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[bookmark: _Toc42629127]Executive summary

This report discusses the Mexican tourism industry, utilising key theories from Mintzberg (1998), Butler (1980), and Novelli (2005) to examine the management, policy and strategy that Mexico employs to promote itself as a tourist destination. The report also scrutinises the historic and current tourism policies and determines how well they have been executed and embedded within the country. Finally looking at recommendations of how Mexico can strengthen its tourism offering going forward. 
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Tourism management is essential to the successful development of a tourism destination. Within tourism management lies many areas which need to work cohesively in order to create a full developed and successful destination.  One area, and arguably the most important, is policy and strategy. The policy and strategy implemented within the tourism destination is crucial. It is also important that both policy and strategy are implemented within tourism management in order to gain the most value from a destination. With policy defined as “a set of ideas or plans that is used as a basis for making decisions” (Collins, 2020), it is imperative that a tourism destination has a clear tourism policy which will allow the destination to implement effective strategies to successfully complete the policy objective and also flourish as a tourism destination. 

It should be noted that as part of the review process and research of Mexico as a destination, there was a language barrier. There were issues accessing a range of reports, however the key reports which have been chosen to focus on for the report are the OECD along with the Visit Mexico Website.

Mintzberg (1998) explains that a strategy is the plan implemented to help complete major goals or policies within an organisation. Latham (2017) goes further to suggest that strategy is a framework to help with decision making.  It helps a company or organisation to define their end goal which in turn will mean that the organisation can avoid losing its strategic direction, evade spending extra on resources and cease to allow confusion to ensue. By implementing a clear strategy, an organisation, tourist board or country can establish the value it can offer to its customers and use policy in order to achieve its strategic targets. By identifying its target market, a country can recognise how to implement a strategic approach including the use of policy in order to attract and keep tourists visiting their country. By applying the Mintzberg’s (1998) 5 P’s framework, a tourism destination can plan, ploy, pattern, position and gain perspective. Once again allowing them to successfully complete their tourism strategies and objectives. 
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The third largest country in North America, Mexico offers culture, heritage and beauty and could be seen as the perfect travel destination (Smith, 2017). With its pristine beaches, low cost and abundant culture, Mexico is particularly appealing to its closest and most influential neighbour, The United States of America. Mexico has embraced tourism and the country is now the number one destination for tourists in the United States. As such the international tourism receipts for the country have developed steadily over the past few years (Figure 1). With tourism accounting for 8.7% of the country’s GDP, it is important that Mexico implements effective tourism strategies in order to maintain its steady growth within the tourism field. 

According to Butler (1980), the six main stages for a products life are; exploration, involvement, development, consolidation, stagnation and decline (Szromek, 2019). As Mexico is so diverse as a tourist destination, it could fit into multiple areas of the model. Cancun for example, could fit into the consolidation segment given that tourism is well developed here. However, other areas in Mexico may only just be entering the exploration phase of Butlers model in terms of tourism. This could give Mexico an opportunity to avoid decline within the country’s tourism lifecycle by utilising areas of the country which are still relatively unexplored and marketing these to new varying types of tourists. 

Understanding that much of the Mexican tourism industry is relatively new and falls within the development stage is crucial when implementing tourism policy and strategy for the country. Whilst it is important for Mexico to take understanding from some of the policies and strategies implemented by the world’s leading tourism destinations, it is as important for Mexico to compare its offering with that being offered by countries at a similar point in Butler’s product life cycle. 
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In order to implement effective strategy, the Mexican government have developed a Ministry of Tourism whose role includes, policy, planning, development, quality and regulation (OECD, 2020). The Mexican government have also developed a 2019-24 National Development Plan with the aim to strengthen communities and ensure the welfare of all Mexicans (OECD 2, 2020). The National development plan includes creating a Tourism Diplomacy Council with the sole purpose of improving how Mexico as a tourist destination is viewed abroad. 

However, this policy is not new. The tourism review of 2017 examines how Mexico planned to boost the productivity of the indigenous communities. Therefore, the question arises as to how effective Mexico’s tourism policies are and whether they are just passing policies on from one development plan to the next (OECD, 2017). 

