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[bookmark: _Hlk55727101]INTRODUCTION:

“ Bad companies are destroyed by crisis, Good companies survive them, Great companies are improved by them”. - Andy Grove, founder of Intel  (Yu 1998)

Tourism, as an industry, is highly dependant on both people, and the places which it takes people to. This only serves to emphasize the responsibility which we have as a travel organization to protect the world around us, as well as highlighting how sensitive and susceptible we are to direct impact as environments around us change (Musavengane 2019). Our entire operation came to an abrupt halt back in March of this year, due to the worldwide spread of COVID-19. Unbeknown to us at that time, this state of non-operation would continue for more than 8 months, and still remains an unknown as to when the world will reopen for travel, and our organization. Before this pandemic, The Travel Corporation (TTC), and its 40 brands, including Uniworld, had made a solid commitment towards sustainability, and the importance of having „a positive impact on the people and communities we visit, to protect wildlife and marine life, and to care for the planet we call home”  (The Treadright Foundation 2020). While our operations may be halted, the same cannot be said for our future intentions and ambition as an organization, and in September this year, The Treadright Foundation has released „How We Tread Right” (HWTR), our TTC 5-year strategy  (TTC 2020). So what does this mean for us going forward?

The purpose of this report is as follows:
1. to analyze pre-existing initiatives put into place before our shutdown, and assess the relevance of these initiatives against the integration of the newly released HWTR and its 11 specific goals. 
2. to highlight any potential challenges and conflict of interest we might face across our organization and between relevant stakeholders, which we need to consider when we return to operation
3. to gain further understanding of our current sustainability level within the luxury river cruising industry
and all from the perspective of Uniworld, as one brand under the umbrella of The Travel Corporation.
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1. THEN AND NOW: Where we stand when the world reopens
Our roadmap, and our guiding strategy moving forward, HWTR, has been built around 11 Sustainable Development Goals which were selected by us on the assumption where we can have the most impact as a travel company. Aligned with these goals, and spread across our 3 pillars, Planet, People, and Wildlife, 11 specific and measurable targets have been set with the intention of achieving them by 2025. All brands across TTC are expected to contribute towards the targets which are relevant to their own unique operation. 

[bookmark: _Hlk55658050]Table 1 below illustrates the newly publicized goals within the TTC Sustainability Strategy, as listed in the first column, in direct relation to the initiatives and implementations (second column) which have already been made within Uniworld prior to the release of this strategy. The third column identifies existing and potential barriers to the achievement of each goal.



Table 1: TTC Goals, Uniworld initiatives and Potential Barriers
	[bookmark: _Hlk55657808]How We Tread Right Goals
	Current Initiatives  in Place/in progress
	Current detractors/barriers to goal achievement

	1. Achieve Carbon Neutrality by 2030 or sooner.
	· Guest travel offsetting
· Employee travel policy revision
· Data Management tool Accuvio implemented
· Structural green investments made to fleet
· Transportation supplied by partners and suppliers is contractually restricted to  low emission vehicles

	· Cost of Employee travel offsetting
· Increased cost in switching to greener fuel
· Public Reporting has never been done

	2. Source 50% of our electricity from renewable sources by 2025.
	· Ship to shore energy possible across fleet
(Investment was made in ship refurbishments)
	· Dependent on energy access and supply from port authorities
· Lack of existing industry collaboration for shared dock locations

	3. Reduce food waste by 50% across all hotels and ships by 2025.
	· Food cost KPI exists for the annual bonus 
· Quotations received for food waste management systems
	· No measurements to date of food waste
· Limited manpower for new implementations
· Initial Cost of implementation

	4. Increase use of local & organic food products by our supply chain by 2025.
	· Each itinerary has selection of local/organic supplies
· Formalizing definition of „local” for continuously moving ships
	· Limited food Cost budget
· Manpower for initial assessment
· Scale of supply chain
· Lack of digital compiled information

	5. Reduce printed brochures by 50% by 2025.
	· Guest option to select a digital brochure exists.
· Specific markets no longer receiving printed.
	· Changing the habit of demographics and our target market (age group of 50+)
· Highly dependant on Travel agents

	6. Eliminate as many unnecessary single-use plastics from our operations and itineraries by 2022.
	· Removal of single-use water bottles
· Removal of single use amenities
· Contact supply change for cooperation in reduced/replaced/removed packaging
· Ongoing trials for specific single-use items eg: kitchen wrap
· Assessment of entire product supply list
	· Existing technology and replacements
· Acceptable replacement for health & hygiene standards
· Limited storage possibility

