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Executive Summary
This report analyses the different strategies used with the planning and destination management used by New Zealand tourism. It  has provided comparisons with other nations practices including Australia, Canada and Ireland. This report  identifies some similar strategy practices, as well as strategies which are quite different. This report also includes some recommendations from some of the other nations which could greatly benefit New Zealand’s strategy planning and destination management.
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Introduction
Most tourists today base their choice of destination which offers variety, additionally their choice reflects on the appropriate market segmentation (Golja and Po, 2012). Therefore, it is vital for travel destinations to analyse and assess their destination with a variety of strategies. This report will be looking at New Zealand or Aotearoa in Maori (Tourism.nz, 2020). This spectacle of true beauty and photogenic brilliance is made up of two land masses, with numerous small islands (Tourism.nz, 2020). By looking at New Zealand’s strategic tourism management this will explore the various strategies currently utilised, and see if it can provide value, vision and direction for the future of New Zealand tourism. Internationally New Zealand is recognised internationally for being a friendly, safe and beautiful country to visit according to the Tourism New Zealand Report (2018).  New Zealand is enriched with Māori culture and this provides an authenticity to New Zealand’s tourism and is seen as a key performance indicator (Tourism New Zealand Report, 2018). Due to its geographic isolated location New Zealand needs to ensure that connectivity with international tourists is maintained (Tourism New Zealand Report, 2018). New Zealand would additionally need to ensure that its tourism strategy does not just benefit international tourism, but it benefits the domestic tourism market (New Zealand-Aotearoa Government Tourism Strategy, 2019). To deal with the growing tourism numbers, it is vital for New Zealand tourism success to have effective planning and strategy.
Strategic planning with New Zealand Tourism 
Efficient strategy is a key component to the success of tourism. Strategy can be defined in various terms. According to Olsen, M.D. West, J.J and Tse, E. (2008) strategy is a process of constant resource allocation which can be directed by competitive methods which can add value to the place. However, according to Golja and Po (2012) strategy is a method which utilizes it capabilities. The United Nations World Tourism Organisation (UNWTO) (2020) provides guidance and assistance by providing best practices with policies and governance models to support the destinations tourism sector at the different levels national, regional and local  areas of destinations. In addition, the UNWTO (2020) calls for collaboration with many different organisations to assist with a destinations management and interests working towards the same goals. Furthermore, having a clear objective with some distinguished strategic visions can allow organisations to implement strategy much more effectively. In relation to New Zealand tourism strategy, it is led by the Ministry of Business, Innovation and Employment with the Department of Conservation (New Zealand-Aotearoa Government Tourism Strategy, 2019). Furthermore, there are other parts of the New Zealand government which have important roles which assist with New Zealand’s tourism strategy such as: Tourism New Zealand, Ministry of Culture and Heritage to name a few (New Zealand-Aotearoa Government Tourism Strategy, 2019). There are also other agencies outside of the government that sit separately connect and support the tourism system such as Tourism Industry Aotearoa and Colmar Brunton (Domestic Tourism Insights, 2020). These agencies support the international education, regional economic development of New Zealand. 
What are the values and mission of New Zealand Tourism ?
Following the understanding of strategy, it is important to apply strategy with management planning. According to Mintzberg (1987) there are five strategic visons with planning which are: Plan, Pattern, Position Perspective and Ploy. All of these five perspectives assist an organisation to deliver its strategy in an orderly manner. By applying Mintzberg’s five P’s theory it is clear that New Zealand applies this theory through their own strategy. Tourism in Aotearoa (2020) describes New Zealand tourisms goals as:
Visitor
Community 
Environment
Economic

By having a well-functioning tourism strategy, New Zealand will be able to create and build upon new meaningful partnerships. In addition to its tourism goals, it is clear that ‘Sustainability’ continues to be at the heart of its overall strategy according to the Tourism in New Zealand Report (2014). In relation to the overall goals of sustainable growth tourism in New Zealand, it is identified that the strategy aims to achieve better outcomes of tourism to enrich New Zealand and to make it productive, sustainable and all-encompassing growth (New Zealand-Aotearoa Government Tourism Strategy, 2019). This strategy supports the New Zealand governments focus for creating a clean, green and carbon free New Zealand (New Zealand-Aotearoa Government Tourism Strategy, 2019). The sustainable growth strategy can potentially boost New Zealand’s current economy, which can enrich the nation by bringing prosperity to regions (New Zealand-Aotearoa Government Tourism Strategy, 2019). As part of the ‘Tourism 2025 and Beyond’ sustainable growth, according to Tourism in Aotearoa (2020) New Zealand has used key words from Maori culture to identify deeper values of New Zealand’s sustainable growth which are: 
Kaitiakitanga- Guardianship and protection of the natural features and cultural resources which will benefit the future and current generations.
