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Abstract 

 

The impact of Covid-19 on tourism has been existential, devastating employment, businesses 

and livelihoods across the tourism sector. The quality of the interactions between tourists and 

tourism workers can significantly impact a company's reputation, customer satisfaction, and 

overall business performance. Therefore, it is essential that the level of service provided to 

tourist is of the highest possible standard, and that is being hard due to the lack of workforce 

and unqualified workers. For that reason, retain human resources is a crucial challenge for the 

tourism and hospitality industry. As the industry gradually recovers, it is important to 

implement strategies that help retain and engage the workforce in the companies.  

Hence, the internship in Abbey Group aims to analyse the company regarding the spectrum of 

social sustainability goals of the Agenda 2030 for Sustainable Development, and propose a 

combination of strategies to create a workplace environment that fosters loyalty, engagement, 

and commitment among the employees, helping the company retaining valuable human 

resources.  

Sustainability in the tour operator's business has become increasingly important and requires a 

comprehensive and integrated approach, that when well done can contribute to the preservation 

of natural and cultural resources while simultaneously benefiting their business and enhancing 

customer satisfaction, ensuring that way all stakeholders involved while protecting the planet's 

natural and cultural resources for generations to come. In the current report are analyse these 

concepts, their importance and strategies to be successful in the process.  

 

Key-words: social sustainability, tourism, Covid-19, tour operator, Agenda 2030  
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Introduction  

 

The Internship was developed in the company Abbey Group, in Ireland, as part of the Master 

in Sustainable Tourism Management at the School of Tourism and Maritime Technology 

(ESTM) of the Polytechnic Institute of Leiria (IPL), beginning on April 17th, 2023, and ending 

on the 13th of October 2023.  

Abbey Ireland & UK is a B2B (Business to Business) tour operator offering a range of tourism 

products to its customers. It is made up of three different offices located in Ireland, Edinburgh 

and London, offering its services to different markets, the main ones being Spain, Italy, 

Netherlands, Germany, USA, Australia, Switzerland, Belgium, Canada, Great Britain, Nordic 

countries and France. 

During the six-month period, I performed the duties within the Mediterranean department, 

essentially, however helping also in other incoming markets, - French and German 

Departments, to understand the different types of clients in Groups’ departments that belong to 

Abbey Ireland and UK, in Dublin.  

This report aims to do a theoretical analyses of the Abbey Group, where the internship is placed, 

stating the tasks developed within the referred period and to present a critical analysis of the 

problematic chosen – retain workforce in the tourism industry post-covid-19.The purpose is 

for the reason that Ireland is now facing one of the biggest challenges in tourism industry, the 

lack of workforce and their poor qualifications, and all tourism companies are suffering with 

this situation, therefore Abbey is no exception. The critical analysis is based on 2030 Agenda 

for sustainable development, with the scope in the social sustainability, specifically with the 

goals 4 Quality Education",5 “Gender Equality” and 8 “Decent Work and Economic 

Growth”. An individual interview is conducted with six Abbey workers, with different roles, 

responsibilities and contract periods within the company, in order to take conclusions how is 

their perception about the company as a workplace. Afterward, are proposed a number of 

actions in different subjects, in order to improve the employment conditions and the workers’ 

satisfaction. 

In order to enhance the understanding of the ideas and the work, as well as the critical analysis 

carried out during the internship, this report is divided into three chapters. In Chapter I, the 

theoretical framework is stated related with the internship entity and the problematic. The 
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concepts of Tourism Distribution System and its scope in Republic of Ireland and Northern 

Ireland; the sustainability in the tour operator's business and the relation between 2030 Agenda 

for Sustainable Development Goals and Tourism, are the concepts approached.   

In Chapter II presents the characterization of the internship entity, to give a general view of the 

Group with all the companies that are part of it; what is its main work areas and in what sectors 

of the tourism industry is involved. Includes also, a summary of the main activities developed, 

the work performed and its challenges. 

In Chapter III, is displayed a critical analysis of the work performed, the limitations or 

constraints that may have been encountered and how well the company is match up with the 

three of SDGs of the Agenda 2030, in order to retain workforce in this transitional period 

theoretical, after pandemic. It is positioned Covid-19 in Ireland’s Tourism and in Abbey Group. 

In the end, are presented solutions and strategies to Retain workforce in the company.   

 

  



3 
 

Chapter I - Theoretical Framework 

 

The theoretical framework is an essential component of a research report or study as it provides 

a structured foundation for understanding and interpreting the research problem, guiding the 

research process, and connecting the study to existing knowledge. Therefore, the following 

points will help for a better understanding of the report, they are Tourism Distribution System 

in the general scope and in the reality of Republic of Ireland and Northern Ireland.  

1.1 Tourism Distribution System 

 

The growth of Tourism as an economic sector is due to its broad spectrum, thus the diversity 

of the players that compile it, to create a unique experience for the traveller. The Tourism 

Distribution System is very complex and can be defined as a set of interdependent organizations 

involved in the process of making the product or service available for consumption or use. 

