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During this ongoing pandemic, the external environmental factors which affect TUI as a company have become increasingly volatile and disruptive. Changing constantly, which is according to (Insider, 2020)requires most organisations, to be more prepared and agile, if they are to succeed in this unprecedented time. TUI is the largest leisure, travel and tourism company in the world (TUI AG, 2019) and is coming under threat during this pandemic. While external influences are outside the control of HR, they require action to address their effects on the organisation. In order to understand the external impacts, a SWOT analysis would provide a simple but effective view of the issues during this pandemic. A SWOT analysis is a planning framework which seeks to identify the Strengths, Weaknesses, Opportunities and Threats to an organisation (CIPD, 2020) . As with any framework there are pros and cons to using them and there is no one perfect fit for all. A SWOT analysis predominantly supports a combined and integrated approach of the company situation, when conducted it provides a breadth of information which can be compacted and analysed to determine where the business needs to improve and protect itself, helping to formulate a plan on how to move forward and plan for the future and begin to Identify the advantages, TUI, has over the competition. The tool can help highlight the weaknesses in operations and assess the external obstacles and factors causing negative impact on business. Although a SWOT analysis identifies key issues, it comes with limitations of not offering solutions and often providing too much information, which requires more time to narrow down in complex situations (eFinance Management, 2017).
A SWOT is not the only tool which can be used by TUI to provide insight. A PESTLE analysis, a framework to analyse the key factors (Political, Economic, Sociological, Technological, Legal and Environmental) influencing an organisation from the outside (CIPD, 2020). The tool is widely used by businesses as unlike a SWOT, it can be focused to assess any risks specific to the industry and organisation, it has greater flexibility to focus upon key components and thus providing the knowledge to inform future decisions, though, like a SWOT, has similar limitations with the results. The outcome can be subjective since the analysis is based on data which changes every day (PESTLE Analysis, 2016). Overall TUI are in a vulnerable position with the tourism industry struggling being grounded and not operating in their usual capacity. The suggested analytic tools could give TUI the opportunities needed to begin analysing and planning for what the future of the business will look like, once this pandemic is over. 
[bookmark: _Toc40339672]1.2
The future has always been handled with a level of uncertainty, in today’s world the abrupt changes to businesses and their workforce have been unprecedented. Affecting the priorities of business leaders, shifting into a crisis management state forcing HR to work with line management to determine a strategy of future priorities, needing critical attention (Swan & Chamorro-Premuzic, 2020). The Covid-19 challenge is now a businesses and HR test of management and leadership, in the fluid environment HR need to redefine and rethink its traditional strategies in a post covid world around talent development of existing employees, performance management, critically to those working from home with little or no supervision, employee motivation and communication to keep employees on board and working without sacrificing their own mental health. Focusing less on processes and administrative tasks, and more on what helps the business grow. The biggest growth will likely come from accelerated digital transformation, Every system, tool, and enablement platform has to work now with many resorting to using Microsoft teams, or zoom calls to conduct business, It has been cost effective and efficient there needs to be adjustments in future plans to incorporate these and give more flexibility on how business is conducted (Dedezade, 2019; Protalinski, 2019) .
As discussed in the (CIPD; The People Management, 2020)  survey also found over 54% of respondents said HR was very involved in their organisations’ strategy and planning around coronavirus. This figure could be higher with HR playing a critical role in strategic planning for the business, for those who already do, if they are to be successful in redefining the goals following a strong change management theory such as Mckinseys 7s or Kotter’s Change model to help facilitate the changes and identify potential future changes in individual areas could be the starting point for HR to begin focus. The  (Mckinsey & Company, 2008) models provide the key not to look at your company to find the great strategy, structure, systems and etc but to look if aligned with other elements ensuring the connections between the new behaviours and organisational success, ensuring  they continue until they become strong enough to replace old habits (Kotter, 2018). Overall the rapid changes taking place will be long-lasting for years to come, regrettably there will be restructures, concerns for workplace safety and worries over revenue for businesses small to large. Nevertheless, HR leaders should look to position themselves in the challenge and combine all efforts in their strategies to respond in a dynamic and local way to this crisis.
