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This report aims to review and compare a range of strategic planning and management examples based on Operational Strategy, policy and initiative commonly and widely used in South Africa to develop both domestic and international tourism markets. Particular attention will be placed upon the different strategic models and tools implemented and their effectiveness analysing issues and benefits highlighting some examples. 
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South Africa, is a country in the southern-most point of the African continent that comprises several distinct ecosystems and includes several countries (South Africa - Geopolitics, Analysis and News, 2020). The country provides wildlife experiences, beautiful beaches on the Western Cape, bustling city life, breath taking safari sceneries, world heritage sites and a vibrant culture that needs to be lived in order to be fully appreciated. (Southafrica.net, 2020) South Africa is also known as “Rainbow Nation” because holds so many different Cultures and Religions, thus different heritage in the past was mean of cultural divisions. (Sahistory.org.za, 2020) South Africa has 11 official languages and the majority of the population is usually fluent in at least two. English is widely spoken by a 9.6% of South Africans. (South Africa Gateway, 2020) The food culture in South Africa recognises meat as the most important dish of every meal. Rice, beans and many varieties of pumpkin are also quite popular. (Wikipedia, 2020) During weekends South Africans usually have a typical dish called “Braai” that consists of maize meal and grilled meat pap and vleis. 
Transport infrastructures are competitive with global markets, nonetheless, amongst the most developed of South Africa. (Pwc.com, 2020) Both Railway and Airlines operations are managed quite efficiently and major roads in good condition, thus, reaching small villages or places far from the major cities might be challenging.
Experiences are explored by an encouraging number of travellers. According to Statista, 16.44 million tourist visited South Africa in 2018, number that increased steadily in the last decade. Forecasting define increases that may reach over 19 million travellers by 2023. (Statista, 2020) Tourism in South Africa is thriving, has a potential of further growth, and although, it only contributes to the GDP by 2.9% it also contributes indirectly to 8.2% including services linked. (Tourism | South African Government, 2020) However, on the 28th July 2020 an article from “The Telegraph” described the tourism in South Africa on indefinite Hold, maybe until 2021, as a response to the Coronavirus Pandemic, in order to limit the spread. (Richardson, The Telegraph 2020) Moreover, the country is facing an important recession in the tourism sector following a lost of almost 55 Billion dollars in revenue, accounting a 47% decrease in international arrivals. (Euronews, 2020) The strategy provided by the United Nations World Tourism Organisation, puts people first providing up to date information and guidelines for both travellers and operators of the tourism sector: 
· Implementing health measures that minimise the impact on International Travel and Trade;
· Emphasizing tourism resilience and being ready to support recovery (UNWTO, 2020);
· Providing assistance in product diversification, marketing strategies focusing on the identification of markets that can help recovery, nonetheless enhancing public and private partnership and crisis management recovery. (UNWTO, 2020). 
In order to define the competitive operational contest of a firm, it is essential to utilise and combine various Strategic Tools that allow the management to critically assess the company position. (Zanoni, 2012) Tools such as SWOT, PESTEL, Porter’s 5 Forces and Value Chain, BCG Matrix and McKinsey 7S can be identified as the most commonly utilised by leading corporation companies regardless of the industry they operate. 
Ultimately, the Strategic Planning process should provide a Competitive Strategy and action plan that sets precise accomplishments and key initiatives to be implemented. 
[bookmark: _Toc48339569]Body 
[bookmark: _Toc48339570]Review of implemented Strategic Planning Models / Product Development 
Strategic Planning is a comprehensive process used to determine a set of action that aim to achieve organisation’s objectives. The Planning process evaluates internal and external conditions influencing goals and objectives, such as Market Position, Policies and company mission or culture. Moreover, companies may determine their position towards the strategic goals set and instruct appropriate resources and tools needed to establish an “Action Plan” to reach goals and strategic objectives. 