Thus, the tourism production structure is basically composed of local agents and external 

agents, as follows: - Local Agents, which are the means of accommodation, restaurants, 

transport companies, entertainment, reception agencies; - External Agents, which include tour 

operators and travel agencies; and Support Agents, which are banks, hospitals, gas stations, 

supermarkets, among other services. 

Referring to the external agents, Travel Agencies are one of the most important organizations 

in the tourism private sector which plays a significant and crucial role in the entire process of 

developing and promoting tourism in the country or at a destination. It is a travel agency which 

packages and processes all the attractions, accesses, amenities and ancillary services of a 

country and present them to tourists. Often travel agencies are known as the image creator of 

a destination. A prospective travel agency is one which provides travel tickets (plane, train, bus, 

ferry, boat, etc); travel documents (passports, visa and other documents required to travel); 

accommodation, entertainment, and other travel-related services from local suppliers. It may 

also cover other services such as travel insurance and foreign currency for traveling people.  

Tour operator is an organization who buys individual travel components, separately from their 

suppliers and combines them into a package tour, which is sold with their profit margin usually 

in a B2B model business, to travel agencies or other tour operators. However, sometimes there 

are some tour operators that work also in a B2C (Business to Client), selling to the final client. 

They are considered wholesalers, since they buy services in bulk at his own account to prepare 
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a tour package and then retails it through the travel agencies or directly to clients. Poyther 

(1993) defines, “tour operator is one who has the responsibility of putting the tour ingredients 

together, marketing it, making reservations and handling actual operation.” Holloway (1992) 

stated that “tour operations undertake a distinct function in the tourism industry, they purchase 

separate elements of tourism products/services and combine them into a package tour which 

they sell directly or indirectly to the tourists.” It can be added that the success of the tourism 

destinations depends heavily on a tour operator’s ability to promote it, so they are a crucial 

stakeholder in destinations development. Tour operators are basically categorized into four 

types (Figure 1), centred on the nature of their operations and the services they offer.  

 

Figure 1 Tour Operator's Categories 

 

Source: 1 Own work, 2023. 

 

· Inbound Tour Operators: These operators specialize in organizing and managing 

tours for international travellers visiting a particular country or region. They work 

closely with local suppliers and service providers to create comprehensive tour 

packages that include accommodations, transportation, sightseeing, and other services. 

Inbound tour operators typically sell their packages to travel agencies or directly to the 

consumers. 

· Outbound Tour Operators: Outbound tour operators focus on organizing and selling 

tour packages for domestic travellers who wish to explore international destinations. 

They purchase travel components such as flights, accommodations, and activities from 
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suppliers in different countries and combine them into attractive packages. These 

packages are then marketed and sold to travel agencies or directly to customers. 

· Domestic Tour Operators: Domestic tour operators specialize in organizing and 

selling tour packages for travellers within a specific country or region. They design 

itineraries that highlight popular attractions and experiences within their own country, 

including accommodations, transportation, and activities. Domestic tour operators 

typically target local travellers and sell their packages through travel agencies or 

directly to customers. 

· Wholesalers, Ground Tour Operators or Destination Management Companies 

(DMCs): These are commonly known as handling agencies, since is their primary 

function organise tour arrangements for incoming tourists on behalf of overseas 

operators.  These companies have expertise in management; logistics and design of 

incentive travel, corporate meetings and corporate conferences; activities; 

transportation and tours. They purchase travel services in bulk from various suppliers, 

such as hotels, airlines, transportation providers, and activity operators. They then 

combine these components to create tour packages, which they sell to travel agencies 

or other tour operators at a discounted rate. The travel agencies or tour operators, in 

turn, add their markup and sell these packages to their clients. 

 

Nowadays with the internet popularity and e-commerce taking shape, there is a new player in 

the market, Online Travel Agencies (OTAs), who emerged in earlies 90s. The advancements in 

technology and the increasing accessibility of the internet opened new opportunities for the 

travel industry. 

This player consists in a website or platform that allows travellers to book various travel-related 

services online. OTAs act as intermediaries between travellers and travel service providers, 

aggregating and offering a wide range of travel options in one place. They have some key 

characteristics and functions that differ from the other agents in the market. Their main 

characteristics are to provide online Booking Platform, user-friendly where travellers can 

search, compare, and book flights, accommodations, car rentals, vacation packages, and other 

travel services; aggregation of Travel Inventory from multiple suppliers, including airlines, 

hotels, car rental companies, tour operators, and more; comparison Tools, since they include 

search filters and comparison tools that allow travellers to refine their search based on specific 

criteria such as price, location, amenities, ratings, and more; pricing and discounts, because 

they can negotiate special rates and discounts with their partner suppliers, which can be 



6 
 

converted in promotional deals, last-minute discounts, or package bundles; customer reviews 

and ratings about hotels, airlines, and other services, which can help other costumers make 

informed decisions by providing insights into the quality and experiences of others; customer 

support to handle with any issues or changes that may arise before, during, or after the trip; 

and, additional services such as travel insurance, visa assistance, destination guides, and 

recommendations for activities and attractions at the chosen destination. 