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Unpredictability has recently become a bigger part of business life since the start of the Covid-19 pandemic. In an already VUCA environment businesses were endeavouring to strengthen their internal environments and streamline their activities to be more resilient. In a fast-paced business environment, innovation, agility and resilience are essential for organisations to retain their competitive advantage (CIPD, 2018). HR can assist with this whether through increased crisis management or planning for a stronger emphasis on growing skills internally and increasing the flexibility and resilience of employees; therefore, mitigating the risk of not being able to find skills externally. 	
Building a resilient HR team in any business is about creating an environment where individually and collectively a team can move forward, regardless of what circumstances are thrust upon them (EspHR, 2019). The uncertainty faced during the Covid-19 pandemic is one of unprecedented and volatile nature, there is cause for concern  since 39% of HR professionals surveyed (Palmer, 2020) did not yet have a business contingency plan in place to deal.
	For HR to better prepare and organise themselves, they need to plan for the future and have other areas of the business adjust their plans to align the overall business strategy, through workforce planning. Strategic workforce planning is planning that is aligned to the organisation’s overall business objectives and the long-term vision (Banerjee, 2017). Between March and May 2020 TUI operated an operational workforce planning model to save the business, focusing upon the shorter forecast horizon, to satisfy more immediate needs. This was adaptive from the current crisis planning the HR team oversee, designed to support the business in uncertain and ambiguous times. Preparing to move forward with success, TUI have announced a new strategic workforce planning model as opposed to an operational planning model, focusing on the future plans for the next 3 years. This has resulted in TUI successfully releasing and beginning implementation of a 10-point plan, on how the business will operate and look post pandemic[footnoteRef:1]. As the survey results showed only 56% of businesses were prepared for a crisis of this magnitude, evidentially there is improvements needed within TUI HR team to continue preparing for the business future beyond the ten-point plan. [1:  (TUI Group, 2020)] 
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The digital transformation is already happening, Consumers demand easy access, fast responses and innovation from suppliers. According to (Deloitte, 2020) research shows, 81% of business leaders at digitally mature companies say their businesses are innovative with AI improving all the time. For several years the travel industry has taken advantage of AI in order to perform a variety of administrative and customer service tasks[footnoteRef:2]. Tourism is just one of the numerous industries affected by the integration and development of AI however, embracing AI in the industry is essential, without businesses will be left behind. Particularly in the current age, when 89% of consumers agree that the speed of response to an inquiry is the most important component of successful customer service[footnoteRef:3]. In recent years there has been the collapse of several travel companies, most recently Thomas Cook. Their failure has been linked to unwillingness to engage with their audiences and move forward with technology[footnoteRef:4]. TUI has been investing in AI for several years and fully embraced the technology available, from chatbots and dynamic pricing algorithms to virtual reality, in retail stores and in overseas destinations (Tolentino, 2019). TUI have shown globally they are willing to embrace technology like others in their market, with 83% of businesses in a survey of 3000 by (Boston Consulting Group, 2017) believing AI is a strategic priority for their businesses long term sustainability. While AI is increasingly prevalent in business, particularly gaining a lot of traction in the HR field, with it being the core function of a range of technologies. It has come with criticisms and concerns about replacing jobs with robots (BasuMallick, 2020)  but rather than viewing this as a negative impact, it should be seen as a positive for freeing up employees to complete enriching and rewarding tasks. Many businesses take up new technology to reduce operational costs, increase efficiency and increase revenue but regardless of reason, ultimately AI is a concept that all businesses will need to adapt and implement to ensure their survival in the market of the future. AI can enable our future systems to be more productive for the economy and for nature. Whilst technology will not do everything, mapping business processes and identifying areas where technology will enhance the employee working experience is the starting point. Advances in AI can - for the most part - create better business if implemented and managed efficiently.  [2:  (RevFine, 2019)]  [3:  (Zendesk, 2013)]  [4:  (Goldstein, 2019)] 
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The leisure travel market has consistently outperformed world output growth over the last decade. This market is also projected to remain very attractive in the future (TUI Group, 2020) . TUI’s integrated business model continues to be considered a success factor and remains to be a core element of their strategy. Human resource practices in the travel industry are changing under pressures from an increasingly intense competitive environment. TUI faces competition from online travel agencies and consumers demand to do everything dynamically. The environment has forced TUI to move away from traditional tour operator model and developed a holistic approach to offering unique experiences, which has become a key differentiation factor from competitors such as Jet 2 and former Thomas cook. In an altered business environment, like the one TUI are facing presently, the traditional business model may not ensure the sustainability of organisations. 
