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This report will be based on carrying out an audit into TUI, the world’s leading tourism organisation. The audit demonstrates the understanding of the organisational structure, culture, goals and key objectives, recent changes or new initiatives and why they’re happening within the organisation, the key organisational stakeholders (both internal and external) and finally the approach to sustainability and the Green Agenda. It is apparent from the report that TUI are achieving and maintaining elevated levels of success due to their commitment to not only their customers, but their employees, stakeholders and the environment. It is vital for TUI to keep up with current trends within the industry and develop where and when necessary, highlighted within the audit as proof that the company is an ever-evolving business giant that shows no signs of slowing down.  



















Contents
Executive Summary	1
Introduction	3
Main Findings	4
3.1 - Organisational Structure, Culture, Goals/ Key Objectives	4
3.2 - Recent Changes/New Initiatives	7
3.3 - Key Organisational Stakeholders- Internal and External	11
3.4 - Approach to Sustainability and the Green Agenda	13
Conclusion	16
References	17
Appendices	21
Appendix A: Diagram	21
Appendix B: Minutes of Meeting:	22
Contribution Audit	28



















[bookmark: _Toc513168353]Introduction
The purpose of this report is to produce an audit based on the chosen organisation that the team has selected. The team made the decision to audit TUI Group. TUI Group, otherwise known simply as TUI, is a travel and tourism organisation that is located globally, self-defined as the largest company within the travel and tourism industry (TUI, 2018). With over 4,000 properties from luxury hotels and villas, over 600 travel agencies in the United Kingdom alone and catering to 180 worldwide destinations, TUI’s presence in the industry is huge.
TUI has grown over the years from simply a traditional tour operating company, to a global tourism franchise. The organisation now operates ‘150 planes and 16 cruise ships’ in over 25 airports and 120+ cruise ports of call (TUI, 2018). Along with other recent changes to meet the demands of customers/stakeholders and to keep up with the times (researched in depth in the audit), TUI have proven to have evolved massively in recent times. 
Dating back to its inception in the 1800s, TUI has always been a well-known name within the travel and tourism industry. The company is aware of its standings within the industry and how to provide excellent service, especially to its customers and stakeholders. The organisation has amounted over 10 awards at the World Travel Awards alone since 2009 (World Travel Awards, 2018), in segments relating to leading tour operator and leading sports tour operator. Not only are TUI Group passionate about putting a smile on their customers faces, but they are also firm believes in ensuring their employees are happy. In fact, in 2017, the company was voted as the ‘8th best top graduate employers for hospitality, leisure and tourism careers’ in a report published by The Guardian (Target Jobs, 2017). 
TUI is known to be one of the must sustainable organisations, working closely with sustainable companies to become a more environmentally, economically and socio-culturally aware organisation. Along with the topic of sustainability and the Green Agenda, the team will be researching and analysing the organisational structure/culture with goals and key objectives, the recent changes and new initiatives within the business and the key organisational stakeholders (both internal and external). These findings are presented below and are conjured in hopes of a further understanding of how a global business such as TUI operates on a day-to-day basis. 
[bookmark: _Toc513168354]Main Findings
There are four key topic areas to be covered within this audit: organisational structure, culture, goals/key objectives; recent changes/new initiatives, key organisational stakeholders (both internal and external) and approach to sustainability and the Green Agenda. The results of the team’s findings can be found below. 
[bookmark: _Toc513168355]3.1 - Organisational Structure, Culture, Goals/ Key Objectives
It is vital that an organisation has a designed structure for the organisation to be able to perform effectively. Mullins (2013) states that according to Drucker, a ‘good organisation does not by itself produce good performance. But a poor organisational structure makes a good performance impossible’. The importance of an organisation to have a structure created is shown here, as without this, an organisation can perform unsatisfactory and ultimately fail to meet the demands of its consumers and employees/stakeholders. Therefore, the organisation must plan, organise, direct and control the activities that happen both within and outside of the business. Maintaining a structure within an organisation is a way of achieving objectives and goals.  
The current structure of TUI Group is that they have developed business operations grouped into three regions across the planet. These include; Northern Region, Central Region and Western Region. TUI Group (2016) state that ‘the three regions make up the Tourism Division together with Hotels & Resorts, Cruises and Other Tourism.’ With TUI Group being an organisation that operates across the globe, it demonstrates they want to be able to deliver great customer experiences for all types of customers. Due to TUI Group operating within hotels, cruise lines, six European airlines and tour operators both through the travel agencies all over Europe and online, their aim is to be able to create opportunities for their customers, shareholders and employees. Mullins, L (2016) demonstrates a diagram (see appendix A) how an organisation is structured by location. TUI Group represents this diagram because as an organisation, they are well-known across the globe. This means TUI are on a large scale and therefore there is more people and rules, making it more complex. This shows that they need to be grouped into different boards, so they can focus on each board to a high standard, resulting in all employees and customers having a great experience with TUI Group.  

