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Introduction
The purpose of this paper will be to critically evaluate strategic tourism planning models in Sweden; their approach to new models and their effectiveness in implementing these models before highlighting any issues and forwarding ideas on any future development to improve future practice.
The tourism industry as a whole has a lot of uncertainty about the future given the COVID-19 outbreak and the likelihood of a poorer than ever economic climate, every country should be looking at ways to roll out newer strategic ideologies than can ensure a lasting successful tourism base.
According to their book Gary Hamel and C.K. Prahalad said “that in order to achieve success a company must reconcile its end to its means through strategic intent”, they define strategic intent as “an ambitious and compelling … dream that energizes … that provides the emotional and intellectual energy for the journey … to the future” (Competing for the Future, 2010). So if strategic planning is the idea of deploying new functionalities, then strategic intent is the heart behind it.












Implemented Strategic Planning Models
As far back as the 1960s Sweden was using their natural resource mercury increasingly more and more for the development of all their agriculture and realised that it was damaging the environment and killing local birds who came into contact with it (mercury poisoning can occur through consumption) and so they became the first country to implement an environmental protection plan (Naturvardsverket, 2010). This has been described as one of Sweden’s earliest strategic planning models and by the 1990’s the country worked tirelessly on any sustainability issues within their country and at all levels, the government and parliament had even adopted their first national sustainable development strategy in 2002 and it was at this point that there was a provision added to Sweden’s constitution stating that sustainable development must result in a good environment for the present and future generations (Sustainable Development Goals, 2017), to this day the country still strives to better its sustainability options in all segments of their country.
Many of the tourists who are visiting Sweden are doing so for the cultural aspects that their trip can provide such as learning more about the balance of life there, agriculture, foods, etc. For more than a decade, Sweden has been in the top ten of the globally respected Environmental Performance Index produced by Columbia and Yale universities, with exceptionally clean air and clean water alongside its low emissions (Sweden Sverige, 2020), since then Sweden never looked back and their focus on tourism has always stemmed from their economic and cultural backgrounds. 
Visit Sweden have recently been made state owned and according to their website explaining what they do, “Every year, we run marketing campaigns, ensure Sweden is visible in social media channels, co-operate with tour operators and seek to inspire foreign media to feature Sweden as a travel destination. We follow up by measuring reach, engagement and our target market’s stated preference for Sweden” (Visit Sweden, 2020). So already Sweden are exploring various avenues to getting the word out about their exciting and homely destination, the website goes on to tell that “Visit Sweden has chosen a target group, which we call the Global Traveller – and it is to this audience we address our marketing campaigns. The target group consists of experienced travellers eager to try new destinations and new experiences. They take more trips abroad than average, have a higher income and education and are more likely to live in cities. We have split our target group into three segments with differing motivations for holidaying in Sweden: Curious Travellers, Outdoor Enthusiasts and Holiday Hedonists” (Visit Sweden, 2020). It almost seems here that they’re talking directly to the people that they’re attempting to market to, a clever way of selecting and calling on 3 different kinds of travellers and their wants.
Effectiveness of Implemented Models
The number of guests that are visiting has been growing for years, and according to the same Visit Sweden website “millions of people around the world are interested in travelling to Sweden on holiday. There are large numbers of travellers who dream of travelling to Sweden in the USA and Germany, but also in the UK, Netherlands, France and China. In the neighbouring markets of Norway and Denmark, there is a strong desire to discover new holiday gems and new experiences in different parts of Sweden. And the Indian market, with its huge potential, has recently begun to discover Europe in greater numbers. A Visit Sweden analysis of our target market in 7 countries showed that some 67 million people are planning to travel to Sweden within a near future” (Visit Sweden, 2020).
In 2010 a fact and statistic report was produced by Tillvӓxtverket which is a government agency that works to promote sustainable growth and local companies in all parts of Sweden and inn their report it revealed that “total tourism consumption in Sweden rose by 3.2 percent in 2010. Total tourism consumption in Sweden has increased by almost 70 percent since 2000 based on current prices. Over the same period, the export value, i.e. the value of foreign visitors” (Tillvӓxtverket, 2010), it also confirmed in their report that foreign visitors to the country had spent over SEK 87 billion that year. If this were to be implemented properly it could bring economic, sociocultural and environmental benefits for the government, private sectors and the local communities within the country. Their efforts have continued through the years and have proven effective, in 2017 the most popular accommodation type for overnight stays of tourists in Sweden were hotels as the number of nights spent in this type of accommodation amounted to 36.6 million. It was followed by camping sites with 15.8 million overnight stays and hostels with 3.6 million overnight stays. Generally, the number of arrivals in Swedish tourist accommodations rose constantly in the past years. As of 2017, it peaked at almost 30 million arrivals at accommodation establishments (Statista, 2019).





