the destination. New 
campaigns, adapted to the changing health situation and new media consumption habits, will be planned and implemented. 

Editorial
Mission and objectives
Editorial is responsible for the content of all of visit.brussels’ online and offline publications in four languages (French, Dutch, German and English). 
Mainly based of briefings from Communication, it writes content for visit.brussels’ social networks, its two websites (visit.brussels and agenda.
brussels), the numerous newsletters dedicated to cultural life, the expatriate community in Brussels, meetings, congresses and associations sectors, 
etc. 
It also manages relations with the national and international press and acts as the organisation’s spokesperson. 

Key points from 2020
In 2020, when the company reorganisation started, Editorial worked on the optimal functioning of its activities, which were created by the merger 
of several teams. 
In terms of press relations, activities were largely dedicated to crisis communication, with the aim of maintaining permanent contact with the tourist 
clientele and promoting the destination. visit.brussels maintained a sustained presence in the press, with more than 3,000 articles published in the 
written press and online. The unit gave more than 100 interviews to the national press and handled more than 100 requests from foreign journalists. 
Over 200 press releases were written and sent out. In addition, two major press trips were organised, as well as a dozen reactive trips and a virtual 
trip prepared in collaboration with the Studio unit (and deployed in January 2021). 
Editorial also developed the action plan for visit.brussels’ social networks, which had more than 400,000 followers on Facebook and 127,000 on 
Instagram by the end of 2020. As with the press relations, the objective was to maintain Brussels’ reputation, provide information on tourism and 
culture and reassure people about health and safety measures. 
Finally, dozens of communication tools were produced to support the projects of visit.brussels’ teams: brochures, newsletters, leaflets, articles, 
guides, communication campaign materials, websites, exhibition materials, etc. 
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Outlook for 2021

In 2021, Editorial will continue to work on Brussels’ business and leisure tourism reputations, ensuring a strong presence of online and offline content 
through visit.brussels’ various communication channels.

Studio 
Mission and objectives

Studio is responsible for the creation and production of all visit.brussels’ communication media: posters, mailings, presentation material, 
advertisements, videos, radio and TV ads, web portal, etc. 

It is also responsible for the technical management and graphic design of the visit.brussels and agenda.brussels websites and manages the photo 
library in collaboration with the company’s photographer.

The objective is to develop effective and innovative communication tools, in line with visit.brussels’ identity. Studio mainly implements its projects 
on the basis of briefings from Communication, but it is also the single point of contact for any internal team requiring the production of an online or 
offline publication. 

Key points from 2020

In 2020, Studio worked on variations of the relaunch campaign concept for several media: online advertisements, press ads, internally produced TV 
ads, etc. 

It created and produced all the communication tools for the virtual and face-to-face events organised by visit.brussels. It also collaborated on the 
production of numerous communication media, with a strong growth in digital and interactive media, which generate engagement. 

At the end of the year, Studio, in collaboration with Editorial, developed a virtual press trip to present the destination. This virtual press trip took place 
in January 2021. 

The visit.brussels website, managed by Studio, had stable traffic, slightly up on 2019: 2,469,219 open sessions, 4,239,051 page views and 1,916,455 
users. In addition to the regular updates, the team has started to redesign the ecosystem of this site, drafting the specifications. 

Outlook for 2021

In 2021, Studio will continue to support the Communication and Editorial teams, as well as the various departments of visit.brussels, in the creation 
and production of communication tools. It will also continue its sustainability policy, which began in 2020, including a voluntary reduction in paper. 

The new ecosystem of the internal visit.brussels website should be deployed in the course of 2021.
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Income Services
Mission and objectives
Income Services manages part of visit.brussels’ revenue and runs the organisation’s own projects: the Tram Experience (discovery of Brussels 
gastronomy on board a converted tram), guided tours of the Town Hall, the ‘last minute’ ticketing service Arsene50, which enables widespread access 
to cultural events, and the ticketing platform for visit.brussels’ partner cultural and tourist operators. It also operates the BIP conference centre 
(Brussels Info Place, the Brussels-Capital Region’s showcase reception complex), sells media space and manages the sponsorship of certain projects. 
By generating the organisation’s own income, Income Services is able to justify the trust placed in visit.brussels by the Brussels-Capital Region and 
the subsidies it is granted.