In addition, TUI Group have also put in full integration of their own hotel and cruise ship operations; this has been implemented. This has resulted in the organisation creating a flatter hierarchy, allowing the organisation to work closely to its operational business within the markets. According to TUI Group (2015), they believe that ‘this new structure will bring the areas of tour operating, hotels and cruises under one organisation and result in a number of changes in roles and responsibilities. ‘This is showing that TUI Group can operate in all areas when it comes to tourism, meaning that customers can book everything under one organisation.  
It is recognised for an organisation to have culture, as it’s a way for a company to share the same beliefs and values that can shape the organisation for employees. This represents that it can affect employee’s behaviour and performance, so it is important that employees share the same beliefs and values. Child (2015) discusses that when management represent their culture, it is making the effort to shape a way of thinking that pervades an organisation, which gives a purpose of increasing identification of employees, resulting that they will be more committed to achieve its goals. This is a positive aspect, as it demonstrates that employees agree with an organisation’s values, resulting in motivation to achieve organisational objectives.  
TUI Group corporates culture within their organisation, and according to Naoum (2001), Handy believes that there are four distinct types of organisational culture related to the way that organisations are structured. This includes power, role, task and person. TUI Group fits into the more role cultural, known to be the bureaucratic control. TUI Group (2018) says that their culture is to ‘spread smiles’ as they believe that they are a talented team that are genuine and spirited individuals who want to deliver great customer experiences and spread smiles across the globe. This establishes that all employees of TUI Group have the key role of making their customers smile and happy, as well as ensure that employees are meeting their role to a high standard. Furthermore, this proves the importance that employees must be happy and share the same beliefs and values as the organisation, for them to achieve their role successfully and create a more positive company.  
Furthermore, TUI Group has a specific design, which enables for their organisation to run as smoothly as possible. TUI Group comes under the chain of command, as Mullins (2015) says that ‘The chain of command establishes the vertical graduation of authority and responsibility’ which indicates every employee of the organisation must exactly know their position within the organisation. TUI Group (2017) discusses that they currently have 2,222 travel agencies, however, it will increase to more than 600 further outlets. This is because of the brand migration from Thomson to TUI in the United Kingdom and Ireland. This establishes that the chain of command will also increase, as more employees will have to understand their role and position, as there would be more job positions for individuals to apply for. No matter what position employees have within the organisation, they must be able to co-ordinate together to work towards their aims/goals.
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Back in September 2017, the UK’s leading travel organisation (TUI) launched its first television advertisement regarding its name changing campaign. The advertisement was first shown during the ITV’s show The X Factor (TUI, 2018), displaying the simple message of ‘Thomson is changing to TUI.’ towards the end of the advert, becoming the primary focus of this media campaign. The advertisement was chosen to be shown during the ITV show ‘The X Factor’ due to the programmes popularity over the 10+ years it has been on air. TUI started this campaign on an elevated level; aware that millions of people would be watching that programme that night. The advertisement was a quick and effortless way to promote and inform people all over the UK that the well know travel organisation was changing its name. 
TUI changed its name after 50 years of being Thomson. This decision came to fruition by the owner of the German group, TUI, the head company of prior Thomson. The 600+ retail outlets across the UK have been renovated by the full name change, now featuring signs and promotional material under the name ‘TUI’.  According to the managing director Nick Longman (ITV News, 2017), Longman is hoping that with the recent announcement of the name change, this can result in a boost in sales, in hopes of further expansion of the organisation. From research undertaken by TUI, it was clear that not everybody required the typical seven or fourteen-night beach holiday previously accustomed to the Thomson brand and name. Holidaying habits are changing, another reason why the owners of what was once Thomson, decided they needed to change and revamp the organisation.
After the launch of the TUI name changes, TUI has planned to expand their business in Greece. Tourism is one of main sources of income to the country, being one of few lasting industries in the area. The industry managed to survive economic issues which had been occurring in the country for eight years between 2009 and 2016, due to a series of debt crises. The source originally started from the mismanagement of the Greek economy. Their membership in the Eurozone prevented them from having full control over the monetary policy (Bank or currency board controlling their money they have borrowed). TUI want to get the country back to the way it was several years ago; a popular tourist destination for millions of customers. In summer 2017, TUI was able to increase the number of visitors to Greece by ten percent to a total of 2.5 million tourists. According to TUI ‘Greece is the second most important destination for the TUI Group behind Spain. By focusing on expanding and getting more flights to Greece it will help support the country’s economy’. This not only shows TUI’s importance and interest in re-introducing an area to consumers, but also shows how the company are becoming sustainable in their methods of boosting the Greece economy. 
