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1. Introduction

In the contemporary age, overall tourism development is mainly directed towards tourists, guests, and clients. On the other hand, tourism is considered one of the most profitable industries worldwide and has immense importance for every country (Vukotic & Vojnović, 2016). 

In Canada, the tourism industry generates $102 billion annually. It produces 1.8 million jobs and composes more than 2% of the country’s gross domestic product (GDP), as written in Canada’s latest tourism strategic report (2019). Given the enormous part tourism plays in Canada’s economy, it released a tourism growth strategy report last year. 

Strategic planning and management involve the set of strategic choices and goals made by certain entities such as companies, organizations, or countries. These strategies are then managed so the entities can effectively implement them to reach desired outcomes. In a nutshell, it is the process of looking at an organization’s future and the development of procedures and operations to achieve specific objectives (Vukotic & Vojnović, 2016; Hill & Jones, 2001). 

Since tourism is vulnerable to internal and external shocks such as economic crises, natural disasters, pandemics (most recently, the COVID-19 pandemic), and conflicts, tourism strategic planning and management are highly important for countries to survive (Jiang, Scott, & Ritchie, 2018). 

Aside from the aforementioned shocks, tourism is also subjected to competition on a regular basis. Hence, tourism strategic planning and management are crucial. Policy makers and stakeholders must make, develop, and implement strategies that are beneficial to both tourists and destinations. Such reports also help countries’ tourism economies from destabilizing (Rate, Moutinho, & Ballantyne, 2018). 


2. Canada’s Implemented Strategic Tourism Planning Model: A Review

The overarching objective of Canada’s tourism strategy is to allow tourism to drive economic growth and create jobs in all regions of the country. It is based on the recognition that every Canadian community has something to offer and can aspire to be a destination in its own right. Canada’s tourism strategy consists of three pillars, which are innovations focused on boosting the tourism economy (Innovation, Science, & Economic Development Canada, 2019). 
The following excerpts in this section were taken from Canada’s tourism growth strategy report entitled “Creating Middle Class Jobs: A Federal Tourism Growth Strategy” published in 2019. 
[bookmark: _b92m3uqya0p7]2.1 Pillar 1 — Building Tourism in Canada's Communities
To grow and benefit from tourism, communities must exploit and develop the characteristics that make them special. In doing so, they will be better able to convince tourists to get off the beaten path, explore the lesser-known parts of the country, and to visit during the off-peak seasons (p. 19).
The strategy recognizes that a competitive tourism sector starts with a commitment to quality and differentiation. This means that Canada must offer exciting, compelling and singular offerings for tourists to see, do and, increasingly, share via social media. If Canada is to be widely known as a premier international destination, unique products and experiences are vital to stand out in a crowded field (p. 19).
The Canadian Experiences Fund has five key product lines for investment:
[bookmark: _iz4hdh4zzxqg]2.1.1 Winter and Shoulder-season Tourism
While Canada is known for its winters, spectacular fall colors and rugged northern landscapes, our peak season remains the summer months. By investing in winter and shoulder season offerings, the Canadian Experiences Fund will strengthen an advantage for which Canada is already well known, while providing more reasons to visit in the off-peak seasons (p. 19). 
[bookmark: _zdbnwmj3p27]2.1.2 Indigenous Tourism
The Canadian Experiences Fund will help Indigenous Peoples present their histories, traditional stories, creative arts and contemporary values to the world, while creating new economic opportunities (p. 20). 
[bookmark: _drl4ii3x24vn]2.1.3 Rural and Remote Tourism
The Canadian Experiences Fund will prioritize investments in rural and remote areas to create middle class jobs and new economic opportunities in communities, and to entice tourists to lesser known parts of the country (p. 20). 
[bookmark: _o2cuqxvefnca]2.1.4 Farm-to-Table/Sea-to-Table and Culinary Tourism
While Canada is a great place to eat, meet and sample local wines and craft beers, only 20% of our visitors come here for such pleasures. To capitalize on this, the Canadian Experiences Fund will prioritize investments in projects like culinary trails, Indigenous culinary experiences, food festivals and farmers' markets, as well as onsite experience development such as breweries, wineries, farms, fisheries and maple syrup producers (p. 21). 
2.1.5 Inclusive Tourism
The Canadian Experiences Fund will prioritize investments in LGBTQ2 tourism. Among supported projects, we will expand LGBTQ2 Diversity Training and Market Readiness programs in order to provide safe and respectful sites that everyone can enjoy across Canada. Funds have also been allocated to support both major Pride festivals, which have become international tourism attractions, and other smaller Pride events are invited to work with Fierté Canada Pride and the Regional Development Agencies to seek funding through the Canadian Experiences Fund (p. 21). 
[bookmark: _ci87nswtonru]2.2 Pillar 2 — Attracting Investment to the Visitor Economy
[bookmark: _kj71u8mls4zg]Working Better Together
To improve coordination among jurisdictions and help attract private investment into the sector, this strategy will establish Tourism Investment Groups in every region of Canada to enable the development of impactful tourism projects, including large scale destination projects (p. 21).
[bookmark: _ice1z9xqlxzb]2.2.1 Federal Partners
Within the federal government alone, several departments and agencies have key roles in tourism. The participation of these agencies in the new federal tourism strategy is a significant step toward ensuring sustained growth in Canadian tourism (p. 21).
[bookmark: _aw6ytohwzl4e]2.2.2 Alignment with the Provinces and Territories
The federal government will work through the Tourism Investment Groups to become a more effective partner to each of the regions, enabling promising products to be developed and ensuring that investments are coherent and congruent (p. 22). 
Provincial and territorial partners will also be invited to the table to participate in identifying opportunities and aligning investments (p. 22).  
[bookmark: _rzjtocqyosls]2.3 Pillar 3 — A Renewed Focus on Public-Private Collaboration
As part of the Federal Tourism Growth Strategy, the new Table was launched in spring 2019. It provides a unique platform for targeted actions to stimulate and sustain growth in Canada's tourism sector. Government working collaboratively with industry in this way will ensure that tourism is on the front lines of economic policy-making, so that challenges are effectively addressed and strategic opportunities are seized to grow the visitor economy and create good middle class jobs (p. 22).
3. An Analysis of Canada’s Implemented Strategic Tourism Planning Model