Key points from 2020
As far as the Tram Experience is concerned, 2020 was spent renovating the tram. This investment, together with sponsors’ support, made it 
possible to review the interior and exterior layout and to adapt the tram to Brussels Health & Safety Label standards. Everything was also prepared 
- partnerships, collaborations with chefs, communications, database, etc. - for the resumption of activities as soon as hotels, restaurants and bars 
could reopen.
Guided tours of the Town Hall were heavily affected by the COVID-19 crisis. Income Services organised a total of 307 tours and sold almost 1,723 
tickets over 6 months. It also carried out a promotional campaign for the Dutch public.
Fully digitalised and responsive since 2019, the Arsene50 ticketing service distributed 17,750 tickets in 2020, mostly during the first quarter. Income 
Services also redesigned the back office of the platform to make it more stable and intuitive. It also deployed promotional initiatives when possible 
(flyers, social networks, partnerships...). 
Income Services also operates a ticketing platform for various museums, attractions and external partner events. This saw the sale of 63,692 tickets. 
The platform also assisted museums in booking time slots for visits, in compliance with COVID-19 measures. Finally, the unit selected a partner 
for the replacement of the ticketing software following a call for tenders and launched a new public contract for the replacement of the electronic 
payment system. Both projects will enable the deployment of a state-of-the-art ticketing system with new features that improve the customer 
experience.
From March onwards, the BIP was strongly impacted by the crisis. 254 meetings or conferences were organised during the year, generating a 
turnover of €152,086.28. In addition to the implementation of the Health & Safety Label, the unit took advantage of this reduction in activity to invest 
in fitting out the rooms, in particular their digitalisation (with video streaming equipment) to enable hybrid events to be held. A new mini-website has 
also been created in preparation for the recovery.

Finance & Operating

NEW INTERNAL ORGANISATION 

The Finance & Operating department brings together visit.brussels’s general services and support. It plays an essential intermediary role in the 
functioning of all the organisation’s teams.

Its activities are divided into three units which together employ 27 people: Income Services (commercial activities generating own revenue), 
Internal Services (support services including IT support, governance and the purchasing unit) and Accountancy.
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Cross-disciplinary exchange and co-creation:  
visit.brussels adopts a new structure.
2020’s major project, the implementation of a new internal organisation aims to strengthen cross-disciplinary collaboration and co-creation, 
both within visit.brussels and with its many partners in Brussels’ tourism industry. This approach also makes it possible to better understand the 
expectations of visitors, whoever they may be: business or leisure tourists, international, Belgian or Brussels.  

The activities are divided between four departments, with General Management in the centre: Customer Experience, Media, Finance & Operating 
and Strategy & International. The HR and Logistics units are attached to General Management. 
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In terms of partnerships (sale of media space in visit.brussels’s communication tools), the unit adapted the Let’s Meet business tourism brochure, 
with the creation of a digital catalogue. It also consolidated its collaboration with the European Parliament, the only partner of 2020. Finally, to 
support the tourism sector, it offered free access to its existing advertisers as well as to technology and incentive companies, particularly affected 
by the crisis. 
Sponsorship activities did not generate any income in 2020. The unit invested a lot of energy in relationships with sponsors and in the reorganisation 
and cancellation of planned partnerships. 

Outlook for 2021
Income Services turned this year of crisis into an opportunity to improve its projects and ensure their future development. 
The Tram Experience is ready to welcome visitors with a completely refurbished tram, an adapted corporate offering and consolidated partnerships. 
As for the guided tours of the Town Hall, Income Services is still aiming to increase the number of its Dutch visitors. 
The unit will also continue to develop the marketing of its two online ticketing platforms, now with more powerful tools. The Arsene50 ticketing 
service intends to see a return to the figures achieved before the crisis (45,000 tickets per year) in 2021. It also aims to develop the offering, notably 
with the major Flemish cultural institutions and theatres in Brussels. 
Prospecting and development work will also continue for the BIP. The technological equipment ordered in 2020 will be installed in 2021, and 
communication will also be renewed, with the launch of the new website and the publication of new brochures. 
In terms of partnerships and sponsorship, Incomes Services intends to resume and consolidate its collaborations as soon as possible, depending 
on how the health situation evolves. The now cross-disciplinary approach and collaboration with the other visit.brussels teams will support this 
evolution. 

Internal Services 
Mission and objectives
Internal Services comprises three cross-disciplinary support units: Governance, Purchasing and IT support. 
As a Brussels public interest organisation, visit.brussels carries out its activities within a framework of missions and objectives defined in its policy 
letter, with performance indicators issued by the Brussels-Capital Region. 
As such, Internal Services enacts the action plan, the policy letter, budgets, grants and the financial audit. The unit centralises and carries out all visit.
brussels purchases and legal actions. Finally, it manages the organisation’s IT and telephony environment and provides support to users. 