TUI are completely oriented and focused around growing their organisation. They are investing in worldwide hotels, resorts and their cruise lines (TUI, 2018). They require a good infrastructure, hotels in locations by the sea and highly trained and qualified employees to deliver excellent customer service. By requiring locations by the sea, they are about to ultimately improve and expand on the destinations which are offered on their cruises. In 2018, TUI announced that they are set to expand its cruise fleet. Their growing demand of more and different cruise destinations has finally been answered by the introduction of the Mein Schiff Vessel. This Vessel in particular has a passenger capacity of a staggering 2,894. The cruise business is one of the key elements of the growth roadmap pursued by the globally operating TUI Group (TUI, 2018). The introduction of new products/services allows TUI to become an every-growing and changing organisation. After many years in operation, it can be hard for a company to re-invent itself and not only cater to their typical guests, but also cater to new ones. The introduction of cruises at TUI open the doors for a whole new market segment that TUI have not yet had a grasp upon. Not only does this result in more income for the company but attracts a wider audience base that may repeat custom and spread good word of mouth. 
TUI is very keen on making their holidays cleaner; by trying to do everything they can to reduce carbon emissions. In 2014 the company had a carbon footprint which was a massive 6,879,976 tonnes of carbon dioxide. Its TUI’s main aim to decrease their carbon footprint by trying to ensure that the holidays people buy are sustainably efficient (more details upon this in section 3.4). Before Thomson was re-introduced as TUI, they introduced the Dreamliner 787 aircraft. Not only is the Dreamliner a better flowing plane but is also a more environmentally friendly and has less effects on the passengers on board. The aircraft emits a lower amount of CO2 compared to older aircrafts, which on average is about twenty percent less carbon on flights from London to America when comparing the new Dreamliner 787 aircrafts and the older aircrafts TUI used for many years. Taking the initiate to become a more environmentally friendly company is often expensive for an organisation, however, this has not stopped TUI. The company is committed to giving back to the environment by doing all means necessary to introduce new methods of tourism that can protect it. 
Following the merge of TUI AG and former TUI Travel PLC back in 2015, the two businesses progressed faster than anyone thought. The organisational structure accelerated, and a more simplified organisational structure was put in place. The full integration of the companies has created a much more flatter hierarchy which has allowed the company to be closer to operational businesses in the market. The new structure will mean that the overall outcome will show that there has been a substantial amount of changes in the roles and responsibilities throughout the company for the good. A merger of such size and stature is sure to create new employment opportunities, and this was a compelling case for TUI. The result of the merger to simply ‘TUI’ resulted in many new jobs opening becoming available and thus, the company expanded its workforce. This led to further employment in the industry, showing TUI’s commitment to promoting and expanding the tourism industry not just for themselves, but for the greater good of the entire industry. Introducing new team leaders, managers and staff members during enormous changes such as TUI undertook when adopting the ‘TUI’ name can have both positive and negative affects on a company. At times, organisations may be in a state of confusion, with a high number of staff members qualified for the same position and newer members of staff lacking the knowledge about the company. TUI have avoided this by ensuring all of their highest tier staff remain in place, as this increases the chances of company officials being more invested into the business than newer employees. 
Since Thomson became TUI, they have updated their values and how they look at their company. Their Vision is ‘Think Travel. Think TUI’ (TUI, 2018). TUI as a company does everything to try and sell their new image to potential or previous customers. With adding TUI to their vision it shows that the company are putting their image and what they have to offer on the line, believing in their newest model to attract potential customers. ‘Discovering the world’s diversity, exploring new horizons, experiencing foreign countries and cultures: travel broadens people’s minds.’ (TUI, 2018). With this in mind, TUI are stating that the company emits knowledge that with the change of name and rebranding, TUI are still showing customers that they still have the same aims and objectives as what they were if they were still Thomson.
TUI has introduced digitalisation into their company. They are now using automated machine learning systems and sharing their customer insights to improve the systems not only for the company but for the customers also. By sharing customer insights, they are able to create personalised marketing, products and services for each individual. It is important for TUI to understand the wants and needs of customers as not everyone wants to go on a typical 7-night trip away to Spain. By understanding what customers want they can introduce innovating and new holiday types to suit wider customer bases and improve existing products for their already loyal consumers.
Another change which has been put in place by TUI is that the TUI airline allows for more flexibility in destination planning. In simple terms, TUI are allowing their customers the flexibility of upgrading their flights options, cancelling them for a refund and allowing change of airports/flight times after booking. This is ideal for the business customer. Business customers need to be very flexible and the airline needs to meet the needs of business passengers. With routes changing and more routes being added to the many destinations TUI fly to all over the world on a daily basis, this gives a wider and easier choice of flights which would be useful for business passengers. With the wider choice of destinations and the airline becoming more flexible, the organisation is going to be seeing a lot more business passengers. With more business passengers they could develop flights and destinations even more than what they have now.



