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Executive Summary

The purpose of this audit is to provide an evaluation and analysis of the travel organisation, TUI UK. 

The methods of analysis include extensive book and website research. Using these methods, the audit is broken down into several subcategories. These categories include organisational structure, culture and goals, impact of recent change management initiatives, key organisational stakeholders and the organisation’s approach to sustainability and the Green agenda. 

Some of the main findings of the audit include:

TUI has created a ‘Better Holidays, Better World’ sustainability strategy and has made significant positive changes in recent years to improve sustainability. 

TUI adapts a functional management structure.

TUI has gone through several re-branding and managerial changes in recent years. 

The key stakeholders of TUI are the customers and operational staff. 

Overall, the audit addresses how, through each of these categories, despite TUI undergoing a large number of changes and facing multiple challenges, TUI is thriving as a travel and tourism organisation. 

Table of contents

Executive Summary .................................................................2

Table of Contents .....................................................................3

Introduction...............................................................................4

Organisational Structure, Culture and Goals ...........................5

Recent Changes .....................................................................10

Stakeholders ...........................................................................14

Approach to Sustainability and Green Agenda .......................18

Conclusion ..............................................................................21

Reference List .........................................................................22

Appendix .................................................................................25

Contribution .............................................................................27

Introduction

TUI UK, is a UK based travel operator, with its headquarters in Luton, England that started trading on 18 October 2017. Before becoming TUI UK, the company was named Thomson Holidays after first operating as Thomson Tour Operations (TTO). Thomson Tour Operations was founded in 1965 as part of the Thomson Travel Group, but re-branded and re-launched as Thomson Holidays in 1997. The Thomson Travel Group was floated on the London Stock Exchange in 1998, with a value of £1.7 billion. The Thomson Travel Group was acquired by Preussag AG in 2000.  Preussag AG, an industrial and transport conglomerate became TUI AG in July 2002.

"In 2007, the tour operating businesses of TUI AG, merged with the UK listed First Choice Holidays PLC", to operate as TUI Travel PLC (tuigroup.com, 2017). "The company’s major shareholder with a stake of 54 per cent was TUI AG." (tuigroup.com, 2017).
Organisational structure, culture and goals.
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The organisation TUI Group is structured by function as seen from figure 1. TUI has a manager under every department. TUI’s executive board are moving towards a simplified organisational structure towards focusing more of tourism business. From the TUI website TUI Group (2018), their website mentions that there will be a flatter hierarchy in order to be closer to the organisation’s operational business market. Moreover, the new structure will reduce layers which will allow the company to be more competitive.

There have been changes in roles and responsibilities for employees and from the new structure, the areas hotels, cruises and tour operating will be under one organisation. Mullins (2016) argues that the purpose of an organised structure is important for an organisation to guide them towards their goals and objectives. An example that shows that TUI’s management structure is successful is that TUI is well positioned in the market in 2017 and business performances have reached expectations. The CEO of TUI states that ‘’TUI is in excellent shape about to fulfil its objectives’’, cited in TUI Group (2018).


Figure 1. Mullins (2016)


The organisation’s structure as shown in figure.1 shows that each section has a separate department, cited in Mullins (2016). Each function has the same set of resources and shared specialisation of member of staff. In 2016, the committee consisted of eleven members who were under the chairman Friedrich Joussen. Boddy (2011) suggests that the functional structure can be efficient because employees with the same ability can work together to provide a service.

TUI Group is the world’s leading tourism group as mentioned on their website TUI Group (2018). The key element of TUI Group corporate culture is their global responsibility for economic, environmental and social sustainability. TUI Group (2018) states that TUI AG and TUI Travel have a heritage of over 40 years in the tourism industry and now the two TUI’s have become one group, TUI Group. TUI Group aims to contribute to the interests of the company’s twenty million customers and their employees.

The organisation has a clear culture, and this is to achieve the vision that customers and employees ‘discover their smile’. The website TUI travel plc (2018) discuss that in order to achieve satisfaction, there are three core pillars. These three pillars are to be victorious in a group, to propel the boundaries and to look for the right attitudes in people. From researching TUI Group (2018), the website states that in every department of the organisation, their culture is to achieve the organisations promise to their customers. Employees do this every single day for the organisation. The type of organisational culture TUI have is task culture. The culture of the organisation is team oriented and employees know the vision of the company and emphasise this. In Mullins (2016), a vision must set out the organisations’ purpose and a clear direction.