The south African Department of Tourism (DoT) outlined in 2014 three main areas to focus, based on a 5 years plan: 
· Enhance growth promoting product and services 
· Marketing and Promotion of tourism development for both domestic and international markets 
· Practice responsible tourism for Economic growth (Tourism | South African Government, 2020)
According to the data provided by Statista, the country has grown by less than 2 million going from 14.86 million to only 16.65 million in a 5-year period. (Statista, 2020) In addition, UNWTO, recognises that if developed effectively, the tourism sector as the potential to launch South Africa’s economic growth including potential assessment of the job scene. (UNWTO, 2019) Although, in 2015 South Africa’s tourism faced a slight decrease in international arrivals due to an Epidemic of Ebola registered in West Africa, in 2016 the value increase by more than 10 million tourists registering an increase of the 12.8% of Growth. (NTSS, 2020) 
Failure to provide appropriate market research and product development will result in the inadequate results based on the potential achievable. The three fundamental issues faced in South Africa are based on the coordination between the various stakeholders involved (Government regulating bodies, internal planning systems, locations, alignment of private and public funding and strategies, appropriate product development). (UNWTO, 2019) According to Porter, to formulate a competitive strategy, companies may need to consider elements of the SWOT analysis, combined to elements of the PESTEL, that provides a comprehensive understanding of internal and external factors recognising elements of advantage and disadvantage. (Porter, 1980)   The author also confirms that it may be implemented considering the competition of a business and importance of stakeholders which is recognised in the author’s Five Forces Framework. 
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Therefore, it is essential to focus on South Africa’s Unique Selling Point in order to promote “what only South Africa” can offer to its visitors and use it as a proper Campaign. (Lamb, Hair and McDaniel, 2008) 
With the tourism Act of 2014, South Africa focuses on promoting the practice of responsible tourism, alongside creating a sustainable sector that provides opportunity and drives both economic growth and employment. (NDP, 2020) The Plan presented in April for the next 5 years, includes two categories of Values:
· Performance – Innovative, ethical and Customer focused 
· Organisational – Empowerment, Integrity and Recognition
Although there are environmental and political challenges inclusive of a lower business confidence, South Africa has maintained important trades with EU countries. In addition, the Southern African Customs Union (SACU) has created an important trade agreement with the UK, for which business relationships, will continue without disruption, even after Brexit.  (NDP, 2020) 
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Although the steady growth is encouraging, perhaps, some strategies are not as effective as they should considering the potential of the country. Differences in products and buyers also create segments if they affect the requirement for competitive advantage. (Porter, 1985) Whilst strategies focus on partnerships between public and private with appropriate bodies, activities are not aligned, standards and service delivery not monitored and tourism products do not join trade organisation. Therefore, such discrepancies create an obstacle for appropriate growth. Current strategies, do not appropriately consider sustainable development and climatic instability. The contrast between summer and rainfall provides a balance, thus not in the same location. The UNWTO provides a set of guidelines to focus on sustainable tourism development as it should make optimal use of environmental resources, respect the socio-cultural authenticity and ensure long-term economic operations by providing socio economic benefits to the stakeholders, contributing to poverty alleviation. (UNWTO, 2020) Thus, this requires that all the relevant stakeholders especially political leadership participate to achieve sustainability. However, South Africa is actively reducing the environmental impact, promoting sustainable practices, partnerships with EGF (for ecological initiatives), recognizing Cape Town as a leading climate-conscious city following a cut of 1.2 billion litres a day of water. (Theevent.co.za, 2019) In Addition, the Government does not seem to provide appropriate leadership in policies, regulations, airline fees and visas regulations and fees (speeding up the process and maybe waiving fees, might result in important increase of tourism from other countries). (NDP, 2019)
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The main strategy in South Africa focuses in creating amazing memories by exploring the culture, wildlife and beaches. (Southafrica.net, 2020) However, other countries implement in their strategies other business models and allow the industry to grow more, proving a more sustainable business. For example, USA focuses in the Cultural Heritage different from state to state, and includes sustainability as a key element for the industry, promoting every aspect. Not only that, USA also promotes their initiatives to reduce carbon emissions, commitment to employees and equality within the workforce. This provides competitive advantage. In addition, their product development also provides “the experience”, incentivised through “the American Dream”. Many travellers do experience the famous “American Road Trip”. (Cultural & Heritage Tourism in the United States, 2005) In Addition, focusing on their Employees American Companies may be more competitive as may become role model to follow attracting the most competitive talent. Another model implemented within the States, is the BCG Matrix that focuses on the product offered, analysing the productivity and market share it has. Therefore, determines if the product is generating enough sales. If not, develops a new product to substitute the current on the market. (Investopedia, A. Hayes, 2020) This process is constantly applied through technology, innovation and sustainable practices. 