In order to analyze Canada’s strategic tourism planning model properly, the SCEPTICAL (Social, Cultural, Economic, Physical, Technical, International, Communication & Infrastructure, Administrative & Institutional, and Legal & Political) Analysis will be used (Rate, Moutinho, & Ballantyne, 2018). 

Given that tourism involves inter- and intra-connected societies, Canada touched on various communities that could help its tourism industry. Canada explicitly mentioned the LGBTQ community, indigenous community, and rural communities in its tourism planning model. The ministry also explained how these communities can help in growing Canada’s tourism, which shows that the country seriously takes into consideration the social factors at play in its reach for better tourism. 

Additionally, Canada mentioned unique cultural offerings that might help attract more international tourists to the country. Among these are gastronomic journeys, festivals, and immersions. In this case, Canada evidently knew that culture plays a huge role in determining the choice of international tourists. After all, international tourists are mostly adventurous travelers who always want to experience something new. 

Economically speaking, Canada made a wise decision to tap private sectors to improve its tourism industry. Doing this can result in a win-win situation in which Canada will see a growth in its tourism industry, and private sectors will appreciate their investments. As stated in the full report, Canada’s budget for tourism in 2019 is higher than that of 2017. 

According to Rate, Moutinho, & Ballantyne, the physical analysis in their model pertains to the ecological aspect (2018). However, Canada’s tourism strategy report did not mention anything related to the environment. This is a disadvantage since having clauses related to taking care of the environment and sustainability can draw in tourists. 

Despite Canada’s lack of ecological attention, its technical aspect is something to be applauded. Its strategy report touched on the use of technology to market its tourist destinations. Focus was given to social media to promote Canada’s tourism industry. This will clearly benefit the country as many people nowadays rely on information they find online. Furthermore, the information they get online heavily affects their travel destination choices. 

Canada is also attempting to utilize its international relations to attract tourists. It gave enough emphasis on international tourists in its strategic model, which could potentially benefit the country. After all, Canada is an English-speaking country, which means that tourists can go there with confidence of not being lost due to language barriers. Moreover, Canada’s visa processing is easy for many countries. 

Next, Canada had clauses in its strategic tourism planning model which would be more likely effective in boosting its tourism industry. Allotting a huge budget for the improvement of infrastructure such as train systems for tourists and the maintenance of popular tourist destinations would help encourage more tourists to choose Canada.

Canada’s federal and provincial partnerships are excellent strategies because they affect the operation of businesses such as hotels, restaurants, and parks. Making sure that the provincial and federal governments are in tune will greatly benefit the tourism industry, administrative- and institutional-wise. 

Lastly, Canada’s recognition of the importance of tourism shows that the legal and political aspects of its tourism strategy are flourishing. The messages given by the Prime Minister, Minister of Tourism, Official Languages & La Francophonie, and Chair of the Advisory Council on Jobs and the Visitor Economy at the beginning of the report shows that Canada is taking tourism seriously. 

4. Canada’s Strategic Tourism Planning Model: Issues and Implications

4.1 Canada’s High Cost of Accommodation

Canada’s strategic tourism planning model duly recognizes that accommodation in Canada can be lucrative. However, it was only recognized.

This is an issue worth tackling, as Canada is an expensive country to travel to. Despite the presence of Airbnb’s and motels in Canada, accommodation remains lucrative. 