Issues and Implications of Strategic Models
Terrorism hasn’t always been an issue in Sweden until recent years and as whole world would know, if a terrorist attack should occur it could have a devastating effect on that countries tourism industry, in a report released by the Swedish Government in 2011; they said about terrorism that “From an international perspective, most terrorist attacks occur in areas affected by conflict outside Europe. In Europe, local nationalist and separatist groups account for most of the attacks. In Sweden neither the white power environment, the autonomous environment nor violent Islamic extremism, are currently a serious threat to the democratic system. Actors inspired by al-Qaeda aim to carry out attacks resulting in a high number of civilian deaths and they still constitute a threat. The threat from terrorism has changed in recent years with an increased risk of attacks by people mainly acting alone” (Regeringskansliet, 2011). The report goes on to tell how the country would initially react in the event of a terror attack in one of their cities “counter-terrorism must be characterised by openness and transparency. The starting points for counter-terrorism in Sweden include: 
Creating security through effectiveness and the rule of law; 
Only working according to the goals and means that are acceptable in an open, democratic society based on the rule of law; and 
National and international cooperation and collaboration” (Regeringskansliet, 2011).
Another issue with Sweden’s marketing strategies was noticed by the researcher of this paper, to use the example from the Visit Sweden website that talks about their target market as being those who take more than the average number of holidays and year and have a higher income suggests that only wealthy travellers are welcome to the country, this automatically excludes a large population of people who may be put off by the description of who they’re looking for.









Comparison Case Studies

Norway – Innovation Norway is the National and the Regional Governments’ policy instrument for value-creating business development across Norway and in a strategy plan released for 2014-2020 said that “the strategy is based on and follows Innovation Norway’s main strategy. The principals of Brand Norway as a tourist destination’ and UNTWO’s principals for sustainable tourism also form the base for this initiative, ensuring that the value created is both sustainable and market oriented” (Innovation Norway, 2014). Their strategy is split into a threefold mandate, first on the list of things that Innovation Norway pledge to do is to become a provider of competence, be visible and demonstrate insight as they promise to be active and contribute knowledge, experience and independent research to aid the travel and tourism industry. The second is to be a developer for local communities, helping companies which can be both profitable and socioeconomic grow to participate in the tourist sector and the third in their mandate is to be the perfect Norwegian marketer by being ‘Norway’ when undertaking any marketing or profiling for tourism to increase the desire to travel to Norway. 
Amsterdam – The Dutch have always been successful in the marketing of their country to international tourists, through their work with organisations like The Ministry of Economic Affairs and the Government of the Netherlands they have been able to maintain a strong and positive brand which appeals to many market segments, from young travellers who are looking to experience the better known tourism attractions of Amsterdam, older niche markets of tourists who might appreciate the arts and crafts of the country, to families who might be looking for a cheap flight holiday to a place with friendly people in a plan that was published by Amsterdam & Partners which was dated from 2016-2020 said that a good strategy plan for the coming years would be built on what has already been achieved so far, keeping the pride people feel in Amsterdam but give more focus to cultural aspects and take a little attentions away from the consumer market.






Conceptual Framework for Future Development
When looking at Sweden’s strategy compared to Norway, their focus is to be globally recognised and attract a certain type of tourist whereas Norway pledge to become one of the leaders in travel and tourism information, almost becoming a hub for all things related to the industry. Both countries also have a good understanding of the sustainable practices that need to be in place to ensure a well looked after future.
Comparing Amsterdam to Sweden you can see that Amsterdam’s focus is being placed on the art and culture which have been produced by Dutch people, attempting to move away from being a consumer based tourism destination to one that values its heritage, Sweden however has a clear intent to market to travellers with a higher income although there is still a lot of investment being made toward the countries own ecotourism segment. 



















Conclusion and Recommendations
Sweden have clearly lived up to their previous promise for a sustainable development and have continued to implement these in newer strategies, their new strategy is set to get organisations within the industry working together, ecotourism is becoming increasingly important to travellers with Sweden currently holding a competitive edge for future development. They will need to be aware of any possible issues that could arise in the future but as long changes are being monitored properly there should be no reason for them to not reach their goals.

One recommendation that Sweden could take from Amsterdam’s approach to tourism is their marketing to families on a budget, Sweden’s current strategy appears to be aimed at higher income travellers who may not likely have children but could be advised that they segment their country to offer a similar but more affordable experience. For example keeping Sweden’s current marketing schemes in place for destinations like Stockholm and perhaps flattening costs as travellers move outward to places like Gothenburg, this would allow a wider range of possible visitors who could choose Sweden as their holiday destination and would help spread tourism to every local community rather than the popular spots only. In addition, the promotion of United Nations 2030 agenda for sustainable development could increase the level of eco tourists visiting the country and would help lead the charge for other countries to follow in a bid for more economic and sustainable travel.
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