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INTRODUCTION 
EXECUTIVE SUMMARY 
The purpose of this report is to conduct an internal and external review of the strategic management processes used by Intro Travel, a global package group travel organisation. The aim is to review the current processes in place and provide recommendations. Research showed that Intro Travel are highly sustainable with their mission for responsible travel. Recommendations include educating staff on visa and government issues and keeping up to date with current travel trends. Secondary research was conducted, mainly online research, which was quick and efficient. This did, however, limit what information could be found. 

Strategic management is a process used by companies that helps define their goals, objectives and visions for a business. It enables managers to create strategies and put frameworks in place to provide value for their stakeholders while achieving and sustaining competitor advantage. Key elements in strategic management are environmental characteristics, strategy formulation and strategy implementation.  To support these components, companies must both consider internal factors and complete external market research to find industry trends and current competition (Fevzi, 2010).
Acting as the CEO of Intro Travel, this case study report will include an internal review of the organization to evaluate how effective the company's current strategies are, through a number of research methods. Internal analysis will cover resource analysis, looking at what money and technology the company has, their position in the market, competence, what the company's current processes and capabilities are (Evans,N, 2019). Market research and the external environment will also be looked at. Although the external environment is generally not controlled by an organization, there is still a significant impact on the micro- environment. 
The report will follow a case study style using secondary research but will also include a number of strategic analytical tools to support the research further. These research methods are cost effective and less time consuming, the researcher is able to gain access to large amounts of information online and can compare multiple sources. Potential problems with this research style are that the data may not fulfill the researchers' needs, and the data may lack quality and be outdated (Dahal, 2020). 
The company under review ‘Intro Travel’ is a travel company that opened in 2005 that promises to create ‘life changing travel experiences’ in the form of group travel packaged tours. Intro Travel claims to offer the ‘ultimate travel experience’ while also seeing the world in a caring and respectful way (IntroTravel, 2024).
‘Small change’ is a socially conscious initiative that began in 2017 with four main components aims to ensure that travel is responsible for example, aims to help local communities and raise awareness for ethical and environmental issues. There are several stakeholders involved from taxi drivers to tourists, more information on the stakeholders can be found in the appendices (IntroTravel, 2024). 
Tourism organizations face several unique challenges.  Demand for travel can change dramatically throughout the year depending on the season, so this can make it difficult to manage resources effectively throughout the year. Another challenge is managing customer expectations, these customers often expect personalized experiences of a higher quality. Although customers' expectations can be seen as challenging there is opportunity with this. Managers should make an effort to understand the modern traveler and educate themselves on current trends. This will enable them to prioritise parts of their products/ services to enhance the customer experience and exceed customer expectations (Foundever, 2024). 
4- FINDINGS 
Internal analysis is a vital part of the strategic management process. It can help to identify strengths and weaknesses of an organization. Brand awareness, employee interaction with shareholders and operational potential are some of the topics that should be observed (MSG, 2024). 
AIM- The main purpose of this is to highlight what the company is doing well and where its deficits and gaps are. Managment can then utilize the company's strengths and opportunities and where there are threats and weaknesses, they can create plans to fix these problems (Blackmore, 2024). 
SWOT Analysis is the chosen framework for the internal analysis. 

STRENGTHS 
· 100 % Carbon Neutral Tours 
· Excursions included in price 
· Unique Experiences 
· Step by step group leader support along the way 
WEAKNESSES 
· Price higher than competitors 
· Seasons trips – I.e. Monsoon season – Southeast Asia 

OPPORTUNITES 
· Currently running 14 countries- Opportunity to expand to more countries 
· Work with an influencer market
· Expand target audience 

THREATS 
· Strong competitive market 
· Risk of losing local suppliers 

External analysis focuses more on the business environment instead of the organization itself. External analysis is important as business needs to be conscious of factors such as any new competitors entering the industry and the cost of materials. All need to be considered before completing organisations goals (Pestle 2019). 
Porters five forces model is the chosen strategic framework for the external analysis of this report. It’s a method based on the competitive forces that occur within the industry environment. It enables the researcher to analyze on a deeper level (P.Gratten, 2024). 
Porters five forces model characteristics include: 
1- THREAT OF NEW ENTRANTS 
At this stage the threat of potential competitors needs to be established, if the barrier to entry is low then the threat is high. 
A quick google search of the term ‘Group Travel Abroad’ brings up Intro Travel as a suggestion but also several competitors who are all offering very similar services. These include Con- Tiki group, Gap360 and Intrepid. 
2- BARGAINING POWER OF SUPPLIERS