Since the cost of accommodation remains the main concern for travelers to Canada (LaMondia & Bhat, 2011), the non-existence of a potential solution to this issue may cost Canada some international tourists, especially backpackers. Backpackers are known to save money while traveling, so they might eliminate Canada from their destination list. 

4.2 Canada’s Concentration on Big Cities

The second issue in Canada’s strategic planning model is the unbalanced attention it gave to its rural and urban destinations. While it is true that Canada has certain clauses for addressing the lack of tourists in rural areas, the attention on urban infrastructure remains bigger. 

This is an issue since travelers prefer the urban landscape due to the great number of accommodation, tourist spots, and restaurants among others (Khan, 2018). Moreover, hosts and towns in rural areas might sense the bias Canada’s tourism strategy model has towards the big cities. As a result, this can discourage the said hosts to not optimally perform to improve their accommodation, maintenance of potential tourist destinations, and other types of travel-related service. 

5. A Comparison: Canada, France, and Spain

The following is a comparison of Canada’s, France’, and Spain’s strategic tourism planning models. France and Spain were chosen since they are the most visited destinations in the world, according to the latest report of the United Nations World Tourism Organization (2019). Again, the SCEPTICAL Analysis by Rate, Moutinho, & Ballantyne (2018) will be used to compare the three countries’ strategic models. 

	
	Canada
	France
	Spain 

	Social
	Inclusion of LGBTQ community and indigenous people
	Inclusion of handicaps and LGBTQ community 
	Inclusive, but not specified

	Cultural
	Unique cultural offerings such as gastronomic journeys, festivals, and immersions. 
	Unique cultural offerings focused on brand destination. Touches on wine, cruise, and golf tourism as well. 
	Unique cultural offerings focused on architecture, food, and historical places. 

	Economic
	Public-private partnership
	Public-private partnership
	Public-private partnership

	Physical
	None was found
	Focus on ecotourism
	Focus on sustainability goals set by the UN

	Technical
	Use of social media to boost tourism
	Use of digital practices to boost tourism
	Strengthening of digital marketing strategy

	International
	Visa processing made easy for many countries
	Accelerated visa policy 
	Improved visa management

	Communication & Infrastructure
	Increased budget for buildings and transport systems
	Increased budget for tourism engineering
	Budget for public spaces, infrastructure, and transport systems

	Administrative & Institutional
	Federal and provincial partnerships
	Regional partnerships
	Narrowing the gap between cities and smaller towns 

	Legal & Political
	Recognition of top public officials of the importance of tourism
	Recognition of top public officials of the importance of tourism
	Recognition of top public officials of the importance of tourism



(Canada’s Creating Middle Class Jobs: A Federal Tourism Growth Strategy, 2019; France’s National Tourism Strategy, 2019; General Guidelines of the Sustainable Tourism Strategy of Spain 2030, 2019) 














6. Conceptual Framework for Improvement
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7. Relevant and Current Theories

A practical strategic tourism planning model for Canada would be based on various theories. The first theory used as a basis for the said model was discussed in class. Abraham Maslow’s hierarchy of needs is the best theory of motivation. It states that each person has needs ranked according to its intensity (Maslow, 1954). Many theories based on tourism demand have been based on Maslow's ideology. 

An excellent model for Canada is one that taps on the physiological needs (Maslow, 1954) of tourists, since humans will always opt to fulfill it first. Delicious food was already offered in Canada’s gastronomic tours. However, accommodation is crucial because shelter and sleep are among a tourist’s physiological needs. Thus, as suggested in the conceptual framework, Canada’s strategic model must include the improvement of accommodation. 

The Psychographic Theory by Stanley Plog (1974) can also be used to craft a practical model. According to the theory, tourists can be classified into different personalities. Their personalities affect their destination choice and traveling pattern. Hence, Canada must create a list of activities and pinpoint certain tourist destinations that can cater to all of the personalities described by Plog. By doing this, a tourist will more likely choose Canada because it can cater to his or her wants.

Moreover, according to Lew (2018), the knowledge of the world is the basis for the consciousness of the world. Tourists desire to visit a place that they are aware of. The motivation for such can be explained through the sense of place theory, which is an emotional connection between people and places. This theory is heavily used in explaining patterns of leisure and travel  (Raymond, Kyttä, & Stedman, 2017). Thus, a practical model is one that induces the sense of place among tourists so they will be encouraged to visit and keep coming back to Canada. 

8. Conclusion

Most components of Canada’s strategic tourism planning model are excellent. The model was highly detailed and precise. It is inclusive, has a good grasp of how important tourism is, and strikes a good balance between the role of the government and private sector. 

However, Canada’s strategic tourism planning model contains some flaws. These flaws can easily be fixed, however, with the guidance of the SCEPTICAL Analysis Model and relevant theories. 

Canada is already at a great position in terms of tourism, but its quest to reach greater heights proves that tourism can contribute more to its economy. 
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