Manaakitanga- By showing hospitality, generosity, respect and care for others. 
Whanaungatanga- a feeling of a family connection and a sense of belonging which is built on working together sharing experiences.
Where New Zealand focuses on sustainability and community development as its main strategy, some countries have quite different strategies. For example, the strategy in  Canada is quite different. Canada identifies itself as being out paced with its tourism  compared to other nations (Canadian Tourism Report,2019). Canada’s main goal is focused on creating more middle-class jobs in the tourism sector. If this is achieved this could be the first step to unlock the Canadian tourism potential by creating more tourism jobs and opportunities which could possibly increase Canada’s competitiveness. Part of Canada’s tourism strategy is focused around sustainability, but it is not its main area of concern (Canadian Tourism Report, 2019). 
Part of New Zealand’s tourism strategy focuses not just on the destination itself, but the people’s thoughts and feelings about tourism. The ‘Mood of the Nation’ report contains valuable information about New Zealander’s thoughts and perceptions of tourism (Tourism in Aotearoa, 2020). This survey is conducted twice a year and over 1000 New Zealanders are interviewed in this process. The report is an effective way to bring the local populations thoughts and perceptions to light (Mood of the Nation, 2019). By having the local populations feedback about tourism is clearly shows how New Zealand’s biggest export is tourism. The importance to New Zealand can clearly be seen. In contrast a country such as Ireland could possibly benefit from a ‘Mood of the Nation’ report because their tourist industry does not receive the same amount of interest as New Zealand. When looking at Tourism Ireland report (2018), there is nothing that shows any consultation with the population of Ireland. Possibly by having inclusion from the local population of Ireland by using a ‘Mood of the Nation’ report the tourism board could make improvements within the country’s tourism. Goals and objectives are crucial guidelines to follow for any strategy to be a success, with this being said its important to have creative marketing to capture the domestic and international visitors. 
New Zealand Product Development 
It is essential for a destination to have some form of product development or unique selling point. The UNWTO (2020) describes a tourism product as a combination of tangible and intangible elements, whether that is urban tourism, sports tourism and mountain or  rural tourism to name a few. This such strategy represents a form of marketing mix and creates an ambiance for potential customers. (UNWTO, 2020).
In relation to New Zealand, even though it is considered to have benefits from adventure tourism, New Zealand has greatly benefited from ‘Film tourism’. According to Pinchefsky (2012) there has been a 50% increase of international tourist arrivals into New Zealand since the release of ‘The Lord of the Rings Trilogy’.  Even though it is worth only one percent of New Zealand’s tourism it is valued at £27 million USD, and that 80% of New Zealand’s target audience understands that ‘Lord of the Rings’ was filmed in New Zealand (Pinchefsky, 2012). In comparison with Irelands tourism, they had benefited similarly to their tourism industry following the ‘Game of Thrones’ series. According to Carroll (2019) the series has created a boom with Irelands tourism, and since the filming started Ireland draws tens of thousands which visit set locations and spend approximately £30 million each year.  Film tourism is widely recognised across the globe as a driving force which has social and economic benefits (Connell, 2012). However New Zealand’s tourism could have a second boom of tourism as it had been announced that ‘The Lord of the Rings’ returns for filming the widely anticipated TV series (BBC News, 2019). It could be argued that New Zealand sits at ‘Rejuvenation’ in relation to the ‘Butler Model’ (Muangasame, 2014). As film tourism is very profitable, New Zealand’s tourism could have a second boom with its tourist industry. As destinations across the world have various products, it is vital to market locations product in various ways.
New Zealand Marketing Strategy
Effective marketing is crucial to a tourist destinations development. New Zealand is seen to have effective and recognised tourism branding. The New Zealand brand of the 100% Pure New Zealand is built upon such a strong global presence and branding over the last 20 years, with the ‘100% Pure New Zealand’ brand is highly recognised globally and domestically within New Zealand (Tourism in New Zealand Report, 2014). There is a rising concern regarding the deterioration in New Zealand’s environment, as well as the global sustainability concerns. This being said it is more important than in previous years to ensure that the broader perspective of New Zealand’s brand is acknowledged  and understood (Tourism in New Zealand Report, 2014). There is more emphasis put on the use of ‘Social Media Marketing’, as social media is described as a digital word of mouth and is an accessible form of effective communication to potential customers (Pan and Crotts, 2012). Approximately 83% of international tourists feel safe using social media sources for travel recommendations (Tourism New Zealand, 2020). Social media plays this crucial role for tourists when they are planning their travels. The 100% Pure New Zealand is on numerous select social media platforms including Instagram, You Tube and Facebook (Tourism New Zealand (2020). 