As predictably, there are more competitive forces than just technology shaping the HR agenda for TUI, the labour market, employment law and climate change have recently impacted the strategies of TUI. Changes in strategy and future goals have also led to changes in placing a renewed focus on their employer brand The UK labour market has remained relatively tight, employment, unemployment and economic inactivity rates were largely unchanged (ONS, 2019). TUI to positions itself well as an employer of choice in the industry with their open message of a ‘One team’ work ethic and a strong set of values and culture amongst employees however the effects of ‘Brexit’ and the Covid-19 pandemic have led to redundancies in the business deriving criticism towards TUI (Gill & Foy, 2020; Travel Weekly, 2020). Strengthening the position of TUI as an employer post pandemic will increase their access to talent, as research from (The Wonderful Workplaces, 2019) report found 94% of employees would consider an employer’s brand when applying for jobs. To remain a focus of these potential candidates TUI will require improved recruitment and retention practices, reviewing flexibility of job locations and improving communication of the brand to potential employees if they are to succeed in rebuilding their brand.
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As the expectations on business responsibility increase transparency becomes more prevalent than ever especially on the subject of environmental sustainability. Sustainability is an agenda the mainstream tourism industry is strongly behind. With all major airlines from Virgin Atlantic, British Airways and TUI pledging to combat the negative effects of tourism and improve lives and protect destinations (Pulido-Fernández, 2019; World Economic Forum, 2017). For TUI environmental and social sustainability is a cornerstone of their strategy, as an airline the aim is to reduce the environmental impact of business operations, TUI continues to operate one of Europe’s most carbon-efficient airline fleet (TUI Group, 2019).
Just like overall HR strategy there is no perfect fit solution on how to approach sustainability. There is however a need for businesses to follow suit on this growing trend, given that tourism is growing faster than many other economic markets, consumers demand more from businesses and look to them for social responsibility. With 73% of millennials claim they’d pay more for ‘green goods’ across a variety of industries (Harveston, 2019), many of the demographic being TUI key consumers for specialised products in their direct market. Alongside consumer demand there are key factors for being sustainable: keeping up with competitors and changing regulations such as, the government’s 2050 net-zero ambition, are the amongst the reasons for new investment plans (Bennett, 2019). Making a business more environmentally sustainable is also increasing profits to the bottom line and is also a sensible long-term investment. While TUI have already begun acting and identifying ways to reduce their impact and maximising company efforts through detailed analysis and reporting, other leading companies have made fundamental shifts to redesign their operations and strategies for the tourism industry to uphold stronger sustainability principles. 
The world is radically changing, driven by global megatrends, the future of sustainable businesses operates in the creation of resilient business strategies. Sustainable business models enjoy more bottom-line benefits (Whelan & Fink, 2016; Luedi, 2017). Evidentially the most sustainable organisations are the ones that make the sustainable way the normal course of business. For TUI and others in the travel industry to be successful in their quest for sustainability they need to continue to provide information, training and support to employees gaining their commitment to taking action on sustainable development issues and deliver long-term strategic benefits for the business and shareholders. 
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