	7. Include at least 1 Make Travel Matter Experience on 50% of all TTC itineraries.
	· All tours across all itineraries assessed against MTM criteria
· Designing new tours to match criteria
	· Guest expectation and geographical availability on all itineraries

	8. Achieve a 20% increase of itineraries visiting developing destinations for specialist brands by 2025.
	· Non-applicable for Uniworld Brand (not selected as a specialist brand for this goal)
	

	9. Increase employee and market sentiment regarding diversity and inclusion across our brands.
	· Implementation of IDEA identity circles for Uniworld employees
· Existing Diversity and Inclusion policies
· Refinement of the purpose of IDEA
· Assessing gender quota across all levels
· Diversity and Inclusion training conducted
	· Enforcement from upper level
· Actions taken versus mere discussions

	10. Complete 30000 volunteer hours by 2025.
	· 2 paid working days per annum for volunteering
· Campaigns to publicize and drive initiative
	· Consistent management of this policy
· Working hours and continuous change of locations, which also leads to language barriers in the locations.
· Seasonal contracts vs. Permanent contract

	11. Ensure all wildlife experiences across TTC brands adhere to our Animal Welfare Policy by 2021.
	· All tours across all itineraries have been assessed according to criteria and matched.
· Procedure in place to ensure all future new tours adhere to this policy
· Education of guests
	



What becomes evident here from this table is:
· that despite our halted operation, a solid foundation of initiation and progress has already been made by our organization across the 10 out of 11 targets which are applicable for our brand
· the strategy, which has been designed for our 40 brands to work towards, is indeed in line with the strategies our brand, Uniworld, had already started to focus on and relevant for our unique operation within the Corporation, with the beneficial addition of measurable targets within a designated timeframe
· several challenges, barriers, and conflicts of interest have already existed before our organization halting operations and which need to be addressed, and solutions found

2. OUR STAKEHOLDERS: CHALLENGES, ISSUES AND CONFLICT OF INTEREST

As shown in Table 1, challenges and potential barriers to goal achievement have existed already before our shutdown due to COVID-19, however, it would also be important to highlight issues or conflicts of interest which have either arisen or have been magnified now due to the current crisis and our resulting halt of operation. We must take into consideration that those actions which were initiated were done so at a time when our environment was far less hostile and that this might influence their current relevance, level of priority or feasibility today  (Amankwah-Amoah 2020).

Costs: Taking into consideration the massive financial impact the COVID-19 crisis has had (not only) upon the tourism industry, and our own organization, there is a risk that commitment towards sustainable development will be reduced as resources are focused and rerouted into other areas which are deemed more necessary for sheer survival, rebuilding and ensuring future existence  (Jones, Comfort 2020a). It has been shown that certain sustainability implementations within organizations may require substantial initial investments, which in turn lead to long term savings  (Amankwah-Amoah 2020), and we know this to be the case with several of our new implementations such as the possible implementation of a food waste management system. This has the potential to lead to a conflict of interest across the upper management level within our brand and the CEO of our corporation, whereby our brand leaders are under significant pressure to reduce cost when we initially commence with the operation, and would understandably be looking at cost-cutting in non-vital areas in the foreseeable future, however, our CEO considers the long term future and competitiveness of the Corporation as a whole.

[bookmark: _Hlk55666724]The perspective of Sustainability: This may also result in a tug of war across our various departments and functions when it comes to budgeting and prioritizing of investments made within the initial startup phase, due to restricted finances, where it might be seen as more important to direct finances towards marketing for example, than an environmental or social investment (Jones, Comfort 2020b). When it comes to decision making as we navigate through these challenging times, importance must be placed on consideration of all our stakeholders when any decision is made or strategy put into place  (Obrenovic, Du et al. 2020), and to ensure that Sustainability is seen and treated as a key business lever, and on the same level of importance as we see Finance, People & Culture or Program Services, and that it is core to the future growth of our organization  (Haanaes, Balagopal et al. 2011) . Sustainability needs to be integrated within our daily management, across all departments, with an aim of shared goal creation, and sustainability being at the core of our entire operation  (Lubin, Esty 2010) . We can and should also expect an increased demand from our customers, existing and future, regarding our corporate actions and footprint (Jones, Comfort 2020), and we need to be prepared to meet, and exceed, this demand.