Nevertheless, Mexico has invested heavily in the tourism industry in recent years. There are now numerous tourism bodies each utilising the overarching strategy set out by the government and published in the National development plan (Figure 2). With the introduction of the new 2019-24 tourism plan comes the implementation of a social approach aiming to take the countries tourism in a diverse and inclusive direction.

Having previously developed its tourism industry around the mass market (Fariza, 2017), the new tourism programme aims to create a more balanced approach to tourism within the country. This balanced approach will allow for new ‘attraction clusters’ and aim to diversify the Mexican tourism offering both domestically and internationally. In order to achieve this new approach, Mexico will use technology to attract and publicise its country, The use of its digital marketing platform and a shift to more sustainable tourism shows how Mexico is attempting to rebrand itself for the future, whilst also maintain the current tourism which has allowed them to reach 7th on the international arrivals chart (Figure 3). 

Mexico utilise a tourism board like many other countries around the world. The current website has a push on Niche tourism and how business travel can play an important part in their strategy. The tourist board is currently aiming its promotion at business meetings and conferences, highlighting how the country can hold small and large events in beautiful surroundings. Whilst the diversification tactics develop on Poon’s innovative services model (Evans, 2015), the country could find it difficult to realise any increased tourism from this niche market due to the onset of Covid-19. Although the onset of this virus was near impossible to predict, it is imperative that Mexico quickly and effectively shifts its policy and strategies to cope with the loss of tourism and help to develop tourism quickly again after lockdown is eased. As such, the promotion on the business meeting market may need to be replaced in the short term as large group meetings and conferences are not required and are likely to be unrequired for the foreseeable future.

With the future of tangible products in jeopardy, the Mexican tourism board could utilise strategies previously developed. One such strategy is the co-creating, research, digital and technology strategy developed in 2016 (Albin-Najera, 2016). By re focusing on technology and the use of their social platforms, Mexico may be able to offer products and services to its tourism customers even during the worldwide pandemic. One such platform, could be the introduction of virtual reality tours around the country. These not only offer a sense of escapism for people during the pandemic but are also a valuable promotional tool that the tourism board and the Mexican government can utilise and could be used to attract new tourists after the outbreak has subsided.  
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A SWOT analysis of Mexico’s tourism industry highlights their areas of instability, positive outcomes and also any weaknesses that the country could overcome in order to improve its position as a vibrant tourism destination.

Strengths
· The culture of Mexico is a huge selling point for the country. From the Mayan ruins to the Cenotes and Mexican cuisine, the culture of the country has always been one of the most appealing factors for foreign tourists.
· The proximity to the United States has also allowed Mexico to thrive. Having access to a wealthy population within such close proximity has meant that Mexico was able to market itself easily to a ready-made audience. 
· Mexico has developed itself into one of the top 10 countries for tourist arrivals throughout the world. The country is using its position as number 7 on the list to attempt to propel itself higher and gain further tourism as a result. 

Weaknesses
· The government instability within Mexico has often been cited as one of the main reasons for the underdevelopment of certain regions. The corrupt nature of previous governments led to complete undermining of the tourism industry as well as areas of human rights. 
· The cartel and gang violence have also hampered the image of Mexico as a tourist destination. The associated crime has driven tourists into all inclusive communes and has led the native population to poverty in many cases.
· The lack of control over violent gangs and the abundance of corrupt officials has called into question how effective Mexico would be at tackling terrorism, both domestic and international
· The poor infrastructure of Mexico has hampered its progress and allowed other more progressive countries such as Panama to take the lead in South America.

Opportunities
· Mexico has a large service sector, however there is huge potential to increase this. By increasing this service sector within tourism, this will in turn increase the wealth of the local population and allow for improved education and living conditions.
· Mexico could seek to diversify its tourism offering further through the introduction of tourism subcategories such as dark tourism and adventure tourism. 
· Mexico could look at increasing its social media presence online. This will help improve the promotion of the country and market the countries tourism industry to new and lucrative customers.