Key points from 2020
The centralised governance and purchasing units set up in September 2020 aim to strengthen the coherence of visit.brussels’ activities and optimise 
their management, while facilitating the work of the organisation’s employees. They are currently being developed with tools to ensure greater 
transparency and an effective cross-disciplinary approach, and should be fully operational by summer 2021.
In 2020, the team started to set up a purchasing unit which will eventually centralise all orders and purchases within visit.brussels, as well as relations 
with suppliers. This approach will provide an overview of budget consumption and compliance with public procurement rules. It will also make it easier 
to inform suppliers and bidders, and optimise the purchasing process through an overall, integrated approach. Finally, it will allow the other visit.
brussels teams to concentrate more on their core activities, relieving them of these administrative and management aspects. 
For its part, the Governance unit began developing project overview sheets in 2020. Tracing the path of a project from its objectives to its evaluation, 
these sheets will serve as a framework for each visit.brussels employee when starting a project. As with centralised purchasing, this approach 
will enhance transparency and cross-disciplinary collaboration, providing a clear framework and process which focuses on results. It will enable 
us to draw up an overall, visible schedule of the activities undertaken, and will make the work of the cross-disciplinary teams more efficient. For 
Governance, the project overview sheets will ensure that each project is in line with the framework and objectives set by the Brussels-Capital Region.

Outlook for 2021
For both purchasing and good governance of activities, the implementation of a centralised and cross-disciplinary approach will enable visit.brussels 
to optimise and improve its procedures, streamline collaboration with suppliers, and thus improve the quality of services and products.   
In terms of purchasing, 2021 will be a benchmark year, with the launch of public procurement contracts that best encompass and represent the needs 
of the organisation with its cross-disciplinary vision. The Governance unit will gradually take on a consultative role, offering visit.brussels’ teams 
advice and best practices to facilitate and develop their work.
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International Development
Mission and objectives 
The International Development unit places Brussels on the international map of conferences and trade fairs (MICE - Meetings, Incentives, Conferences 
& Exhibitions), focusing its approach on the five Brussels centres of excellence: life sciences and bio-pharma, ICT, sustainability and clean technologies, 
creative industries and media, and business services. 
It aims to strengthen the image of Brussels with the world’s major associations and conference organisers, as well as leisure tourism professionals. 
Its activities cover field research (potential customers, needs analysis, new growth sectors, etc.), promotion of the destination and canvassing. 
The 13-strong team based in Brussels is in charge of the local market and multi-market projects, while five tourist attachés promote the destination 
in the five priority markets (Germany, Spain, France, Italy and the Netherlands). The department also works with agencies representing Brussels 
tourism in the United States, the United Kingdom, BRIC countries (Brazil, Russia, India, China) and Dubai. 

Key points from 2020
In early 2020, before the first COVID-19 lockdown, International Development hosted 90 international conferences in Brussels and two technical 
visits. During the year, it also processed 328 requests for potential conferences and trade fairs, including six applications.  
Unable to actively promote the destination, the unit was mainly involved in the management of two tourism recovery funds: the digital technology 
investment support fund (112 applications approved for the implementation of digital and hybrid solutions in venues), and the support fund for B2B 
conferences, meetings and events (57 applications approved for subsidies to event organisers affected by the crisis). 
In addition, the team, including the foreign attachés, continued their contact and analysis work, in order to gauge the potential for collaborations in 
the years to come. It also supported its customers in the search for solutions in both the MICE and leisure sectors: development of hybrid proposals, 
cancellation of events, keeping Brussels in tourism programmes, etc. 

Outlook for 2021
The COVID-19 crisis has led to a major shift in the MICE and charity sectors, and hybrid solutions are emerging as a benchmark model for the future. 
With a large portfolio of venues with a capacity of 500 to 1,500 people, as well as several that are highly exclusive, Brussels has many assets to 
position itself as a European hub for hybrid conferences. To enable this, the team put together a register of venues equipped to host hybrid events. 
In the leisure sector, in addition to culture and heritage, International Development is developing a luxury tourism offering, for which there is a growing 
demand. A register and several collaborations are also being put in place.
For 2021, International Development’s objectives remain unchanged. In both the MICE and leisure sectors, it will continue to position and market 
Brussels in its 12 priority markets, with a specific focus on neighbouring countries. It will also maintain contacts with markets further afield, via the 
agencies that represent it there. The first MICE events in Brussels, in hybrid format, are expected to resume in September 2021. 

Strategy & International

NEW INTERNAL ORGANISATION 

The Strategy & International department lays the strategic foundation for visit.brussels. It contributes to the organisation’s positioning and 
supports its development, by informing its various units about the opportunities and expectations of its partners and clients.

