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[bookmark: _Toc24832864]Executive Summary
The purpose of this report is to explore, identify and evaluate strategic management of Touristik Union International Group (TUI). It gives comprehensive insights into TUI strategy combined with application of theories related to TUI business. Moreover, the investigation shows a TUI established a position in the tourism industry by scrutiny of their approaches. The analysis is performed by using various strategic tools such as SWOT, PEST, Mendelow’s matrix and Bowman’s clock in order to place recommendations for further potential expansion of TUI.








[bookmark: _Toc24832865]1.0 Introduction
This report will focus on the strategic management of the TUI group, and it will show TUI strategies and their analyses. It will investigate a comprehensive review of the internal and external environment of a TUI business strategic position aligned with academic theories and models. Furthermore, this paper will examine a stakeholder analysis and Bowman’s clock analysis. In the beginning a strategy must be defined. An Oxford dictionary (2019) describes a strategy as “a plan that is intended to achieve a particular purpose” (Oxford UP, 2019). According to Johnson et al (2012) a strategy is “the direction and scope of an organisation over the long term: which achieves advantage for the organisation through its configuration of resources within a changing environment, to meet the needs of markets and to fulfil stakeholder expectations” (Johnson, Whittington, & Scholes, 2012).However, Michael Porter suggests that “competitive strategy is about being different” which means that organisation choose intentionally the distinctive operations of its business to deliver an exceptional combination of value (Porter, 1996). 


1.1 [bookmark: _Toc24832866]Company Background
TUI Group is the largest multinational travel and leisure company in Europe, headquartered in Hannover, Germany. TUI owns over 380 hotels in over 49 destinations across the globe and 150 planes flying to the major destinations worldwide. Furthermore their 16 cruise ships sail to over 200 destinations around the world. TUI operates within 49 countries, and their mission and values are to “discover customer smile” throughout unique, intangible holiday experiences combined with their company (TUI UK, 2019; TUI AG, 2018). Also, TUI carries integrated distributions of their products by third-party companies. Therefore, they maintain smooth operations for their business across the globe. The individuals can book everything at once in one place as TUI offers holiday or cruise, flight and transfer to its destination as well as hotel and excursions and daily activities. Therefore, TUI aims to keep customer satisfaction at the highest level (TUI AG, 2018).


1.2 [bookmark: _Toc24832867]Objectives of the Report
The purpose of this report is to distinguish and critically evaluate TUI position and their strategy for further recommendations.




[bookmark: _Toc24832868]2.0 Main Findings
[bookmark: _Toc24832869]2.1 TUI Strategies
The strategic management is crucial aspect of any organisation as it portrays their plans, directions and targets for its business. Latham (2017) suggests that strategic management is about “making decisions about how the organisation will play the game of business” and those decisions are made on daily basis at all levels of company operations. Also, strategy management “must determinate how company aim to win the game” (Latham, 2017).Therefore, strategic management does not exist without strategy (Thompson, Martin, & Scott, 2017). However, according to APM (2019), strategy management is “the recognition, selection and putting into practice of an organisation’s long- term goals and objectives” (APM, 2019).
 TUI corporate strategy motto is “discover customer smile” through their products and services as well as unique experiences. Furthermore, their vision is “think travel think TUI” throughout engagements of employees and customers. Nonetheless, according to Douglas(2017), TUI was fined 48 times for breaching travel industry code of conduct because they mislead their customers and send them to the resorts that those places were under significant building operations (Douglas, 2017).
The research shows that TUI Group operates under differentiation strategy because they consist of comprehensive products and simultaneously, they target wide range of customers which create unique personal experience for their participants (TUI AG, 2018; Stotz, 2017). Due to recent Thomas Cook liquidation TUI has become a market leader with their differentiation of products. Their strategic position recently became expanded and strengthen as TUI included 135 hotels to their portfolio from the previous owner Thomas Cook (Delahaye, 2019). By this action TUI performed realised strategy which is a combination of emergent and intended strategy According to Henry Mintzberg(1987) strategy does not appear from planned processes and most of strategies tend to arise as people overcome challenges and learn from it (Mintzberg, 1987).
TUI declares that social sustainability is a fundamental management principle that boosts the value of its business. Their corporate social responsibility provides slogan “better holidays better world”, and their CSR are divided into four categories. The first classification is called “step lightly” which aim to become most carbon productive airlines and intend to reduce the carbon footprint of TUI business operations by 10%. The second group named “make a difference” is associated with Sustainable Development Goals and focuses on TUI participations with local societies that can take advantage of TUI. The organisation declares to increase local economies, generate jobs, caring for wildlife, and provide more sustainable holiday. The third category is titled “lead the way”, and TUI inspires by leading by example in sustainable tourism. The company promise to invest 10 million euros in order to sponsorship good cause and build positive impression of tourism as well as being resilient by utilising TUI Care Foundation. The fourth type is called “care more” where TUI  aspire to create the best workplace for its employees and become one of the top 25  best companies in the world (TUI GROUP, 2019; TUI CF, 2017).