Suppliers can sometimes have a high threat to a business depending on the individual situation. Looking at tourism organizations, such as Intro Travel Group Tours. They have several suppliers on each trip ranging from transport, flights, buses, accommodations, hotels, tour guides, meals and catering to name a few. Threats can arise when a small number of suppliers exist, they can also control the prices and the quality of products they provide. As part of Intro Travels social conscious initiative, they aim to create strong partnerships with the local suppliers in hope to help the local communities. All guides are local experts from each destination. (IntroTravel,2024) 

    3-BARGAINING POWER OF BUYERS (CUSTOMERS) 
Buyers are becoming more informed, and they can be influenced by price discounts and demand for a higher level of service and experiences of a higher quality. It is now very easy for customers to access the prices of the tour online and what they include. They are also able to access exact prices from competitors. Due to sites such as booking.com and skyscanner, customers can also research if it's cheaper to book themselves or elsewhere. This makes it easier for buyers to switch to other services/ tour providers (Fevzi, 2010).

4-THREAT OF SUBSTITUTE PRODUCTS OR SERVICES 
The threats with substitutes of products can occur when there are certain trends happening, for example health related trips trending. Certain customers' buying behavior can have an influence on an organization providing alternate options. Customers will easily change to go elsewhere if they come across something cheaper or more unique. 
5- INDUSTRY RIVALRY 
 Intense competition between companies operating in the same industry is referred to as industry rivalry. Number of competitors, rate of industry growth and service differentiation are some of the key factors that affect the level of rivalry. 
Research showed there is a high level of industry rivalry against Intro Travel due to the number of companies selling very similar services, namely cheaper tours with a similar schedule. 
Political factors play a significant role when it comes to impacting tourism. These can range from cultural attitudes, travel restrictions, visa policies and government stability. Intro travel operates in countries around the world and visa policies can have a major effect on customers booking tours.  Customers expect to explore different cultures and experiences, and because of this they are attracted to destinations rich in culture and heritage.  After customers have booked a trip with Intro Travel, they receive information regarding what's expected when visiting a new country, including information on the countries culture so that when visitors arrive, they are travelling respectfully and responsibly, more information of this can be found in the appendices (Makos, 2024). 
One key strategic management technique for companies within the travel and tourism industry is sustainable and responsible travel. There are several things that can be done to support this and by adapting to social and economic sustainability practices businesses are able to contribute to the long-term health of the planet while also differentiating themselves in the competitive market. This approach has strategic advantages and can help build customer loyalty and improve brand reputation (Galpin, 2018). 
‘Ethical tourism’ is a term that has been gained traction in the industry over the past few years due to the fact customers are becoming more increasingly conscious about the things they do when they travel, they appear to be seeking more ethical options when looking for companies to travel with. From the perspective of strategic management, due to the fact that customers are looking for more ethical options, companies that are sustainable and travel responsibly are likely to benefit financially in the long term (Tourism Teacher, 2024). 
Intro Travel has a socially conscious initiative named ‘small change’, which focuses on protecting the environment, supporting local communities, cultural exchange and education, animal welfare and conservation. They also focus on reducing plastic waste by encouraging customers to purchase an Intro branded bottle to use on their trips to help reduce single use plastic. This can also help with brand visibility when guests are walking around with them. During the trip there are several beach clean ups, in an attempt to protect the ocean and marine life. Guests on the trips will also have the chance to visit schools, home stays and local farms. Which provides them with a unique experience but also supports the local community. 
KEY FINDINGS 
Intro Travel appears to provide unforgettable travel experiences whilst concentrating on sustainable travel. By promoting the ‘small change’ initiative, partnering with local communities, planting trees, providing cultural exchange and education they are shaping the future of travel while focusing on environmental and cultural sustainability. 
RECOMMENDATIONS 
· Educate staff about visa and government policies of all destinations. 
· Look to start operating in more locations. 
· Consider having adaptations and personalised tours available to create unique experiences. 
· New Technolgies- work to create a new app to provide live chat option for travelers who may be worried about aspects of tour pre arrival. 
· Create a stronger brand. 
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