Its activities are divided into three units, which together have 46 employees: International Development, Marketing Strategy and Industry 
Coordination. These three complementary units work in synergy, reinforcing cross-disciplinary exchange and consistency.
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Cross-disciplinary exchange and co-creation:  
visit.brussels adopts a new structure.
2020’s major project, the implementation of a new internal organisation aims to strengthen cross-disciplinary collaboration and co-creation, 
both within visit.brussels and with its many partners in Brussels’ tourism industry. This approach also makes it possible to better understand the 
expectations of visitors, whoever they may be: business or leisure tourists, international, Belgian or Brussels.

The activities are divided between four departments, with General Management in the centre: Customer Experience, Media, Finance & Operating 
and Strategy & International. The HR and Logistics units are attached to General Management.

Client Experience Media Finance & 
Operating

Strategy & 
International



Marketing Strategy 
Mission and objectives
The Marketing Strategy unit implements visit.brussels’ marketing strategy. It supports the organisation in adopting the strategy that is most effective 
and best suited to the needs of its partners and customers. 
The unit supports operational teams, by centralising market information, issuing recommendations and analysing the results of campaigns and 
initiatives undertaken. 
Based on input from the sector, it identifies priority targets and segments as well as their needs. It analyses market opportunities in order to optimise 
the positioning of Brussels’s cultural and tourist offering. Finally, as a knowledge centre for Brussels tourism, the unit provides visit.brussels’ partners 
with useful information, notably through regular surveys and newsletters. 
The team also works on the strategy for the visit.brussels brand and its spin-off brands (EAT.brussels, Bright Brussels, the Brussels Comic Strip 
festival, visit.brussels Awards, Health & Safety Label, etc.) in order to develop a consistent image that is recognisable to all. It also supports the 
organisation in its approach to sustainability and accessibility. 

Key points from 2020
In 2020, Marketing Strategy supported visit.brussels’ teams with the permanent change brought on by the health crisis, by collecting and analysing 
information on the choices, needs and expectations of Brussels’ tourism customers. 
The team helped develop the 2020 Recovery Plan by defining the targets of each initiative implemented, and carried out the operational oversight of 
the funds put in place for the sector (scoreboard, monitoring of applications, etc.). It also monitored specific projects in this plan, such as:
• Defining a sustainability plan, based in particular on a calculation of the environmental impact of tourism in Brussels;
• developing a special dashboard available to partners so they could find out the latest figures;
• creating a newsletter to inform partners of the latest trends and share studies and examples of best practice.
Finally, the unit was involved in the organisation’s digital transformation, supporting the teams to provide the most appropriate digital solutions to 
hit their targets. It also participated in specific communications about Brussels’ green spaces.

Outlook for 2021
In 2021, Marketing Strategy will continue the activities undertaken in 2020. It was also involved in various one-off projects, such as redesigning the 
web ecosystem (various websites, social networks, etc.) with the Media department. The objective was to conduct a review of the best structure to 
adopt, taking into account the many targets, and to define the most efficient way to produce this structure. The digital tools would then be gradually 
updated. 
Also with the Media department, work began to clarify the brand architecture and to develop a brand book and bring it to life. This work will then 
enable consistent and harmonious implementation in the operational departments. 
As far as data is concerned, the department will begin a review, with a view to optimising data collection (B2B and B2C) and its use in visit.brussels’ 
communications.  
Finally, at the beginning of 2021, Marketing Strategy collected the opinions and expectations of Brussels residents regarding tourism for the first 
time. This survey was part of visit.brussels’ desire to ensure that tourism develops in line with the priorities of the capital’s inhabitants. The first 
analyses show that the people of Brussels are satisfied with the economic and social role of tourism. They highlight their desire to be more involved 
in its development. 

Industry Coordination
Mission and objectives
The Industry Coordination unit is the link between visit.brussels and its partners. Its mission is to federate and mobilise the various players in the field 
towards a strategy that promotes Brussels’s tourism offering. It identifies the needs of partners in order to help visit.brussels’ departments respond 
to them better and ensures that the capital’s offer is correctly passed on to the visitors concerned. 
Its 18 employees work in several sectors: culture (including performing arts, contemporary art, design, museums and exhibitions, heritage, new 
art, pop culture and jazz, street art, comic strips and digital entertainment), hotels and tourist accommodation, event venues, restaurants, food & 
beverages, sport, tourist attractions, Destination Management Companies, tours, heritage, venues, districts & municipalities, education, international 
associations, Professional Conference Organisers, centres of excellence, Europe Direct, filming, the nightlife sector & the LGBT community. Their job is 
to support and enhance the value of partners active in these sectors, create innovation and growth with them, and develop synergies to promote and 
strengthen the image of the Brussels-Capital Region. Listening to the partners, they organise various information initiatives with them (newsletters, 
meetings, brainstorming, etc.) and appropriate training courses throughout the year.