Moreover, Switzerland, focuses on natural resources available throughout the year in addition to resources available seasonally (such as skiing), sharing values and emphasizing the 4 different languages spoken and cultures available in such a small country. (Switzerland, 2020)
Australia tourism strategy provides a vision that shares Values that focus on People (United, Positive and Genuine) whilst being both Commercial and Innovative. (Tourism Australia, 2020) In 2018, Tourism generated 60 Billion in GDP accounting for 3.1%, which is testimonial of an increase of 3.5% over the previous year making Tourism growth faster than the national GDP. (Tourism Australia, 2020) The strategic planning model used aligns risk assessments with the latest technology whilst targeting customers to access information through their favourite platforms. Not only that, they include as part of their strategic risk, a mitigation strategy that limits the risk and provides important insights for future planning. Moreover, the strategy focuses in 4 key areas: Customers, Markets, Marketing and Enabling elaborated in such a way that comprises McKinsey 7s Framework (Strategy, Structure, Systems, Shared Values, Skills, Staff and Style). It aligns the 7 Elements to achieve organisation’s success to Shared Values. Moreover, this framework aims to improve the performance, examine effects of future actions, align departments and determine best practices to implement its strategies. (Hill, 2012).  The Customer strategy targets high-value leisure and business travellers focusing on the human experience approach while thriving the future. (Deloitte, 2020)
Japan focuses on culture, food, tradition nature and art. Its product diversification attracts many travellers throughout the year. Further means, aside business, include religion, pilgrimages, martial arts and rural attractions. (Asset.japan.travel, 2020) However, Japan lacks in many areas. Challenges considered are based on the alignment of public-private and local coordination, inadequate data organisation, lack of services and models to maximise revenue and marketing lacks of foreigners experience that may provide important insights in attracting more international visitors. Therefore, Japan’s Tourism GDP is very low, accounting for only 0.5%, which is nothing compared to other Asian Countries such as Thailand (10.4%). (Mckinsey.com, 2020)
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Forecasts analysed provide optimistic insights of tourism growth, thus the Pandemic may reduce the travel and appropriate adjustments should be made. Although the response to the pandemic was quite prompt (The Guardian, 2020), 5 months after, the country still suffers and experiences important rise in the number of new cases. (Covid-19.za, 2020) However, the country has registered (as of today) 572865 cases confirmed of which 437,617 have recovered. This shows that the country has reacted promptly. Thus, the impact within the Hospitality industry is estimated to be six or seven times greater than 9/11crisis. (National Geographic, 2020) Moreover, the forecast estimated recovery is of 5 to 10 years to get to 2019 tourism levels. The Government and Regulatory bodies may need to step in and provide funding in order to sustain the Industry and adapt tourism strategies. Thus, the Tourism Support Programme (TSP) provides a cash grant to support the development (Gov.Za, 2020) According to the current decrease and downturn in the industry, it is appropriate to provide other grants accessible to survive the pandemic, particularly in the SMEs sector. Sustainable trends must be implemented throughout the country as this will provide competitive advantage. Although, the focus on South Africa’s background provides important sales, technology trends should be implemented equally through the country as some areas are quite remote and accessibility is also limited. Therefore, the government must focus on providing good availability through local transfers or short local flight as this may encourage more consumers. 
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This report Highlighted South Africa’s tourism strategy and Unique Selling point/proposition. It also compared the various business models implemented in other countries to evaluate more opportunities and areas of development. Prior to the Pandemic, the country experienced a steady growth that shown appropriate efficacy of strategy implemented from 2015 to 2019. Although the new strategy proposition for 2020/2025 was encouraging, it must now adjust in accordance with the current climate. Sustainability was part of trends analysed, thus not the central focus. In a country that suffers from water and electricity shortages affecting on and off important part of the country, it is expected that Sustainable are implemented and prompted by local bodies and Government appropriately. For example, to introduce and implement throughout the industry water saving touchless taps and showers, and LED light, the government may propose discounts/tax deduction/ finances. Further Strategies should focus on:
· Sustainability 
· Increase Local Tourism providing Discounted rates for locals 
· Increase exposure through Partnerships with Airlines, Influencers and Through Social Media Marketing 
· Broadcast and Streamline experiences sharing culture, values and beliefs
· Focus in on-demand business solution 
· Focus on USP and implement transportation on small sites 
· Focus on Economic, Social and Environmental practices promoting well-being and safety of the wildlife 
· Conserve Habitats 
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