[bookmark: _Toc513168357]3.3 - Key Organisational Stakeholders- Internal and External
Every organisation has stakeholders as without them, a company cannot operate to its full potential. According to Carroll & Buchholtz (2014), ‘stakeholders may affect the organisation and, in turn, be affected by the organization’s actions, policies, practices, and decisions.’ TUI Group values its stakeholders, both internal and external. They listen and evaluate their stakeholders needs and wants and develop their services to suit this. A company that does not meet the requirements of their stakeholders is likely to fail and thus lose support; declining to acknowledge their most valuable interest. Due to this, TUI aim to cater to all of their stakeholders to the best of their ability, to satisfy them and form bonds of respect and understanding. 
Shareholders currently own 46% of the TUI company, while its stakeholders control the other 54%. With most of the organisation in ownership of stakeholders (Anonymous, 2014), it is TUI’s responsibility to satisfy these individuals and provide them with financial, business and personal gain, of which they have signed up for. ‘Our actions are characterised by transparency, cooperation and an open dialogue with all of our stakeholders’ (TUI, 2008). This is a quote from TUI’s official code of conduct document for employees within German branches of the organisation. From this, it is clear that TUI hold stakeholder’s opinions and service close to heart, therefore inform these individuals of any changes when necessary and consider their needs and wants at all times. 
TUI have an extensive list of stakeholders, both internal and external. The key organisational internal stakeholders for the company internal their employees, managers and board of directors, while external stakeholders comprise of industry partners, academia, suppliers, governments, communities and destination partners, non-governmental businesses, experts in sustainable tourism and suppliers. In between the two distinct areas of stakeholders within TUI are investors, whom can be both internal and external (TUI, 2015). Investors can be from both within the organisation itself and from outside, thus making it hard to differentiate whether these stakeholders are internal or external for TUI. 
Primarily, TUI work in partnership with stakeholders that can help them in providing valuable information. Within recent years, TUI have formed partnerships with the Sustainable Aviation Fuel Users Group, the Carbon Disclosure Project and Sustainable Aviation in return of gaining information specifying sustainability (TUI, 2016). These partnerships are closely formed, with both sides relying on one another for differing reasons. TUI rely upon these organisations to guide the company in the direction of being more sustainable within their operations, while these partnership companies rely on TUI to succeed in every aspect of business operations, with priorities regarding sustainability, to advertise their successful work with a global company. Back in 2015, TUI prided these organisations in a report for their help and guidance in repositioning the companies views on aviation and climate change. These types of stakeholders are key to TUI’s success in the global market, as they prove the company is willing to listen and meet demands of not only large organisations, but smaller ones with invested interest also. 
Another key external stakeholder for TUI is the media. Media representation of a business is becoming increasingly important in a world where news stories online and in newspapers are seen by billions of people on a daily basis. TUI understands its importance to be portrayed well in the media and due to this, has formed bonds with these stakeholders to advertise their products/services and increase positive word of mouth. TUI are proud of their online and in print advertisement in media, however, the success of this ‘depends increasingly on TUI Travel plc’s capabilities to assess collaborative tourism marketing’ (Vanhamme, 2016). As a enormous organisation within the tourism industry, at times TUI can be culprit to advertising and marketing their sole views and opinions in newspapers and online publications they trust and tend to stick with, due to their high amounts of persuasion and authority. However, it is vital for the company to work closely with all types of online publications and in print media; to form closer bonds with stakeholders that are valuably important to the company. Without the media, it would be difficult for TUI to advertise their newest products and services and without a close and positive bond between these two entities, perception of the organisation may drop. It is due to this that stakeholders such as the media are highly important to TUI, but, a greater deal of importance in necessary in an ever-increasing world of fabricated journalism.  