Key points from 2020
In 2020, all of visit.brussels’ sector partners were strongly affected by the COVID-19 crisis. Only the film sector has escaped this trend, with many 
applications and film shoots in the capital.  
Industry Coordination focused its efforts on designing the five tourism support funds set up by visit.brussels: for B2C and B2B events in Brussels; for 
investment in touchless technologies; for investments in health and safety related to the Health & Safety Label; for congresses, meetings and B2B 
events and for investment in digital technologies. It helped to define them according to the priority needs of partners, who were the main target of 
the support provided. 436 eligible applications were submitted and 426 were finalised, representing a total amount of €4,566,648.31.
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The unit was also very active in the development of the 2020 Recovery Plan, in an unprecedented co-creation process with partners from various 
sectors. This approach enabled it to gather regular and progressive feedback from the field, and consider recovery initiatives and scenarios. To do this, 
the team was able to bring together 360 people digitally, in sectoral and multi-sectoral meetings organised throughout the year. It also set up more 
than 200 individual meetings and participated in the implementation of numerous specific recovery initiatives:
• Creating a continuously updated web page to inform visitors of the applicable rules;
• negotiating a special price for the purchase of protective equipment by partners;
• implementing an e-learning platform (continued in 2021);
• in addition to the campaign, promoting the museums’ heritage to maintain the visibility of Brussels’s tourism offering;
• support for healthcare staff, with the creation of a street art work as a tribute to healthcare professionals and distributing free Brussels Cards to 
hospital staff in the region.

Outlook for 2021
Continuing the approach begun in 2020, Industry Coordination is actively contacting partners to continue the tourism recovery in 2021. This 
consultation work, through meetings and individual encounters, allows us to take into account their perception and needs, and to gather relevant 
ideas for the future. 
The team works closely with the other visit.brussels departments, both B2B and B2C. The aim is to ensure the availability and consistency of the 
offering on the ground and to pass this on to the teams responsible for providing it to visitors. 
In 2021, Industry Coordination will play an important role in attracting (back) the people of Brussels, across all target groups. Here, special work is 
being carried out with the districts and communes to highlight the offering (culture, activities, catering, etc.) and to promote the city to its inhabitants, 
beyond the absolute city centre. Attracting local tourists and tourists from neighbouring regions is an important issue for the short and medium term 
revival of tourism. 
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Support funds for tourism, culture and events in Brussels
Faced with the complete cessation of tourism and cultural activities, visit.brussels, together with the Brussels-Capital Region, created and managed 
five support funds to help stakeholders in the sector equip themselves in terms of health, security or touchless services, strengthen their digital 
development, deal with the crisis in the events industry, etc.
These funds, with a total budget of €5 million, were designed in co-creation with visit.brussels’ partners and launched in June 2020. Applications 
and calls for projects were closed at the end of October. Operators could only submit one project per fund (except for the support fund for B2B 
conferences, meetings and events) but the different funds could be combined. 
436 eligible applications were submitted and 426 were finalised, amounting to a total of €4,566,648.31.

The Health & Safety Label

2020 ACTION AND RECOVERY PLAN

To enable the resumption of tourism and cultural activities, the Brussels-Capital Region and visit.brussels designed a health safety label. This 
label was developed, from April, with the international certification company SOCOTEC and officially launched on 5 July 2020. Its objective was to 
reassure and inform visitors about the quality and safety of Brussels’ infrastructure in a highly competitive international context. 

The Brussels Health & Safety label is free of charge and aimed at all those involved in tourism and culture who wish to use it: attractions and 
museums, accommodation, guided tours, hotels, restaurants and cafés, events and fairs, etc. Its protocol was drawn up by the visit.brussels 
teams in close collaboration with federations and partners in the sector, and developed over months in accordance with the directives of the 
National Safety Council. It was then approved by SOCOTEC.

In order to obtain the Health & Safety Label, the operator must prove - via an application - that it complies with the prevention measures and rules 
established to ensure safe contact and protect public health. Once the application has been accepted, the applicant receives a certificate and the 
necessary material (visuals, poster, etc.) to be displayed on their facade or window. In addition to this on-site visibility, the label was promoted as 
part of a communication campaign orchestrated by visit.brussels. To ensure proper implementation, establishments bearing the label are subject 
to random audits, carried out by the certification company.

By the end of 2020, around one hundred Brussels tourism and cultural partners had been awarded the label. The project’s development is 
continuing in 2021, with new communication campaigns and the renewal of the annual label by partners.
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2020 Action and Recovery Plan
The action plan initially planned by visit.brussels for 2020 was severely disrupted by the health circumstances linked to the COVID-19 pandemic.