TUI have a clear vision and this vision is to create a memorable experience for their customers around the globe. TUI promises to engage the customer and to ‘discover their smile’. Additionally, to spread their employees smile and work together as a team. Therefore, this suggests that TUI hire attentive staff in order to achieve the organisations goals. Jefford (2014) states that TUI make most of their profit during the second half of the year during the summer holidays. TUI targets this and to reach their goals by having a direct relationship with their customer and make holiday packages to suit the customer needs.

The company TUI have a co-ordinated model to achieve their long term aims. The company’s strategy is to use source markets and to advance customer quantity. Moreover, another aim is to make sure the organisation has control and to have different products than their competitors. Mullins (2016) states that goals should be clear to all staff members and should be emphasised. The CEO of TUI, Joussen cited in TUI Group (2018) mentions that the organisation will continue to seek growth, value and productivity.

TUI operate in all of their customer experiences from beginning on deciding where to travel to right at the end asking for feedback from the customer. This ranges from marketing, aviation, and accommodation. However, the main offering of the organisation will be hotels and cruises. Friemuth stated in Baier (2016) suggests that there is an order of hierarchy in the company in order to be closer to the company’s operational business markets. Baier (2016) argues that to continue building the strategy of TUI, there needs to be a big emphasis on making TUI a strong brand online and offline. TUI (2018) implement that the organisation is accelerating in digitalisation and are opening up IT initiatives.

In order to achieve the company’s goals, the organisation have vision and values and these values are trusted, unique and inspiring. To achieve these values, TUI make sure they are reliable and consistent, and everything runs placidly. Also, TUI ensure quality for their customer. The company design holiday packaged that are tailored around the customer to achieve their values. Furthermore, TUI ensure to provide quality to customers. Bayley (2015) states that in order to make TUI the number one brand with the vision ‘think travel’, there needs to be excellent service quality, make new customers and achieve a profitable growth.
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Source: TUIgroup.com (2018)           Figure 2


TUI believe in a focus on sustainability differentiates them from other competitors and generating value. TUI Group (2018) suggest that their business model allows them to act with flexibility, allowing them to create unique personalised holiday packages. TUI create packages to get families together and to have the perfect holiday. This is part of TUI’s culture and heritage, to bring everyone together and get everyone involved in order to ‘discover their smile’. Furthermore, TUI also want to achieve growth in the hotel and cruise industry, more customer relationships and strength and flexibility. TUI group (2017) discusses that TUI are constantly looking to grow in the tourism industry. 

Recent changes

Rebranding

TUI UK, which was formerly Thomson Holiday and is part of the TUI Group, started trading under the name of TUI UK in October 2017 after adopting the name of its German parent company. According to ITV News (2017), TUI Group, the parent company, announced in 2015 that the UK would be the last of TUI’s markets to rebrand, as part of its plans to change the brand’s image. In Marketing Week (2017) it explains that Thomson converted to TUI in order to unify the brand under the name of the German owners after TUI Group launched its international oneBrand campaign.  

According to Carnall (2007), changes can be challenging to everyone and can have negative as well as positive impacts on the organization; they can even affect its performance in some cases. However, the TUI Group’s chief executive Fritz Joussen, assured TTG news that despite the brand migration that resulted in  a cost of 17 million euros ( £14,892 million), TUI UK is on track in the first quarter of 2018, (ttgmedia.com 2017). This shows that despite the high cost of the rebrand, TUI's performance was not affected. Joussen also stated to The Telegraph, that "Demands from TUI UK. 'remain resilient' in spite of the fact traveling overseas has become more expensive for Britons, as the weaker pound translates into less holiday money” telegraph.co.uk (2017).