[bookmark: _Toc24832870]
2.2 Strategy Analysis of TUI
[bookmark: _Toc24832871]2.2.1 PEST Analysis
PEST is a strategic management tool that measures external environment which can impact its organisation and underline main issues that can influence TUI’s operations at present and its future in order to become more competitive in the market (Wang & Zheng, 2016).
	
Political
	· Brexit can influence taxes, exchange rates, visa requirements for all parties involved (TUI as an organisation and customers as travellers).
· Terrorist attacks can impact TUI operations in countries/destinations that attacks occur as well as can affect those places.
· Political conditions can control, prevent or stop tourism migration.


	
Economic
	· High impact on holiday expenses due to Brexit and their fluctuations in exchange rates and foreign currency.
· 70.000 employees allow TUI to maintain economic growth as well as creates job constancy in countries that they operate (TUI AG, 2018).

	



Social
	

· Lifestyle transformations and social approaches.
· TUI brand awareness and reputation by customers experiences.
· Changes in mindset towards safety and environment; hence, customer demands to be sustainable- an increase of ecotourism trend (Clean Travel Connect, 2019).


	
Technological
	· Digital technologies can be a threat as there is a wide range of choices of online rivals travel companies. 
·  Advanced technologies create personal experiences, such as a mobile application or virtual interactive experiences.




Political instability in the UK as well as in countries that TUI operates can have a significant impact on TUI’s operations and can influence customer trends as people want to be safe. Therefore, TUI must prepare itself for alternatives if one of the above would take place. 
Furthermore, Brexit plays one of the major concerns for TUI business as nobody knows the results which all companies and the society will adapt to. If the outcome would be ‘hard Brexit’, then the prices of crossing a border could dramatically increase, and customers trends may change. Therefore, for tourism industry, it is crucial to aim for Brexit with ‘open borders’ as this would less financially affect TUI organisation and their customers. 
The social factor of lifestyle changes relates to social trends as people want to be valued and look for an authentic personal experience that TUI can offer such as a holiday for couples or single person (TUI UK, 2019). 
The ecotourism is a niche market that TUI can explore and expand its business for those customers that demand sustainable holiday combined with a holistic approach (Clean Travel Connect, 2019). The technological factor must be taken into consideration as online rivals, and other competitors have advanced technologies approaches and TUI must keep up with them in order to be successful and lead the tourism market.
[bookmark: _Toc24832872]
2.2.2 SWOT Analysis
SWOT is a strategic management tool that gives an insight into the internal environment, such as strengths and weaknesses of its business and highlights external factors of organisations’ opportunities and treats (Grant, 2019).
	Strengths
	Weaknesses

	· The largest travel company in Europe.
· Niche market leader in product differentiation.
· Strong Corporate Social Responsibility (CSR), for example, the TUI Care Foundation (TUI CF, 2017).
· Efficient management and operations (TUI AG, 2018).
· Strong cash generation (TUI AG, 2018).

	· Substantial dependence on digital technology.
· Highly competitive tourism/ travel market means limited brand loyalty. 
· Fluctuations of the exchange rate and prices.
· Potential supply chain disruption
can results in failure.

	Opportunities
	Treats

	· TUI can expand their operations outside Europe, for example in Asia, USA etc.
· TUI can enhance their brand by investing at ecotourism holiday. 
· TUI can invest in loyalty scheme that will attract new potential customers.
	· Impact on pricing, exchange rates and interest for TUI and customers due to political instability caused by Brexit also access to EU airspace.
· Economic and political situations impact caused by terrorist attacks or natural disasters in countries that TUI operates could interrupt smooth operations.