To support the tourism, events and cultural sector through this unprecedented crisis, the organisation drew up a vast recovery plan, in co-creation 
with its partners and in harmony with the recommendations of the World Tourism Organisation. The budget released by the Brussels Government 
made it possible to set up a number of major projects such as the creation of a Health & Safety Label, the creation and management of five support 
funds for Brussels partners and events organisers in Brussels, support for venue booking and digitalisation and the design and deployment of a 
360° image campaign. It also created a continuously updated webpage, to inform visitors of the applicable rules, negotiated discounted prices 
for the partners purchasing protective equipment, set up an online training platform (continued in 2021), created a newsletter informing partners 
of the latest trends and shared studies and examples of best practice, supported healthcare staff, created a work of street art as a tribute to 
healthcare professionals and distributed free Brussels Cards to staff in the Region’s hospitals.

Internally, the teams invested in digitising and redesigning the organisation to better meet its needs and those of the market. The new 
organisational structure that was put in place strengthens the cross-functionality of projects while bringing them closer to the partners and 
clients of Brussels tourism. 

Health & Safety 
Label 

 

Support fund 
for tourism, 
culture and 

event in 
Brussels

Image 
campaign 

Promotion of 
the Brussels 

Card 

Continuing 
the recovery in 

2021

https://www.socotec.be/fr/
https://www.unwto.org/


Support fund for investments in health and safety related to the “Health & Safety Label
This fund was developed to help tourist, cultural and heritage attractions and event venues (museums, theatres, cultural centres, concert halls and 
cinemas, tourist buses, guided tours, leisure parks, venues, etc.) to acquire the Brussels Health & Safety Label. It supported initiatives to put in place 
hygiene equipment (masks, hand sanitiser, etc.) and social distancing measures (signs, walls, etc.), in order to welcome visitors under optimal health 
and safety conditions. 
The total budget available was €500,000, with a maximum of €10,000 per operator. Out of 69 applications, 63 were found to be eligible, amounting 
to a total of €400,521.26. 51 applications were finalised by the end of December 2020.

Support fund for investments in “touchless” technology
This fund was aimed at Brussels’ tourist, cultural and heritage operators. It aimed to facilitate the reopening of the various attractions and cultural 
infrastructure by supporting the development of touchless services: online ticketing, traffic control systems, scanning, audio systems for guides, 
digital solutions to reduce health risks, etc. 
The total budget available was €500,000, with a maximum of €10,000 per operator. Out of 143 applications submitted, 118 were found to be eligible, 
amounting to a total of €763,089.55. 84 applications were finalised by the end of December 2020.

Support fund for B2C & B2B events in Brussels
This fund aimed to help organisers of Brussels B2B and B2C events (festivals, indoor and outdoor events for the general public, conferences, 
symposiums, etc.) meet visitor health and safety expenses: protective and hygiene equipment, flow management, traffic and counting equipment, 
security or guarding costs, stewards, volunteers for the application of health measures, costs involved in implementing touchless ticketing solutions, 
etc.
The total budget available was 1€,500,000, with a maximum of €10,000 to €25,000 per operator, depending on the size of the audience concerned. 
213 applications were submitted, of which 98 were found to be eligible for a total of €1,137,355.25. 66 applications were finalised by the end of 
December 2020.

Support fund for B2B conferences, meetings and events
This fund aimed to support the organisers of B2B events (at least 200 participants, 2 days and one night in Brussels) by granting them a subsidy to 
go towards payment for their event venue in 2020. The total budget available was €2,000,000 with a maximum of €50,000 per event (accounting for 
50% of the maximum room rental). Following cancellations over the months, this fund was extended for events planned before the summer of 2021. 
57 applications were submitted, of which 49 were eligible for a total of €1,241,344.43. 39 applications were finalised by the end of December 2020.

Support fund for investment in digital technologies
This fund aimed to support partners’ investment in sustainable digital technologies to meet new customer expectations, enhance their experience 
and maintain access to the cultural and tourist offer: digitalisation of communication, implementation of on-site digital experiences or acquisition 
of audiovisual equipment facilitating the organisation of hybrid events.  The total budget available was €500,000, with a maximum of €30,000 per 
operator, accounting for 50% of the total investment amount and 100% of the total amount for the installation of the ‘visit.brussels touch’ cultural 
and tourist information screens.
113 applications were eligible, for a total amount of €1,024,337.82. 111 applications were finalised by the end of December 2020. 