Jeremy Ellis, marketing director of TUI UK, stated in The Drum (2017), that "Despite all the marketing campaigns, the SEO ( Search Engine Optimization) will face a multi- million pound challenge" Ellis, also told The Drum, “That an extensive plan has been put in place across all platforms to maintain traffic for the new website” 

The rebrand was accomplished with the biggest marketing push. It began with a 30 second TV ad that showed a man diving into clear blue water with the slogan ‘Thomson is changing to TUI' displayed. The marketing company responsible for the ad came up with the slogan ‘dotting the I’s and crossing the T’s and putting U in the middle’ (travelweekly.co.uk, 2017). Dawson and Andriopoulos (2014) believe that in order to convince the consumer that the product is what they need, advertising has to be creative. However, Miles Morgan, managing director of Miles Morgan Travel, told Travel Weekly (2017) that this TV ad was a disappointment. Morgan explains that adverts should be memorable and connect with the customer about the main message behind the advert. This was not applied to TUI’s ad in his opinion (travelweekly.co.uk, 2017).

Managerial Changes  

TUI UK has had turnarounds in its management. After successfully managing the company for twenty years, managing director Nick Longman, stepped down and former commercial director Andrew Flintham was appointed as managing director to take up the reigns in March 2018. It had been previously been announced in Travel Weekly (2017) that Flintham was due to take over Thomas Cook UK and become managing director in March 2018. Just before the time for Flintham to begin his new position with Thomas Cook, TUI announced in early February that Flintham would become TUI’s managing director and would start in March 2018. Flintham expressed his surprise to Travel Weekly, (2018) commenting on how he hadn’t expected this turnabout after resigning the commercial director position with TUI, (travelweekly.co.uk, 2018). This would suggest that TUI value the contribution of Flintham to their company. As Mullins (2016) explains, the management of an organisation should be competent at selecting who will be valuable to them and will have a positive impact in the development of the company. 

Filling the position that Flintham left, TUI appointed Richard Sofer as Commercial Director. Sofer was the Managing Director of Thomson Cruises that rebranded to Marella Cruises when Thomson changed to TUI (press.tui.co.uk, 2017). 

Another managerial change TUI has seen after its re-branding and was reported in Marketing Week (2018), is that Jeremy Ellis, TUI’s marketing and customer experience director is leaving to take some 'time off', after working for TUI for twenty seven years and leading the marketing division since 2011. Ellis’s role will be taken over by Katie McAlister, TUI Group's digital director, who will take over and join TUI UK as chief marketing officer as of 1st of June this year, (marketingweek.com, 2018). 

New initiatives

Focusing on the rebranding has not stopped TUI from experimenting with new technologies. In an event in London on the 17th of October 2017, they revealed the ‘Destination U’ prototype of an, “emotionally intelligent technology that can determine your ideal holiday”, thedrum.com, (2017). This technique uses facial recognition to analyse the performance of content. The customer’s facial reaction to different images of destinations and experiences are analysed in order to put together the perfect holiday package,(independent.co.uk, 2017). Despite it still being under test, TUI claims that this will be the future of holiday shopping and is planning on starting public retail trails in the near future.

Based On Lewins Force Field example shown in the diagram below, an adapted Force Field diagram has been created to show TUI’s enabling and constraining forces towards the “ Destination U” prototype.
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Figure 2. Example of enablers and constraints in the force field.
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It can be argued that this will be the way of shopping for the perfect holiday in the future. However, the aim of this new initiative, as Nick Longman explains to Travel Weekly (2017), is to create more personalized holidays. Longman has added that this new technology will help attract more customers to walk into stores, although they will not be available in all TUI’s store across the UK (travelweekly.co.uk 2017). 

Stakeholders

The term stakeholder is used to define any person, group, business or organisation that has a vested interest in a business (O’Toole, 2011). Any business will have a range of different stakeholders with different requirements. O’Toole (2011) observes the importance of identifying and managing the needs and interests of stakeholders, stating that satisfying stakeholders needs and interests is vital for feasibility. Businesses can determine a strategy to engage with and inform stakeholders to work with them effectively for the good of the business.

TUI is a large international business so therefore has a large number of stakeholders to consider. As the biggest airline in the world and the United Kingdom’s leading travel brand (Tui, 2018), managers and the CEO at TUI will have many eyes watching so will need to ensure the effective management of stakeholders at all times. In a TUI GROUP 2015 report (2015), TUI states that they have regular contact to communicate with stakeholders for the development and improvement of the business. However, there have been various reviews left by TUI customers on Trip Advisor (2018) displaying a lack of communication from Tui to customers. These reviews are complaints of TUI to customer miscommunication in instances such as plane delays and departure time changes and also TUI to hotel miscommunication where a hotel has not received sufficient or correct information from Tui regarding customers.