TUI is the largest travel company in Europe and operates in three different ways such as travel agencies offices, online platforms and mobile application as well as call centres (TUI AG, 2018).The tourism industry is highly competitive market as there are lots of online travel agencies such as Bordessa Holiday, Love Holiday etc. Also, low-cost airlines such as Wizz Air or Ryanair have in their portfolio choice to book hotel which means those tactics of TUI’ competitors decrease brand loyalty. However, after the rival Thomas Cook bankruptcy, it is on winning position at present. Therefore, TUI must keep up to date digital technology at the same time as complying with GDPR and all legislation regarding digital technology in order to minimise risks for its business and their customers.   
[bookmark: _Toc24832873][bookmark: _Hlk24834072]2.2.3 Stakeholder Analysis
Stakeholder analysis is a vital strategic tool that enhances knowledge of its business. Mendelow’s power and interest matrix is a tool of identification of company internal and external stakeholders. Furthermore, it is tool to map the level of interest and level of power each stakeholder has within the organisation (Oxford College Blog, 2018). However, the limitations of Mendelow’s matrix is that the model is subjective to individuals use and application (Chao-Chang & Chao-Hsien, 2014)  
In order to understand and prioritise TUI’s stakeholders PEST and SWOT analysis must be performed beforehand. Nonetheless, in order to explain TUI’s stakeholders' analysis, the power of the interest matrix must be illustrated. The picture below represents the prioritisation of TUI’s stakeholders. The most important is the government as they regulate the tourism industry. Also, TUI’s management is essential as they have high interest and high power and impact on its organisation (TUI AG, 2018).  
Furthermore, TUI is building their network and partnership through TUI Care Foundation and building relationships with destination communities which is one of the stakeholders (TUI CF, 2017).
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2.2.4 Bowman’s Clock Analysis 
Bowman strategy clock scrutinises the competitive position of the organisation on the market in comparison to the offerings of their rivals (Dănălache, 2018; Eyvrigh,, 2016).   
The green cross below on Bowman’s Clock pictures represents TUI differentiation strategies. The purpose of a differentiation strategy in Bowman’s clock is to offer customers the highest level of perceived added value. Product quality and branding play a significant role in this strategy. A differentiation strategy requires a high-quality product or services with strong brand awareness and loyalty in order to achieve the average prices and added value (Kotler & Armstrong, Principles of Marketing, 2014). However, Porters’ theory suggests that differentiation strategy concentrates on making a unique and desirable product or service in contrast to their competitors’ product or service (Paswan, Guzmán, & Blankson, 2012; Eldring, 2009).
  According to an annual report (2018), TUI operates in 380 hotels across 180 worldwide destinations. Therefore, customers can book holiday or cruise, flight, hotel and transfer as well as activities provided by them (TUI AG, 2018). The diversification across destinations and markets gives customers wide range of choices and creates unique intangible experiences for them. The “TUI Blue For All”  hotels are for everyone, and  “TUI BLUE FOR TWO” are package holidays reserved just for adults as well as “Robinson” holiday gives a unique experience of holidays combined with daily sports activities (TUI UK, 2019). Therefore, despite competitive market in the year 2018, the revenue rose by 5% for TUI company (Hodgson, 2018).
Although the research has shown that TUI strategic position is within differentiation strategy however, some of the TUI’s package operates within focus differentiation strategy which meets customers’ high demands. Therefore, the “TUI Sensatori” provides luxury holiday resorts, and focus differentiation strategy, in this case, aims to position products or services at the highest price levels where the customer buys the products or services because of the high perceived value (Kotler & Keller, 2015). However, Porters’ theory implies that focus differentiation strategy aims to develop products or services for a niche market. In order to use this strategy broadly within TUI organisation, they must understand customers’ needs and provides exclusive products that their brand have only (Eldring, 2009).

[image: ]

[bookmark: _Toc24832875]2.3 Advantages and disadvantages of analyses
SWOT is useful assessment tool because it underlines TUI strengths, shows which features of organisations are weak and what possible TUI is lacking and minimise the TUI’s risks as well as draw attention to the new potential opportunities in order to become successful. Furthermore, SWOT develops TUI’s goals and strategies. However, the disadvantage of SWOT analysis is that this tool does not prioritise arising concerns within the organisation and can generate lots of ideas but will not indicate which solution is best for the TUI. Also, it produces much information but not necessarily all of it is useful for its business (Pettinger, 2004).
PEST analysis benefits for TUI are that can minimise or avoid the threats and risks of external environment and enhances more profound knowledge of its business as well as improve TUI strategy. Nevertheless, in order to obtain accurate information for PEST analysis this consumes time, but the information is not easy to research. Moreover, the performance of just PEST analysis does not give TUI sufficient information regarding their strategy or their competitors. Therefore, another type of strategic tool is required to attain a broad spectrum of TUI strategic position for future success (Molthan-Hill, 2017).

[bookmark: _Toc24832876]3.0 Conclusion
In conclusion, strategic management tactics are complex and consist of various strategies in order to compete and be successful within travel industry as this is highly competitive market. Therefore, TUI strategic management must be operated by highly skilled and professional team members in order to deliver successful TUI products and services. Also, those strategies of TUI must carefully consider in order to enhance TUI operations.
Furthermore, this investigation portrays the comprehensive analysis of TUI strategies and critically evaluate their benefits and limitations. Moreover, it highlights the significance of internal and external stakeholders. Ultimately, the findings provide recommendation for future improvement of TUI organisation. 




[bookmark: _Toc24832877][bookmark: _GoBack]4.0 Recommendations
[bookmark: _Toc3304600]Moving forward the proposals are set to develop strategic management within TUI organisation:
· TUI maintain their strategies for its products and services at the highest level and ensure that after Thomas Cook liquidation lessons are learnt
· Ensure that TUI sustains the digital and technological high standards of its services while complying with requirements, policies and procedures such as data protection, GDPR, cybersecurity and many more. TUI must gain a strategic advantage within the technological innovation field in comparison to their competitors
· TUI can intensify customer satisfaction by increasing their loyalty by putting in place reward scheme or loyalty card. Those activities will give incentives for customers, and the individuals could collect points that they could swap for a real deal such as free holidays or different incentives
· TUI expansion of its business into USA or Asia market to gather new customers
· TUI can invest in sustainable ecotourism as it is a leader in the niche market
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