[bookmark: _Toc513168358]3.4 - Approach to Sustainability and the Green Agenda
As ‘the world’s leading tourism business’ (TUI, 2018), TUI have a responsibility to be a sustainable company. Sustainability is described by Jahari (2014) as ‘an interdisciplinary concept that embeds aspects of environment, economic aspects as well as socio cultural aspects’. The companies vision is ‘to make travel experiences special whilst minimising environmental impact, respecting culture and people and bringing economic benefits to communities’ (TUI, 2018). In a world where tourism accounts for an average of 50% of movements (whether by road, rail, air or sea) and produces more CO2 and greenhouse gas emissions than any other industry (UN Environment, 2017), it is vital that TUI stick to their goals and beliefs in protecting the planet.  

TUI are proud members of the Global Code of Ethics for Tourism (GCET). The GCET is a set of values that help to inform and guide governments, nations, tourism companies, tourists and the public about sustainable tourism and the impacts of the industry on the environment. Principles covered by the GCET include: understanding and respect between communities and tourists, preserving cultural heritage, benefitting host countries, freedom for tourists and employee rights. (United Nations World Tourism Organization, 2018). The programme is acknowledged by the United Nations and is voluntary to join; therefore, furthering TUI’s commitment to sustainability. As a non-compulsory programme, TUI are essentially following guidelines not mandatory to them due to their own visions and beliefs. The global organisation wishes to pave the way for other tourism companies in becoming as sustainable as they can possibly be, going above what some may consider is expected.  

With a huge carbon footprint of ‘6,879,976 tonnes of carbon dioxide in 2014’, TUI understand the need to reduce their damage to the planet; thus, the ‘Better Holidays, Better World’ green agenda strategy was created (TUI, 2018). The strategy, running from 2015 – 2020, is structured to include four main segments of improvement: step lightly, make a difference, lead the way, care more (TUI, 2018). The aim of this programme is to reduce the impacts to the environment by tourists, form bonds between the company and the communities in which it operates, become a stand out sustainable organisation in the industry and create an informed and modern place to work where caring is key.  

Regarding becoming a stand out sustainable organisation, it is not solely TUI that believe they are becoming this. The Pacific Asia Travel Association also believe that TUI are leaders in sustainable tourism, stating that the company has ‘shown exemplary tourism practices’ for decades, ‘because TUI is in it for the long haul, not just the short’ (Pacific Asia Travel Association, 2015). The introduction of new schemes and programmes each year by the company lead the way, becoming innovative in their approach to help the planet in the long run, showing no signs of lacking commitment to the cause. Relating to this, TUI are not solely emphasising their sustainable efforts and achievements. The organisation has won many World Travel Awards over recent years, with these awards celebrating organisations ‘excellence across all key sectors of the travel, tourism and hospitality industries’, including sustainability (World Travel Awards, 2018). TUI have been awarded seven of these prizes and nominated for a further forty as a standout European and World organisation.  

Green Awards were established by TUI back in 1996 and have since become a staple for the company, rewarding their most sustainable outlets (whether that be accommodation providers or travel agencies) with championships, recognition and awards. This was introduced to inject competition within the company, with each branch of the business fighting to obtain a Green Award. This is an enormous positive for TUI, with each of their outlets doing their uttermost to become more sustainable and thus enhancing awareness for tourists, employees and other organisations (TUI, 2018).  

TUI are aware of their need to keep their image of being a sustainable and green company up. The organisations constant changes in regulations and introductions of new schemes, most of which are positive in terms of sustainability, affect how the organisation is perceived. As the world’s leading travel company, ‘with such a high number of tourists they carry and accommodate every year it is unavoidable to do something for sustainability’ (Siegfried, 2015). Consumers are becoming ever more aware of the effects of tourism on the planet and therefore demand companies to act. Research undertaken by ABTA (2013) upon 2008 consumers found that ‘38% believe that it is their travel company’s responsibility to be environmentally responsible rather than their own’, and ‘one in five consumers (21%) say they are prepared to pay more for a holiday’ that benefits the environment. TUI are approaching this well; using such statistics to inform their passengers of their work on sustainability and the Green Agenda with annual reports and dedicating a section of their website to sustainability.  

To become more sustainably aware, TUI have partnerships and cooperation’s with several of the worlds leading sustainable companies. These include The Travel Foundation; a sustainable tourism charity, Global Sustainable Tourism Council; of which TUI is a member, The Code; all TUI business tour operators are signatories of this, and Futouris; a sustainable initiative within the German tourism sector (TUI, 2018). Working closely with companies outside of their own can provide an outsiders point of view on how TUI are operating in terms of sustainability and being green. These companies have decades of experience in the field of being environmentally, economically and socio-culturally acceptable in the ever-changing world, thus provide experience and knowledge to TUI that they wold otherwise struggle to obtain. ‘This enables us to optimise our strategic approaches as well as specific measures and projects’ state TUI on their official website about their partnerships, forming networks to prove their commitment to sustainability and the Green Agenda as a whole (TUI, 2018).  