Travel Explained (2018) lists TUI’s internal stakeholders as mainly employees and managers who are interested in the businesses wellbeing for their own security of wages as well as benefits and staff perks. The external stakeholders are listed as customers, governments and other businesses who are interested in whether the business is creating a profit or a loss. Other stakeholders of a tourism business such as TUI are listed in Safe Coastal Tourism (2018) and include local populations and destination host communities. 

For the purpose of identifying TUI’s key stakeholders, the observer has placed the stakeholders into the table in figure 1 outlining the priority of each stakeholder. This can identify a strategy in which TUI can look after each stakeholder. Some stakeholders have greater power and influence on a business whereas others may have less (O’Toole, 2011) and therefore be satisfied with less effort and information by the business. This can change though, with different situations occurring could cause the need to prioritise other stakeholders. Mullins (1998) describes the social responsibilities that businesses have for stakeholders in order to fulfil their goals, stating that each different group of stakeholders may have broadly unrelated and separate needs to satisfy.

The stakeholders listed in the minimum effort block have low level of interest and low levels of power. The local population of airport regions and host holiday destination communities, for example, may be considered to have limited power. Their level of interest can also be kept low as long as they are kept informed and are prioritised in balancing the benefits of living near an airport, such as employment, with the negative impacts which could be the noise pollution of aircraft and the overcrowding problems when non-local people pass through to take their trips (Airport Commissions, 2013). Due to the low levels of interest and power of these stakeholders, TUI could manage this relationship with minimal effort. 

Figure 1 - Power/Interest Matrix
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Adapted from A. Mendelow

TUI travel agencies and marketers would require more information than the stakeholders that would require minimal effort, although both these stakeholders still possess limited power over the business. TUI would need to keep agencies and marketers up to date and informed in order to keep developing the business. Agencies have direct communication with customers either face-to-face, over the telephone or by email and are the direct link between customers and their trips with TUI. It is important that TUI has constant communication with agencies to ensure the correct information is being given to customers. With online booking systems becoming more popular today it could be argued that agencies are no longer required, but on the other hand some would say that travel agents give a more personal touch and could even provide a better deal than booking your own break online (Hern, 2017). Therefore, TUI must ensure agencies are kept informed. 

Local and destination governments and airports have a significant amount of power in regard to airlines. Their levels of interest on the other hand could be kept low if TUI ensures to satisfy their needs. Both local and destination governments can affect TUI’s ability to operate in some areas due to laws, economy and security. The decision for the UK to leave the European Union could have a negative affect of TUI (Dennis, 2017). TUI is said to be preparing “contingency plans” to deal with the impact of Brexit as any disruption might take place (Ahmed, 2017). TUI can keep governments satisfied by ensuring to maintain high levels of security and by following advice and restrictions made by the government.

The stakeholders with a significant level of interest as well as power are TUI customers and staff which include cabin crew, operations managers, engineers and pilots. For the success and profit of the business, TUI like many businesses depend on customers to purchase their product. Customers in search to purchase breaks have the option of many travel groups, and it can become competitive to gain and keep customers to choose one travel group over the next. To ensure satisfaction of customers, TUI relies on all staff that are part of the process of the customer journey. Customers and all staff members, especially operations staff with contact with the public, of TUI are the key stakeholders and they require TUI’s consistent attention and communication. 

Approach to sustainability and the Green Agenda
The tourism industry remains as one of the biggest industries in the world and it continues to face challenges in terms of sustainability. According to TUI, 2018, the “industry has a significant carbon footprint, accounting for 5% of global carbon emissions. Half of that footprint is attributable to aviation, making fuel reduction (and, in the longer term, finding more sustainable alternatives to aviation fuel) a critical challenge for travel and tourism”. This research suggests that any organisation within the tourism industry will undeniably have a negative impact on the environment and that it would not be possible to remove that impact completely. It could be argued however that the negative environmental impacts are outweighed by the positive social and economic impacts that are generated through tourism.