Image campaign
To support the destination and set it apart in a period of drastically reduced travel and therefore strong competition, visit.brussels deployed a vast 
360° communication campaign, with a budget of €1,800,000. 
This image and awareness campaign capitalised on the human element, the unique soul of the people of Brussels that drives the capital and 
distinguishes it from its competitors. It had to be as broad as possible, in order to attract B2C customers to Brussels and support tourist and cultural 
consumption. It also had to be promising for B2B targets, in order to encourage partner operators in tourism and culture to rethink their activities in 
the face of the crisis (with, for example, the development of ‘touchless’ and ‘corona-proof’ initiatives). 
Launched on 15 June under the slogan ‘no Brussels without us’, it was initially aimed at the capital’s inhabitants. It was then deployed at the national 
level, as an invitation to Belgians to spend time in Brussels with a series of calls to action according to the tourism sectors (hotels and restaurants, 
culture, green spaces, nightlife, etc.). In a third phase, in July, it targeted visitors from neighbouring countries (France, the Netherlands, Germany, etc.), 
but this wave had to be interrupted in August due to the negative developments of the international health situation.
The investments and the course of the campaign had to be regularly reviewed in light of the crisis. The campaign was halted again during the second 
lockdown in mid-October, only to resume in early December with the reopening of museums and some cultural spaces. 
In a 360° approach, ‘visit Brussels, visit us’ was rolled out across all types of media - posters, TV ads, social networks, partnerships with various 
media and influencers, press relations, etc. - with a major digital component that reached more than 20 million people. 
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Promotion of the Brussels Card
The Brussels Card 48h allows visitors to discover Brussels, with discounted rates for various cultural and tourist activities. 
To attract visitors during the summer and encourage them to stay, visit.brussels set up an initiative to reduce the price of the Brussels Card (€20 euros 
instead of €36), from 1 July to 15 September 2020. The ‘Brussels Card 48h for €20’ promotion was launched with all the reseller partners, including 
visit.brussels, affiliated attractions and museums, and online tourism agencies, among others. 
The campaign focused mainly on domestic visitors but also targeted Northern France and the Netherlands, when health measures allowed. It was 
advertised on posters (Brussels area) and social networks (Google and Facebook/Instagram) and in the national press.  
A second initiative was implemented from 15 August 2020. In order to attract new bookings and encourage tourists to stay in Brussels, visit.brussels 
gave the Brussels Card to leisure visitors for all overnight bookings made directly with a hotel. This promotion was suspended during the second 
lockdown in October and re-launched when museums reopened in December, until 3 January 2021.

Continuing the recovery in 2021
Maintaining Brussels’ tourism and cultural offer is a priority and a challenge for 2021. In order to achieve this, visit.brussels has begun drafting 
its 2021 recovery plan, again in co-creation with its partners. More than 200 individual meetings were held in January 2021 with stakeholders, 
generating more than 100 concrete ideas. Faced with this global problem, particularly at European level, the 2021 recovery plan is in line with the 
European Tourism Manifesto.
Four scenarios were defined according to the possible health developments: from complete lockdown to international opening, with flexible initiatives 
according to these scenarios. As such, the organisation will continue to involve and support its partners through sectoral and multi-sectoral meetings, 
training and tools. 
Brussels tourism continues to aim for 10 million overnight stays per year, a figure that would have been reached - or even surpassed - in 2020 if not 
for the pandemic. For visitors from neighbouring countries, visit.brussels hopes to return to 2019-level numbers in 2022. For distant countries, a 
return to normality isn’t envisaged before 2024 or 2025.
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Transparency
Non-profit organisation visit.brussels applies the circular of 18/09/2018 on the application of Article 11 of 
the joint ordinance of the Brussels-Capital Region and the Joint Community Commission of 14 December 
2017 relating to the transparency of the remuneration and benefits of Brussels’ public representatives.

In the Transparency Report (in French), you can find the following info for 2020:
• The remuneration of directors;
• The 2020 budget.
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NAAM VOORNAAM FUNCTIE TAAL  START MANDAAT   EINDE MANDAAT ZITPENNINGEN