Threats
· Whilst the relationship between Mexico and the United States has enabled Mexico to progress quickly within the tourism market. Its reliance on the United States economy can also prove to be detrimental. With little to no control over its main source of tourism income, the government should look to diversify it offering to attract tourists from other countries to mitigate any risk associated with relying on one countries economy.  
· Mexico currently has a lack of sustainable practices. In a tourism world that is quickly changing to embrace sustainable practices, the Mexican government could put sustainability projects in place to once again attract a new and diverse group of tourists, whilst also maintaining a tourism industry that is sustainable in the long term. 
· Covid-19 has changed the way the world is operating and was impossible for any country to predict or plan for. The Covid-19 pandemic has had a particular impact on the tourism industry of every country and as such Mexico should implement new strategies and policies in order to sustain themselves in the short term and help them recover from the impact of the virus in the longer term. 

The political instability within the country and the influx of cartels and gang culture has hampered the expansion of the Mexican tourism industry (Gallegos, 2017). Whilst attempts have been made to ease the issues and make areas safer for international tourism, major crime hubs such as Cancun and Culiacan are still out of reach for tourist searching for the peaceful and cultural side of the country (Flannery, 2018). Whilst this conflict and political instability does not seem to be easing, there is an opportunity for the Mexican tourism board to gain from this unstable environment. By appealing to dark tourists (Beser, 2020), Mexico could start to promote areas which are not currently on the tourist map. Mexico could use the example set by Japan, where the Japanese tourism board are actively promoting dark tourism sites such as Hiroshima and Nagasaki in order to bolster their tourism economy. Mexico could use a similar technique to attract visitors to areas of the country that are underdeveloped or have seen major violence in the recent past and thus use Novelli’s niche tourism theory (2005) to strengthen the Mexican travel industry. 

The Mexican tourism board have aimed to improve the violent image associated with travelling to the country in the past. In 2011, the tourism board initiated a campaign called “The place you thought you knew”. This was focused at dismantling the negative connotations associated with travelling to the country. Whilst the campaign found little to no success, the social media age has developed, and it may be time for the tourism board to address this issue again, utilising their vastly improved social platforms (Bruell, 2011). This technique has been proven to work in other countries such as Wales. Wales introduced the “year of discovery” campaign in 2019, aiming to build on its history, culture and heritage. The campaign proved to be a success and a comparable campaign in Mexico could be similarly successful. With parallel attractive qualities such as a rich culture, vibrant language and friendly population, the Mexican tourism board could introduce a similar campaign quickly and effectively (Business Wales, 2019).
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With a vast reliance on the tourism business coming from the United States, the Mexican tourism board is actively seeking to diversity its offering. The tourism board is promoting itself to a wide variety of guests; from business travel to food tourism and a particular push to attract the LGBT community (Visit Mexico, 2020). Each of these promotions is done with the aim of implementing a differentiation-based tourism strategy. This is aligned with Porter’s (1980) strategy of differentiation and will ultimately allow the country to attract the largest number of overseas and domestic guests.

[bookmark: _Toc42629133]Conclusion and recommendations

As discussed, the Mexican travel industry is in both a fragile and interesting position. The Mexican government and the tourism board are actively seeking to expand the tourism industry and the country has lots to offer tourists looking for a culturally rich place to visit. Although Mexico has many attractive features, there are areas of concern for tourists and the government and tourism board are continuing to tackle these areas. The Mexican travel industry could benefit from the introduction of a few recommendations listed below; 

· Social media campaign during the pandemic and beyond.
· Utilise the “Year of Discovery” campaign held by Wales and adapt to initiate a similar campaign for Mexico
· Capitalise on negative issues within the country through niche tourism and dark tourists
· Diversify product portfolio away from package holidays and move towards a well-rounded tourism product. 
· Develop products such as sustainable tourism destinations and adventure travel opportunities to attract visitors from other countries to reduce reliance on the United States. 

The implementation of these recommendations could lead the country to continue on its upward trajectory in regard to tourism. As such the policy and strategy set out by the government and the tourism board must be effective and offer the means for these recommendations and others to be taken forward quickly, efficiently and most of all effectively. 
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Figure 1: Mexico – International Tourism Receipts, Nationmaster.com 
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Figure 2: Mexico: Organisational chart of tourism bodies, OECD
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Figure 3: Mexico: International Tourist Arrivals, Nationmaster
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