However, as discussed by The World Tourism Organization, 2018, “There is now a wide recognition of the urgent need for the tourism industry, national governments and international organizations to develop and implement strategies to face the changing climate conditions and to take preventive actions for future effects, as well as to mitigate tourism’s environmental impacts contributing to climate change”. This suggests that now more than ever is it vital that tourism organizations begin to evaluate their detrimental contribution to the environment and begin taking steps to reduce this.
In terms of Sustainability, TUI has taken a practical approach and developed a sustainable strategy named ‘Better Holidays, Better World’ starting from 2015 and continuing to 2020. According to the TUI website, 2018, the strategy “is built around four core pillars to help shape the future of sustainable tourism: Step lightly, make a difference, lead the way, and care more”. Statements taken from TUI on their hopeful outcomes of the strategy include:

“We will operate Europe’s most carbon-efficient airlines and reduce the carbon intensity of our operations by 10% by 2020”.

“We will deliver 10 million greener and fairer holidays per year by 2020, enabling more local people to share in the benefits of tourism”.

“We will invest €10 million per year by 2020 to enhance the positive impacts of tourism, creating the TUI care Foundation to support this work”. 

It is evident that TUI as an organization has addressed the largest sustainable threats that the tourism industry faces and looked to set clear and achievable goals in order to have a significant positive impact. According to the Guardian, 2013, “Dr Andy Jefferson, programme director of Sustainable Aviation, thinks it is possible to "disconnect growth in aviation with growth in carbon emissions". How? Through the use of future aircraft technology, better operational flying techniques and sustainable fuels”. In relation to this theory, TUI could be seen as a leading example of an organization taking the appropriate steps in continuing to be a successful business as well as maintaining a high level of sustainability. One of TUI’s main missions was to become a carbon-efficient airline and so in relation to this theory TUI could be considered successfully sustainable.

In addition to developing a green strategy, TUI has also been recognized for it’s sustainability efforts by multiple leading experts. TUI has been recognized and featured by the Climate Disclosure Leadership Experts, the Dow Jones Sustainability Index, and received recognition from FTSE4Good. This international recognition is an extremely positive reflection of the efforts made by TUI as an organisation keen to improve their sustainability. 

According to Greenbiz.com, (2015), “Specifically in the tourism sector, sustainability initiatives save money and enhance brand reputation, employee motivation and goodwill with travelers”. This could suggest that by increasing sustainability initiative’s, TUI has also improved the organization’s reputation and its relationship with it’s consumer’s. Therefore, the positive increase on the environment has also led to positive social and economic factors. 

According to Entrepreneur, (2017), “To be sustainable, a company needs to develop the capacity within itself to continuously identify the factors affecting its holistic growth in the long term, build knowledge and skill set on how to counter the adverse factors, and roll out the changes within itself in a self-sufficient manner”. This further indicates that TUI is following the correct approach to sustainability as the company’s strategy includes a long-term solution to effectively counteract the negative ways in which it effects it’s surrounding environment. However, it could also be argued that putting a strategy in place is not enough to be considered sustainable and it is only significant once improvements have been achieved as a result of the strategy that a company is effectively sustainable. Yet, according to a report published by TUI Travel PLC, 2014, there have been a number of successful environment friendly achievements by TUI in recent years. These included:
“£28m saved through environment efficiencies in 2012 & 2013”.
“TUI Travel airlines’ reduced relative CO2 emissions by 9.3% in 5 years. Now 70.7g of CO2 emissions per revenue passenger kilometer (RPK) across TUI Travel’s airlines – an improvement of 3.2% since FY12, making TUI Travel airlines some of the most fuel efficient in the world”.
“TUI Travel airlines’ reduced absolute CO2 emissions by 15% in 5 years (reduction of 1 million tonnes of CO2 compared to 2008)”.
Through these statistics that show the sustainable improvements, in addition to the long-term holistic strategy and sustainable recognition awards achieved by the company, it is evident that TUI is taking the correct movements in tackling environmental issues and being internationally recognized as a sustainable organization.

Conclusion
To conclude, extensive research has been carried out in order to fully investigate TUI as an organisation in terms of management, sustainability and company changes. 

The research shows that TUI has undergone large-scale changes as an organisation in recent years. Despite these changes, TUI has continued to place tremendous focus on it’s stakeholder’s, putting them at the forefront of business decisions. Alongside these changes, TUI has also made significant progress in increasing it’s sustainability levels and acting as a prime example of a carbon-efficient airline. 

It is evident that TUI’s success as a company could be directly related to it’s innovative management structure, it’s ability to prioritize it’s stakeholder’s and it’s focus on minimizing detriment to the environment.
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Appendix
Meetings
26th March 2018 : A meeting was set to discuss the strategy of the audit and split the tasks between the team.  

