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Executive Summary 


This case study review report will be looking at UNWTO (United Nations World Travel Organisation), a tourism and events organization to conclude how efficiently they are currently run and how effective are their sustainable strategies. I will review their current strategies by identifying what areas they are currently efficient in, but also recommending what areas I would personally improve to their senior management to have put in place. I will also compare their strategies to the United Nations Environment Programme (UNEP) in order to see the differences between each organisation's different strategies. The key findings which I found out from this case study were mainly how effective UNWTO is as a tourism organisation. This is why they have the largest reach out of any other similar organisation as they use all of their strengths well leveraging them against other organisations. However I did still conclude eventually with some recommendations I would give to senior management which as a result would improve the organization's efficiency. The main recommendation that I suggested was leveraging new forms of technology such as AI as this is also a USP (unique selling point) about the organisation which is an added positive. The approach I used was mainly using different methods such as the SWOT analysis and also Porter's Five Forces in order to come to a conclusion on how effective their strategies are. The main statistic which emphasised the reach that the UNWTO has is the fact they are involved with 160 different countries. Overall there weren't any limitations which affect how my findings were interpreted. The next step that should be done now that the case study has been completed is for the UNWTO to implement the recommendations made. This is to improve their efficiency as an organisation by improving their strategies. 


















Introduction

The Tourism and Events organisation that I picked for this case study report  was the UNWTO (United Nations World Travel Organisation.) They are an organisation which specialises at promoting sustainable, and accessible tourism around the globe. Its primary focus is global policies that have different knock on effects which include economic growth, environmental sustainability and also social inclusion. Their different key objectives are to promote the positive impact of tourism on local economies through different ways such as increasing different job opportunities and also encouraging environmental preservation through different sustainable practices. UNWTO also faces many different strategic opportunities such as the promotion of sustainable tourism, the leveraging of technology and innovation. As an organisation they also face many strategic challenges as a result of their different opportunities. Being able to balance the growth of the organisation whilst also staying sustainable is something that is a big challenge for UNWTO. This is something I discuss later in my findings. UNWTO (2020) says ‘the organization takes on the role of driving a sustainable force that is now central to many economies’ this shows the primary objective that they have. This organisation is one of the largest in the tourism sector with a brilliant reputation and therefore they largely contribute to the tourism industry's economy. In this case study report I will conclude by judging how efficient this organisation actually is whilst recommending aspects that they could improve on to make them more efficient.






















Findings 

Through my research I have evaluated and analysed UNWTO as an organisation in order to judge how efficient their current strategies are. Firstly I decided to look at their main objective which is sustainability. As I previously mentioned whilst this opportunity of being able to develop sustainable practices within the tourism industry this is at the same time also an issue for the organisation. One of the reasons for this to be a bit of a challenge is the fact that having a reputation for being a sustainable organisation could affect the rate that the organisation becomes larger. This is because greenwashing is a big challenge that UNWTO needs to avoid in order to keep their organisations good reputation. Greenwashing is a tactic used by some organisations which promotes sustainable practices they are supposed to be doing as it's being stated as something that's being done. Das, L. (2022). Greenwashing states that greenwashings primary aim for an organisation is to boost aspects like their sales through convincing customers that they align with their views. This has the effect of misdirecting customers, taking them away from the real issue. 

In order to gain some understanding about the external factors affecting UNWTO I decided to evaluate them using Porter's Five Forces method. Firstly its threat to other organisations is quite low, this is as they are a UN affiliated organisation meaning their long standing history as an organisation minimises the chance of competition coming up against them. The bargaining power of suppliers is also a fairly low risk which UNWTO have to worry about. The suppliers for the organisation include members, and tourism related businesses such as airlines and hotel chains. The reason for the risk also being quite low for this as the organisation leverages its global power and influence effectively which gives it a substantial amount of power and leverage over other organisations. The next impact is a moderate risk which is the bargaining power of buyers. Buyers for this organisation include things such as governing bodies. All of the 160 members provide funding to come up with the UNWTO’s agenda. This is some power that the buyers have over the organisation as they have a huge say in the way that the organisation is internally run. UNWTO also has a relatively low threat of substitute companies, these could include organisations with solutions for problems that the UNWTO cannot solve. This is a low risk as the UNWTO is the largest organisation of its kind meaning it's fairly unlikely for substitute companies to be able to fill a gap that they couldn't do themselves. Lastly, the industry rivalry which the UNWTO has to compete with is also very low. As previously mentioned it is the largest organisation of its kind, the fact it's affiliated with the UN and its good reputation severely limits any threat of competition for the organisation. Tajzadeh-Namin, A. (2024) states that creating value is the most important role a tourism organisation can play. This is why they are such a successful organisation as they create a different type of value unlike any other organisation similar. 