[bookmark: _Toc513168359]Conclusion
From the research and analysis undertaken, it is clear that TUI are an effective organisation as a whole. To become the most successful and leading tourism company across the globe, it takes a lot of work and commitment to get to a position in which TUI are currently in. With hundreds of thousands of employees and millions of customers to cater to daily, TUI are taking the correct steps and methods needed to remain atop the ever-changing and demanding industry. 
Regarding the key subject areas covered within the findings, TUI are operating to a high standard and their structural standings are impressive. Their recent changes, especially that of the branding from Thomson to TUI has allowed the organisation to become somewhat relevant again; appealing to customers whom may like the sound of a more modernised organisation. Stakeholders are happy with the performance undertaken at TUI and are an asset to the company, which TUI aren’t afraid to confirm in writing. Perhaps the company’s most impressive feat is their efforts towards becoming a more sustainable and green organisation. In recent years the company has grown and committed to becoming one of the most sustainable travel companies on the planet; showing the organisations pledge to protect the world for as long as it possibly can. 
As a company within the tourism industry, it is hard to conjure another organisation that meets the same standards that TUI currently hold. The company is truly a leader in the industry, showcasing what it means to be a successful business in an ever-changing industry such as the travel and tourism sector. 
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19th March 2018
12:00PM 
Present: Dee Jones, Nathan Price, Gemma Davies
The aim of this meeting is to discuss and research all twelve organisations, to come to a group decision of which organisation will be the most appropriate for assignment two, for our audit report. 
· Team members made the decision to research four organisations each, to gain an understanding and discuss background information on each organisation. This will allow the team to decide an organisation to audit that they agree upon. 
· Dee suggested to team members to do TUI as the chosen organisation, as she felt that TUI is a well-known organisation that has lots of information that can be easy access. She discussed that TUI is on the news lately, which would provide recent and relevant information for the audit report.
· Nathan suggested to team members to do Crufts as the chosen organisation, as Crufts took place within the last week, meaning that there is up to date information readily available. Nathan also stated that Crufts has been a prominent British event that has been running for many years and links well with the LETS industry. 
· Gemma stated that the team should audit Blackpool Pleasure Beach, as it is a popular visitor attraction throughout the United Kingdom and has personally visited the visitor attraction. Gemma also discussed that Blackpool Pleasure Beach has been a visitor attraction for many years, so this represents that there would be information to find, that would easy accessible. 
· After much discussion, the group decided as a team that their audit report will be on TUI, as we all believe that there is lots of information about the company. TUI also links directly with international travel and tourism; a course that we are all studying. 
· It was also decided that Nathan Price is going to be the Team Secretary and Dee Jones is going to be the Team Leader. 



26th March 2018
15:00PM 
Present: Dee Jones, Nathan Price, Gemma Davies
The aim of this meeting is come up with a team name, allocate which team member is going to be researching each of the main key points for the report, as well assess our presentation that will be taken place tomorrow at 14:00PM. 
· Gemma Davies stated that she believes that the team name should be called ‘T & T’ because it fits in within the organisational audit. 
· Dee Jones discussed that she believes that the team name should be called ‘D’N’G’ as it represents each team members first name initial.
· Nathan Price debated that the team name should be named ‘T.I.R.E.D, as he believes that it represents each team member’s personality and students in general.
· After much discussion, the team came to a final decision that our team name will be called ‘T & T’ as we all agreed that it fits great within our report, which is carrying out an organisational audit. 
· Dee Jones is going to be researching the organisational structure, culture, goals/key objectives.
· Gemma Davies is going to be researching the recent changes/new initiatives, as in why they’re happening, their business rationale and impact.
· Nathan Price is going to be researching the approach to sustainability and the Green Agenda.
· It was an agreement by all team members that we will all be contributing by researching the key organisational stakeholders (internal and external), as there are only a total of three team members within the team. 
· Discussed why TUI was the chosen organisation that we are going to audit (leading travel and tourism company, well-known globally, an understanding of the company prior due to previous research, Thomson to TUI)
· Double checked previous work to ensure that the presentation was up to a high standard.
· It was discussed that all team members will be part of the presentation and Dee Jones volunteered to present our findings. 
9th April 2018
11:00AM
Present: Dee Jones, Nathan Price, Gemma Davies
The aim of this meeting was for the Team Leader (Dee Jones) to organise deadlines for team members to complete their own sections. This is because that the whole team can contribution completing the section that needs to be done together, as there are only three individuals in the team.
· Dee Jones stated to the team that she wanted to organise deadlines, so that the team does not run behind time.
· Nathan Price and Gemma Davies agreed with Dee Jones and supported her decision.
· Nathan Price stated that he wants to aim to research and complete his own section by the 16th April, to ensure there is enough time to complete the section that needs to be done as a team.
· Dee Jones also agreed with Nathan Price and would also like to research and complete her own section by the 16th April, so that the team has enough time to complete the other section, as well as the contribution audit. 
· Gemma Davies says that she hopes to complete her section by 20th April, to give her enough time to research her topic thoroughly and also work around her employment schedule.
· Dee Jones agreed that Gemma Davies’s deadline would be suitable considering her other work commitments. 