Metrics and Reporting: As a Corporation, we have not yet published Sustainability reports, and 2021 will be the first year in which we do it, yet we do not yet have all systems in place in which we can provide all necessary measurements and metrics and publish with transparency. However, we need to not only ensure we have the necessary tools to capture readily measurable metrics, we need to realize the value of, as well as find a means of quantifying the value, of intangible benefits which arise due to our sustainability strategy  (Haanaes, Balagopal et al. 2011)
This a challenge which we face now already at this current time, and it will be of critical importance towards our competitiveness in the future and maintaining, as well as attracting, customers and talent in the long term  (Lubin, Esty 2010). By gaining trust through transparency, we stand to further our social impact by further influencing and educating our customers and employees in sustainable travel, another intangible outcome of our efforts made  (Jaca, Prieto-Sandoval et al. 2018). 




3. UNIWORLD AS A SUSTAINABLE BRAND?
Competitive Edge: 
[bookmark: _Hlk55731302]It should not be ignored that when the world emerges from this social and economic crisis, the likelihood is that consumers will have an increased need to protect the world against further impact in devastating crises, such as Climate Change, and will not support organizations that do not operate sustainably  (Jones, Comfort 2020). It has been shown that the largest benefit listed by CEOs who have embraced sustainability within their organization is that of improved company reputation  (Haanaes, Balagopal et al. 2011) This improved brand reputation of course leads to increased competitive advantage and the potential to thrive in the future, not only by attracting customers, but also future talent and collaborators to partner with in future projects. It has also been shown that by investing in sustainability, organizations increase productivity amongst their employees, which in turn leads to increased competitiveness  (García-Pozo, Sánchez-Ollero et al. 2016). 

Brand reputation for our employees is even more important now than ever before, given that levels of trust in the hospitality industry itself have decreased due to the significant job redundancy in our industry caused by the pandemic induced shutdowns.
Yet how competitive are we actually at this time within our own industry when it comes to sustainability? Table 2 examines Uniworld against its 5 current competitors. This data was gathered from a public view perspective, by analyzing all data which is available online regarding the sustainability strategy of each organization.



Table 2: A sustainability comparison of Uniworld and its 5 competitors
	
	Uniworld
	Viking River Cruise
	AMA
Waterways                       (APT Partner)
	Scenic
	Crystal Cruise
	Avalon Waterways (Globus)

	Have their own or partner foundation (Y/N)
	Y - The Treadright Foundation
	N
	Y - One Tomorrow
	N
	N
	N

	Published Sustainability Policy in place (Y/N)
	Y
	N
	Y
	Y
	Y
	Y

	Strategy sets measureable targets (Y/N)
	Y
	-
	N
	N
	N
	N

	Impact Reports (Y/N)
	From 2021
	N
	N
	N
	N
	N

	Commitment to philanthropic giving (Y/N)
	Y
	Y
	Y
	Y
	Y
	Y

	Animal Welfare Policy in place (Y/N)
	Y
	N
	N
	N
	N
	N

	Plastic Reductions Commitment (Y/N)

	Y
	N
	Y
	Y
	Y
	Y

	Carbon Neutral (Y/N)/Year
	Y/2030
	N
	N
	N
	N
	N

	Guest Education Materials (Y/N)
	Y
	N
	N
	N
	Y
	Y

	Engagement with Suppliers (Y/N)
	Y
	N
	N
	N
	Y
	N



This collection of data shows that currently, Uniworld is ahead of the competition when it comes to the implementation of a concrete and publicly available sustainability strategy, and gives an interesting insight into the superficial claims of certain companies that put themselves forward as being „green”. This currently gives us an advantage with the rapidly increasing demand for green travel, as well as with employees who value working for an organization that places importance on sustainability. 

CONCLUSIONS AND RECOMMENDATIONS:
As an organization, we have been on the receiving end of an unprecedented and heavy impact of COVID-19, and one which our industry has never before experienced. Yet with this challenge, comes opportunity too. With the launch of our new sustainability strategy, we have the opportunity to relaunch our brand as an organization that places sustainability at its’ core, as we work towards our 11 goals. We have already made initial steps and laid a strong foundation with initiatives in place and in various phases of implementation, we are also aware of the challenges which we face, both pre and post-pandemic, and now we have the chance to leverage our existing competitive advantage within the luxury river cruise industry. We have a decision to make: do we continue to place sustainability as a vital imperative for our future as we rebuild and ensure longterm success, or do we put it aside as a „nice to have” and focus purely on our short-term strategy and recovery?
This decision lies in our hands.
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