If New Zealand’s social media marketing is compared with another country, Australia’s campaign ‘There’s Nothing Like Australia’ which also uses numerous digital and social media platforms provides emphasis to the competitive market and takes Australia to a global audience according to Tourism Australia (2019). It could be argued that where Australia focuses on overall tourism for social media marketing, New Zealand has tailored its social media marketing to mainly ‘Backpackers’ or adventure tourists, it is seen to have other forms of marketing the country. Tourism New Zealand have introduced a new innovative campaign which displays content from some back packing social media influences doing challenges across New Zealand (Tourism New Zealand, 2017). This strategy for New Zealand is highly effective as the campaign is expected to reach 850 thousand backpackers across the three core markets: The UK, Germany and Australia (Tourism New Zealand, 2017). New Zealand can learn from Australia’s social media strategy, as Australia targets a global audience instead of New Zealand focusing around smaller market segments.
In further comparison of the two nations they both seem to attract very similar types of tourists. By using Plog’s Psychometric tourist theory (1974, cited in Muangasame, 2014) there are two different types of psychometric tourist which range from Dependable to Venturer. it could be argued that both Australia and New Zealand attract the Venturer tourist as both nations have impeccable landscape and heavy emphasis with adventure tourism. From New Zealand’s Marketing strategy its important to analyse how tourisms impact benefits the country financially.
New Zealand Financial Value
Financial stability can benefit destinations in many ways. It can increase gross domestic product (GDP) and it can create jobs and opportunities. From analysing tourism in New Zealand, it has been identified that tourism annually contributes $16.2 billion New Zealand Dollars (NZD) or 5.8% GDP (Tourism in Aotearoa, 2020). Additionally, tourism in New Zealand makes up for 14.4% of New Zealand’s  employment with a total number of 229,566 employed according to Tourism in Aotearoa, 2020. When New Zealand is compared with another country, for example Australia. Australian tourism contributes to $60.8 billion Australian dollars or 3.1% GDP (Australian Government, 2019). Furthermore, Australian tourism employs 666,000 people or 5.2% of Australia’s work force (Australian Government, 2019). This has clearly identified New Zealand relies on tourism much more than Australia due to New Zealand’s tourism GDP being higher. However, even though Australia’s GDP is lower than New Zealand, Australia generates more financially compared with New Zealand. Even though both nations have high valued tourism, a major crisis such as an earthquake, terrorism or what has been recently seen a virus pandemic
Coronavirus strategies
The Coronavirus outbreak has spread across the world, crippling infostructure and had significant impact on tourism industries internationally. New Zealand reacted quickly to lock down the country and set up the world’s toughest border restrictions (ITV News, 2020). When Coronavirus cases began to fall, Tourism New Zealand began to focus on domestic tourism and social media campaigns encouraged New Zealanders to travel safely (Tourism New Zealand, 2020). In addition, the Domestic Insights Report (2020) has given travellers advice about adjusting the way they travel, for instance by converting day trips into overnight stays. Consequently, as virus cases continued to fall in New Zealand and Australia a future strategy has been considered between the two countries. Some of the Pacific Island nations such as Fiji are keen to be involved in this strategy (Conforti, 2020). This Trans-Tasman Covid-safe travel zone will aim to benefit trade, both economies and tourism in effort to revitalise both nations (Conforti, 2020).  However, with the travel restrictions lifted travellers would need still need to be cautious about the dangers of spreading the Coronavirus. 

Conclusion 
This report has reflected on the tourism strategies applied to New Zealand. Throughout the report New Zealand’s tourism strategy had been examined and compared with other nations tourism strategies across the world. Strategies and goals are clearly important guidelines for executing any plan. Furthermore, comparisons between the tourism goals of New Zealand and Canada were analysed. They both are different from each other and they are both focused on the local population in different ways. New Zealand’s product has such unique selling points such as film location tourism, which has seen to have clear benefits with tourism to New Zealand following the ‘Lords of the Rings’ trilogy. This was compared with Ireland and the ‘Game of Thrones’ series. Both nations had similar outcomes from ‘film tourism’ and both destinations remain popular travel destinations for film location reasons. There is clear product value to the Brand of New Zealand. New Zealand’s marketing strategy was compared With Australia’s, more specifically social media. Australian tourism targets to a global demographic, whereas New Zealand markets to thrill seekers. It was identified that New Zealand’s GDP was greater than Australia, however Australian tourism is valued much more. New Zealand adjusted its strategy to accommodate for domestic travellers following the Coronavirus outbreak. To kick-start the New Zealand economy a Trans-Tasman bubble strategy with Australia could be a forward strategy for both nations’ economies to recover.
Recommendations
Generate more interest in New Zealand, and consider more diverse target audience
Continue to include Maori culture and its teachings in tourism
Add other nations in the region such as Fiji to the ‘Trans-Tasman bubble’.
Keeping up with technological advances by enhancing marketing tools such as social media
Observe other countries strategic tourism strategies
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