I decided to take a look at UNWTO in order to see whether their sustainability strategy that they currently have is actually being done to ensure they are not greenwashing. Looking at their website they focus on many different areas of sustainability within the tourism industry. These include resource efficiency, which gives different stakeholders inspiration about how to start to implement resource efficiency. They speak about how stakeholders should do this through the use of SDG’s (sustainable development goals). They regularly post youtube videos about different SDG talks from different countries around the globe. This proves the fact that they are implementing the strategies that they are saying that are in place. This proves that they are an organisation with sustainability at their core and shows why they have a solid reputation within the tourism industry. It is clear that their current strategies are effective. They also have other strategies relating to sustainability which include, Observatories (INSTO), One Planet and also Global Tourism Plastics Initiative. This shows the variety of strategies that they are implementing in order to be a more efficient and sustainable organisation.

I also decided to carry out a SWOT analysis in order to measure how efficient their current strategies are. Firstly looking at the organisation's strengths, the main one that comes to mind is their global reach and possibility to influence. This is as UNWTO operates in a total of 160 countries UN (n.d.). Member States. This makes it the largest international organisation within the tourism industry. This is clearly the biggest advantage they have over similar organisations as they are able to market themselves more efficiently because of the fact they have such a broad reach worldwide. However the organisation does still have some weaknesses even though it is one of the largest organisations in its industry. Firstly their limited financial resources are one of the weaknesses that they possess. This is because of the fact the UNWTO is a specialised agency this means their funding is dependent on the amount of external funding they receive along with funding from members. This could be something which could slow down the organisation's efficiency which could be something they look to improve by finding ways of gaining additional funding. This could even improve on their current strategies and as a result will make their strategies become more efficient. 

As the UNWTO is such a large organisation there are many opportunities that are available for them. The largest opportunity that is available to them would be to leverage their use of new digital technology such as AI. This is definitely a practice which would make them a lot more efficient whilst also being able to develop a new tool in their business. An example of this could be new ideas for sustainability to benefit the organisation and as a result improve their efficiency. Cai, W., Richter, S. and McKenna, B. (2019) speaks about the benefit of leveraging technology for tourism organisations and says it is necessary for tourism organisations to progress with technology and keep up to date with new different types of technology. An example of this that I previously mentioned could be AI, they could implement this type of technology which as a result makes them a more efficient organisation. Lastly the threats that UNWTO face are mainly progressive things such as climate change as it can change tourism destinations around the globe making them less appealing for people to visit. Environment, U.N. (2017) An organisation which is similar but utilises more technology is the UN environmental programme. Through looking at their website I was able to see their use of technology all over their website with the use of videos. They also have many different sustainability strategies that differ to the UNWTO’s strategies 








































Conclusions and Recommendations


After reviewing and analysing my findings I have come to the conclusion that the UNWTO’s current strategies within their organisation are fairly efficient. This is why they are the largest organisation within their industry and operate in 160 countries worldwide. Their strategies that they use are generally effective, however they are not without issues such as the rapid change of the tourism industry such as the fast development in technology. This is why my main recommendation for the UNWTO is to leverage technology within their organisation as it's clearly something that could be implemented within their strategies in order to improve the organisation's efficiency. Mansell, R. (1997) also talks about the importance of strategies in order to keep market power with the change of technology. This is hugely important for the UNWTO to consider as staying the biggest organisation and keeping their market power within their field will benefit them in a positive way. Finally through these new recommendations for how the organisation could improve their strategies the UNWTO can implement them in order to become even more efficient and successful. Overall to conclude they have very effective strategies with some tweaks that they could make to improve even further. 
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