Medhoune Ahmed Président FR 8/12/2017 20/05/2020   € 2700

Lelon Frank Vice-Président NL 9/03/2015 20/05/2020   € 2400

Miller Benoît Administrateur FR 16/04/2018 20/05/2020   € 480

Rigodanzo Vanessa Administratrice FR 25/01/2016 20/05/2020    -

Van Damme Pieter Administrateur NL 9/03/2015 20/05/2020   € 120

Dermine Alexandre Administrateur FR 9/03/2015 20/05/2020   € 480

Vilain Xiiii Charles-Eric Administrateur FR 9/03/2015 20/05/2020   € 360

Lalieux Karine Administratrice FR 7/12/2017 7/10/2019  -

Jodogne Cécile Présidente FR 20/05/2020 20/05/2025   -

Maselli Ilaria Vice-Présidente FR 20/05/2020 20/05/2025   € 2100

Van de Velde Nicolas Administrateur FR 20/05/2020 20/05/2025   -

Lelon Frank Administrateur NL 20/05/2020 20/05/2025   € 840

Maimouni Mourad Administrateur FR 20/05/2020 20/05/2025   € 600

Gailly  Jenna Administratrice NL 20/05/2020 20/05/2025   € 840

Secrétant Marie Administratrice FR 20/05/2020 20/05/2025   € 840

Obeid Stephane Administrateur FR 11/12/2019 11/12/2024   € 600

Delphine Houba Administratrice FR 7/10/2019 7/10/2024 -

Reinhard Tom Administrateur NL 20/05/2020 20/05/2025 -

Sterling Olivia Administratrice FR 20/05/2020 20/05/2025 -

TOTAAL   € 12 360

OVERZICHT ZITPENNINGEN 2020
Leden Raad van bestuur & Algemene Vergadering 

Bezoldiging van de bestuurders

TRANSPARANCY REPORT 

https://visit.brussels/site/binaries/content/assets/pdf/barometres/transparence_des_mandats_et_remunerations-_inventaire_des_marches_publics_2019_fr.pdf
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BOEKHOUDKUNDIGE 
ENTITEIT OPDRACHT   PROGRAMMA   BEGROTING   VASTGESTELDE 

RECHTEN
%age         

REALISATIE

n°M n°P

VISIT 01 001 Algemene Financiering Algemene financiering vanwege de GOB 12 721 000,00  13 127 057,72 103%

VISIT 01 004 Algemene Financiering Algemene financiering vanwege  
de Federale overheid 220 000,00  166 000,00 75%

VISIT 01 005 Algemene Financiering Algemene financiering vanwege de  
instellingen van de Europese Unie 40 000,00  37 000,00 93%

VISIT 01 006 Algemene Financiering Algemene financiering vanwege de Franse 
Gemeenschapscommissie 25 000,00 25 000,00 100%

VISIT 01 007 Algemene Financiering Algemene financiering vanwege Vlaamse 
Gemeenschapscommissie 50 000,00 50 000,00 100%

VISIT 01 008 Algemene Financiering Algemene financiering van de Vlaamse 
Gemeenschap 25 000,00 25 000,00 100%

VISIT 02 001 Specifieke Financiering
Specifieke financiering afkomstig van de 

GOB
170 046 000,00  15 045 000,00 88%

VISIT 02 002 Specifieke Financiering Specifieke financiering afkomstig van de 
Stad Brussel 350 000,00 199 000,00 57%

VISIT 02 003 Specifieke Financiering Specifieke financiering afkomstig van de 
geconsolideerde instellingen 73 000,00 79 928,27 109%

VISIT 02 005 Specifieke Financiering Specifiek Financiering afkomstig van de 
Franse gemeenschap 450 000,00 191 425,00 43%

VISIT 02 006 Specifieke Financiering Specifieke Financiering afkomstig van de 
Franse Gemeenschapscommissie 40 000,00 29 000,00 73%

VISIT 02 008 Specifieke Financiering
Specifieke financiering afkomstig van de 

Vlaamse
Gemeentschapcommissie

62 000,00 62 000,00 100%

VISIT 03 001 Eigen ontvangsten Verkopen 3 080 000,00 2 557 866,59 83%

TOTAL  34 182 000,00 31 594 277,58 92%

NUMMER

OPDRACHT   PROGRAMMA

n°M  n°P   Kredieten Uitvoering Kredieten Uitvoering Kredieten  Uitvoering   % realisatie Kredieten  Uitvoering

01  001
Beheer van de human 

resources en de materiële 
middelen

Personeel  12 620 000,00  12 574 851,67 0,00 0,00   12 620 000,00   12 574 851,67  97,04% 0,00 0,00

01  002
  Beheer van de human 

resources en de materiële 
middelen

Algemene 
kosten

 8 566 000,00  8 276 737,33 0,00 0,00   2 866 000,00   2 781 162,27  97,04% 0,00 0,00

02  001
Ondersteuning van de 
specifieke opdrachten 

verbonden met toerisme
Evenementen  18 696 000,00  16 456 212,68 0,00 0,00   18 696 000,00   16 047 537,62  85,83% 0,00 0,00

 39 882 000,00 37 307 801,68 0,00 0,00  34 182 000,00  31 403 551,56  91,87% 0,00 0,00

NUMMER VARIABELE VEREFFENINGS-
KREDIETENVASTLEGGINGS KREDIETEN VEREFFENINGS-KREDIETENVARIABELE VASTLEGGINGS

 KREDIETEN

Begroting gerealiseerd in 2020