16th April : During the meeting, we discussed the progress of each team member’s work and if information for their section was available. 

23rd April : Discussion about the contribution audit and how team members will be evaluated. 
30th April : Reading through all sections to come up with the main findings and conclusion for the executive summary.
01st May : The audit was put together in the correct report format, executive summary, introduction and the contribution audit have been written and added to the organisational audit. 

Discussions via social media:
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4 Sam, Becky, Caitlin > s Qe

Hello girls... How are you doing on the audit... Each one

managed to find info on their section?

Becky

Q Yeah I've found info @) I've done about 200 words

That's great.. | found two major changes.. Alot of

newspaper articles about them. Didn't put it in writing
yet..

Sam

I've done a map of all of the stakeholders just
researching which ones would be seen as the most key
_ones so | have enough evidence to back it up, then | will
“ add that to the slides and write up the audit

Brilliant.. Did he want the map in the audit? Or just in the
presentation! P

Sam

| was thinking only the presentation, wasn't planning on
putting in the audit, maybe appendix if we think its
better there too but what do you think?

| do remember him saying he wanted a map for the
stakeholders..just can't remember where he wanted..

Definitely in the presentation.. We could put it in as
appendix!

Did you separate them into external and internal?

Sam

Yeah to be safe, atleast it's all together then. I'm trying
to make sure | have research all pointing towards the
key stakeholders, so far I'm thinking manager's,
passengers and the government but want more for
proof

“ Oh no | didn't think od that!
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passengers and the government but want more for

proof

e Oh no | didn't think od that!

While you write the audit identify which ones are the

external and which ones are the internals..

Sam

“’ % Ah ok

& POMO Module.. Q ¢ @

prmcten o rgrnston et

[ TASK DESCRIPTION |

Produce & report of 5000 words for Task 1 overal (tasks a+b combined) containing the results of your two.
auss.

Working in grovps of Up 10 & peosle, select and research gn of he folowing oranisations/evests:

© Buis, + Waies Arshow 2018
o TuyTratfincers o #8CProms
© National Botanc Garden of Wales o Emburgh Frge Festnal
© Victoria & Aert Museum, Londsn © Uaadrindod Wells Victorian Festhal
 Blackpool Pleasure Besch . o
o National Trust o Swanses jazz Festual

You may a0 choose a ‘widcand and opt for an altemative crganisation o auditfrom those ksted. This must
e juntifid 2nd agreed with the tutor n advasce of starting work

) With reference to relevant theories, audit, analyse and critically evaluate your chosen organisation
using the folowing key topics (1000 words per section - $0 marks):

 Orgasisations!structure, culture, gost ey cbjectves
 Recent changes/new initatves, why they e Magpening, thee business rationsie 3nd inpact
 Key organsationa! stakenoers - iternal and externa

 Approach o sustainabiity and the Green Agencs

3ware that the lectures/tutorials may mot have taken place for il topics when you begin 50 refer to the modul
cutine for gucance and plan accordingly.

b) Contribustion Aucit (1000 words - 20 marks)
Exp1200 how weil you periormed this task a5 2 team.

Use Tockman's group development mode! (forming, stomming. norming. performing. acjourning) 0
om ¢

eveiopment process.
Use Belbin's team roles theory 10 assess and evaluate the performance of s
How 30 when in the process 6 your gr0wp’ evolve 10 Become 3 Team’?
“

Because its mentioned.. Its best to split them.!

Sam

“’ 2 Definitely I'd rather cover everything

Yeah im like that..

What do you think!!?

Roles of Organisations - Tui

Tui is a public limited private sector organisation which is one of the
['B world's leading leisure travel groups operating in over 180 countries
with more than 30 million customers in 31 key source...

travelexplained.weebly.com
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4 Sam, Caitlin, Becky > QO

Because its mentioned.. Its best to split them.!

Sam

ﬁ Definitely I'd rather cover everything

Yeah im like that..

What do you think!!?

Roles of Organisations - Tui

Tui is a public limited private sector organisation which is one of the
ﬁ'] world's leading leisure travel groups operating in over 180 countries
with more than 30 million customers in 31 key source...

travelexplained.weebly.com

| found this website.. There are useful information in it.