17th April 2018
15:30PM
Present: Dee Jones, Nathan Price, Gemma Davies
The aim of this meeting was for the Team Leader (Dee) to find out how much research that team has conducted on their own sections.
· Dee Jones asked how far everyone has got on with their research.
· Nathan Price stated that he had not yet completed his section of the audit, which was supposed to meet the deadline of 16th April. Nathan Price says that his work commitments and poor time management are the result of this.
· Gemma Davies also stated that she had not yet completed her section of the audit, however believes she is on course to complete this by her deadline.
· Dee Jones indicated that she has not completed her own section of the audit, as work commitments, family issues and poor time management are the result of this.
· All team members agreed that better time management is required, as this has resulted less time on the contribution audit and the other section that needs to be completed. 
· Dee Jones suggested a new deadline date of the 27th April for each of the team individual sections. 
· Nathan Price and Gemma Davies agreed with the new deadline and supported Dee Jones’s decision. Both team members clarified that they will meet the new deadline.










28th April 2018
16:00PM
Present: Dee Jones, Nathan Price, Gemma Davies
The aim of this meeting was to find out if all team members have completed their sections of the audit, and if the team are now able to go ahead with the other section of the audit. 
· Dee Jones stated that she had completed her section of the audit and was able to start the other section that is required within the audit.
· Nathan Price also completed his section of the audit and was happy enough to help start with the other section of the audit.
· Gemma Davies says that she is also happy enough to help with the other section, as she had completed her section of the audit. 
· Each team member read thoroughly through each section, to ensure that it was to a high standard and clear. 
· Minor changes were made to each team members section to improve the flow of the audit. All team members agreed that we were now ready to move on to the other sections that were required.
· Dee Jones took charge to assign roles to each team member, so that team became efficient and tasks were completed on time.
· Nathan Price and Gemma Davies supported and agreed with Dee Jones’s decision-making. 
· The team completed the other section of the report (key stakeholders) and was now able to conclude the audit and start the contribution audit. 
· The team started to evaluate each member and themselves, however did not complete this section. Nathan Price suggested that it would be best to complete this small section by 3rd May.
· Dee Jones agreed with Nathan Price’s suggestion and was happy that he assisted in the decision-making
· Gemma Davies agreed to the deadline.



3rd May 2018
17:30PM
Present: Dee Jones, Nathan Price, Gemma Davies
The aim of this meeting was to finalise the contribution audit and ensure that the report was fully completed and to a standard agreed upon by all team members. 
· Dee Jones established that the contribution audit had been complete asked if all team members were happy with the feedback that was generated.
· Nathan Price and Gemma Davies were happy with the feedback and agreed with their overall mark.
· Dee Jones also agreed with the feedback and was happy with her mark. 
· Gemma Davies stated that it would be best to review the audit and ensure that it is to a standard agreed upon on all team members.
· Dee Jones and Nathan Price agreed with Gemma Davies’s statement.
· The team sat together and thoroughly analysed the audit, making changes when necessary, as well as finalised the reference list.
· Once this was completed, the report was emailed to each team member and suggested by Dee Jones that all team members should read over the sections in their own time and provide any suggestions before submission. 
· Later, team members emailed their suggestions to Dee with hopes of making the audit the best it could be. 
· Dee Jones took these suggestions into account and for one last time, reviewed and organised the audit.
· Nathan Price and Gemma Davies were pleased and agreed with the final submission document.
· Dee Jones submitted the audit the next day before 10:00am. 
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Below is a table consisting of the marking criteria used to evaluate each team members performance during the audit. 
	