Caitlin

” Oh brilliant thank you!

No worries..

Are you all ok to meet on Monday? We can go through
the audit and discuss what we found..

Create Plan

Caitlin

Yes I'm free Monday

” I'll bring the notes from the last meeting

Excellent of=...
uy

Let's say around 11 in the Uni library..???
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Contribution Audit

Below is our written group contribution audit. As a team, we broke down our efforts into the following categories:

·         Communication

·         Contribution

·         Time Management

·         Attendance 

We have discussed how we feel we work as team in terms of each of these areas and any improvements that we feel we could have made. 

Communication
As a group, we feel we communicated very effectively. From the beginning, we put a clear communication strategy in place that could be followed throughout the duration of our group task. We decided to set methods of communication that included social media group messages, as well as face to face meetings to discuss progress. The social media was an effective way of keeping each group member up to date on work progress and any changes, as well as allowing us to arrange meetings. Through our social media chats, we were also able to offer advice and helpful suggestions to other members of the group via these group chats. 

‘Performing’ is one of the key aspects of Tuckman’s model of team development, whereby each member of the group fully understands their role and responsibilities. Our clear and constant communication ensured that each member fully understood their role within the group and therefore allowed us to work better as a team. 

However, one limitation to our communication as a group, was the lack of group meetings. Initially, we had intended to meet a total of three times over the Easter period to discuss group progress. However, due to difficulty in our individual schedule’s and members being located far away from one another, this resulted in only one face to face meeting throughout the Easter break. Though we kept in constant contact via social media chats, we feel more face to face discussion could have been beneficial to the group task.  

Contribution 
As a group, we feel each member contributed an equal and fair amount. Having established our roles early on within our project, it allowed each group member to understand what was expected from her. As a group, we agreed that each member must complete her own section of the written work, as well as contributing to the executive summary as a group and being an active part of our group work discussions. We feel each member of the group stuck to this arrangement, as well as going beyond expectations in certain areas. Where some members of the group contributed more written suggestions, others contributed with creative ideas. Overall, we feel each member of the group contributed an equal amount of work. 

However, though each member contributed to the team’s success, we feel we could have utilised each other’s strength’s to further excel in our group work. Each team member has individual strength’s and weaknesses’. As discussed by the Belbin model, there are multiple roles that each member can take on within a team. Throughout our team work, we each naturally performed the roles that felt most comfortable to us as individuals. However, we feel, if we had addressed each team member’s definite role early on, we then could have used that to maximise the contribution of each member through focusing on their strengths. 

Time Management
In relation to time management, we feel we were very successful as a group. From the beginning, we set clear dates by which we wanted to have individually written sections completed. Each member of the group stuck to this timeline and had the work completed within our designated timeline. In addition to this, we also set times for our face to face meetings. All group members stuck to the meet up times, which allowed us to have ample time to complete our tasks and left room for us to thoroughly review our work afterwards. Due to our success in being able to stick to our given dates and deadlines, we feel no improvement was needed on our time management skills. 

Attendance 
As a team, we feel our attendance could not have been improved. We made an active group effort to attend lectures and group meetings alike. If a team member was unable to attend a lecture, we as a group made sure that any important information relating to the group task was passed on to that member to limit any confusion and make sure that we were all constantly up to date with lecture information. We feel our excellent attendance helped make communication easier within the group and was also extremely beneficial in utilising our time to the benefit of our audit. 

Individual marks
Below, we have each rated our individual work within the group and how we feel we contributed. We have given ourselves a mark out of 20 based on our own individual performance:

	Criteria
	Rebecca
	Obaidah
	Samantha
	Caitlin

	Communication
	4
	4
	4
	4

	Contribution
	4
	5
	4
	4

	Time Management
	5
	5
	5
	5

	Attendance
	5
	5
	5
	5

	Total
	18
	19
	18
	18


(Organisational structure, culture and goals) written by Rebecca

(Recent Changes) written by Obaidah

(Stakeholders) written by Samantha

(Approach to sustainability and the Green Agenda) written by Caitlin
Conclusion 
To conclude, we feel that as a group we worked extremely efficiently and effectively. Each member of our team added an invaluable aspect that not only allowed us to discover each other’s strengths and weaknesses, but also made the work enjoyable. Though there were areas that could have been improved, we feel overall our team work was a success. 
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