	Dee Lee
	Nathan
	Gemma 

	Attendance
	20/20
	18/20
	18/20

	Commitment
	13/20
	13/20
	14/20

	Communication
	18/20
	20/20
	18/20

	Time Management
	11/20
	11/20
	11/20

	Support
	16/20
	16/20
	16/20

	Motivation
	14/20
	13/20
	13/20

	Management
	16/20
	16/20
	16/20



To evaluate each team member’s contribution, Tuckman’s role model will be used. Nelson, D.L & Quick, J.C. (2010, p.298) stated that ‘The Five-Stage Model Bruce Tuckman’s five stage of group development proposes that team behaviour progresses through five stages: forming, storming, norming, performing, and adjourning.’  This will be an effective method to evaluate each team member’s performance. 
The first stage of Tuckman’s role model is forming, this is where the team is created to be able to achieve their final goal. The team were formed and decided to work together due to prior knowledge of each other’s skills and qualities. Therefore, this resulted that all team members knew why they were here, as all team members had the same goals.
The second stage of Tuckman’s role model is storming, and this role was established where the team decided on a team leader and a team secretary. The result of this was that team felt that everyone was part of the team and was a valued team member. However, the next task was to research into different organisations, so they could decide based on the research that what put in. There were mixed opinions regarding which organisation team members wanted to do. The result of this was time was not managed properly, wasting too much time discussing which organisation to audit on.
[bookmark: _GoBack]Norming is the third stage of Tuckman’s role model. This role was proved when all team members agreed on the organisation, allowing individual members of team to research and work on their sections. In addition, the team leader organised team meetings to ensure that the team was communicating effectively, as well as keep up to date how the team is getting on with their own sections. This is where the group formed into a fully fledged ‘team’, as they generated ideas together and relied upon one another for guidance and support. 
Furthermore, performing is the next stage of Tuckman’s model. This role was demonstrated as this is where all team members completed their own sections for the report, which allowed the team leader to structure and pull all sections together. As well as this, all team members were able to contribute to their own performance.
Finally, the last stage of the Tuckman’s model is adjourning. This role was demonstrated where the team had finalised the report together. The result of this revealed that all team members were satisfied with the report and was ready to submit.
Prior to completing the audit, each team undertook a Belbin team role self-assessment. The results were noted and are described below, along with additional analysis/information regarding how the team member performed throughout the audit and if this matches the Belbin role.  
The results for Nathan Price’s Belbin self-assessment was the role of a team worker, which means that the individual is socially orientated, rather mild and sensitive. Some of the positive qualities include an ability to respond to people and to situations and to promote team spirit. This demonstrated through communication and support, as the individual communicated to all team members clear and effectively, whilst being supportive when the team needed the help. Furthermore, this further helped with the management of the team, hence why the communication was excellent. Nathan Price’s attendance was also great, as was present at all meetings but did not attend all lecturers. On the other hand, the weaknesses include indecisiveness at moments of crisis. This was established where Nathan Price’s commitment, as the individual was indecisive about deadlines that were set. The results also revealed that Nathan Price’s least compatible job type is CH (chairman), which means that the individual is not necessarily classed as self-confident or controlled, both of which can be classed as weaknesses. This was represented when the individual did meet his deadlines on time due to work commitment, as it is proved that the individual was not confident enough manage the time accurately.
Dee Jones’s Belbin self-perception skills audit revealed that the individual was a shaper. A shaper has the drive necessary to push the team to achieve success and to not lose focus. This shows through the individuals attendance, communication and management, as the individual attended all meetings and lecturers, to feedback to team members. Showing excellent communication and good management to organise meetings and setting deadlines. This was a positive aspect, as this individual was the team leader. However, Dee Lee could have taken the team leader role more seriously by regularly checking up on team members performance during the audit and ensuring they were up to date with any knowledge required. Strengths of this type of team role include thriving from pressure, overcoming obstacles, challenging ideas and being dynamic. However, the weaknesses that the individual faced was time management and commitment. The reasons were due to work commitments and family issues that took too much time resulting in not meeting deadlines that were set. Shaper’s allowable weaknesses include often offending other’s feelings by mistake as a result of the drive and passion they put into their work. The result of this also revealed that Dee Jones’s motivation may have offend team members with-out realising, as the individual was stressing over managing the team’s time effectively. A shaper could also become aggressive/sarcastic when their attempts to get work done fail.
Gemma Davies was also revealed to be team worker from the Belbin self-assessment. Team workers help the team come together and complete work on behalf of the team to keep the peace at times. Gemma Davies proved this, as her communication and commitment was consistent throughout the entire process. The individual met her deadlines that were set by the team leader. This made Gemma Davies a talented team worker, as were able to support all team members, which made the team run effectively. The individual’s attendance was also excellent, as was present at all meetings that were set by the team leader. This is demonstrating the team workers role, as they are co-operative, diplomatic and often listen and attempt to solve issues within the team. It is good to have numerous team workers within a group, as it is more likely that the team work efficiently and effectively always. With Gemma Davies and Nathan Price being team workers, the result of this was that both individuals were able to support the team leader, as well as ensuring that the team was working together successfully. However, team workers tend to avoid confrontation, which could be a negative as they tend to sit back rather than getting involved in team discussions. Gemma Davies demonstrated this, as her motivation was lacklustre, meaning that the individual was laid back about managing time.
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rigure 15.3 Division of work by major purpose or function

Division of work by location

*In the case of division of work by product o service, or by geographical location, it is possible that certain
aspects of support services, such as human resource management, may also be assigned to individual units
of the organisation. However, the main responsibility of the HRM manager, as a separate entity,is to provide a
specialist advisory service to all unit managers and to ensure implementation of HRM policy throughout the
organisation as a whole. Responsibiliy for the main aspects of the HRM function is likely to remain, therefore,
ina direct line of authority from top management.
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