 

1.1.1 Tourism Distribution System in Republic of Ireland and Northern Ireland 

 

There are three main entities responsible for the tourism development in Republic of Ireland 

and Northern Ireland: Tourism Ireland, Fáilte Ireland and Tourism NI (Northern Ireland) 

working together in strategic partnership. 

Tourism Ireland is the agency responsible for marketing the island of Ireland as a holiday and 

business tourism destination overseas. It devises and implements world-class marketing 

programmes in more than 20 markets across the world and provides industry partners with 

opportunities to market their own products and services alongside it overseas. 

Fáilte Ireland is the National Tourism Development Authority. Its role is to support the tourism 

industry and work to sustain Ireland as a high-quality and competitive tourism destination. It 

provides a range of practical business supports to help tourism businesses better manage and 

market their products and services. Fáilte Ireland promotes Ireland as a holiday destination 

within the island of Ireland and manages a network of nationwide tourist information centres 

that provide help and advice for visitors to Ireland. 

Tourism NI is responsible for the development of tourism in Northern Ireland and the marketing 

of Northern Ireland as a holiday destination to domestic tourists, and to visitors from the 

Republic of Ireland. 

Accordingly to Irish Tourism Industry Confederation (ITIC) in An Industry Strategy for 

Growth to 2025 Report (2018), Tourism is Ireland’s largest indigenous industry employing 

230,000 people nationally, one in every ten of the labour-force. It is twice the size of agriculture 

and far bigger in employment than the construction industry, the IT industry, or the financial 

services sector.  
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In recent years, the Travel & Tourism market has been under a lot of pressure due to the 

COVID-19 pandemic worldwide. Traveling to other countries became impossible because of 

lockdowns, restrictions, and health risks, affecting people all over the world. Although the is 

recovering from this shock, the pandemic has had a long-lasting impact, with new trends 

emerging from the crisis. First and foremost, because traveling was not possible for a few years, 

people were able to save more money, which they now wish to spend on vacations and trips. 

Since the markets reopened, this phenomenon has become known as “revenge travel.” The 

current causes to concern in all markets of the Travel & Tourism market are inflation and 

increased travel costs, which are caused by the most recent world events, the war in Ukraine.  

Ireland is not different and suffers with these challenges, nowadays in this sector. Accordingly 

to Fáilte Ireland1, in Tourism Barometer of May 2023 – Strategic Research and Insight, after a 

questionary done to several players of the market, it is possible to see the results related to the 

causes of concern of those players for the following years (Figure 2).  

 

Figure 2 Causes of concern for next years in Tourism stated for the stakeholders 

 

Source: 2 Fáilte Ireland, 2023. 

 

 
1 The National Tourism Development Authority in Ireland.  
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It is possible to conclude that rising costs either to businesses or to consumers form the top 

three concerns and operating costs to the business (energy or otherwise) form the top two 

concerns in nearly every sector and in all regions. In case of DMC and Inbound TO, Public 

contracts for accommodation are the main concerns. For these specific players the business has 

been hit particularly hard by the pandemic as this sector was almost entirely reliant on 

international travel. Since the returned of overseas travel they are recovering but accordingly 

to ReportLinker2 is a slow process, since show revenue of the Ireland TO  and TA was contract 

at a compound annual rate of 1.7% over the five years through 2023 to €1.7 billion. Before the 

pandemic, revenue trended upwards in line with rising disposable incomes and high levels of 

consumer sentiment. High sentiment levels made consumers more likely to spend on holidays, 

typified by rising personal consumption expenditure, which aided demand for travel and tour 

packages. However, in 2020, revenue plummeted by 60.6% due to lockdown and travel 

restrictions imposed to combat COVID-19. Also, other challenges for the industry have 

emerged – including capacity shortages, labour shortages and inflationary pressures – which 

may impact the long term recovery. With rising prices, there is understandably a significant 

focus on value for money and the competitiveness of the industry. The current geopolitical 

situation also affects the recovery.  

In the current year, and accordingly the previous mentioned barometer, 19 out of 23 DMC and 

inbound operators are up on visitor volume, and The North American market is particularly 

buoyant this year. They highlight the lack of accommodation as a key challenge, and that the 

demand is buoyant, but the supply chain is a problem, since fewer hospitality businesses open 

post-pandemic and most of the ones that are open accommodate the refugees through 

government contracts. 

Currently and for the upcoming years, the Tourism Ireland’s focus, accordingly to Tourism 

Ireland annual report 2021, is on supporting the economic sustainability of the sector in the 

first instance, while being cognisant of the longer-term duty to communities and the 

environment. There are a commitment to working with  all the entities (the Tourism Northern 

Ireland, Fáilte Ireland, the tourism industry and all stakeholders) in order to have a sustainable 

recovery.  

  

 
2 ReportLinker is an AI driven market intelligence platform that accelerates access to global industry insights. 



9 
 

1.2 The Sustainability in the Tour Operator’s Business 

 

The United Nations World Tourism Organization (UNWTO), provides the following definition 

of sustainable tourism development: 

"Sustainable tourism development meets the needs of present tourists and host regions while 

protecting and enhancing opportunity for the future. It is envisaged as leading to management 

of all resources in such a way that economic, social, and aesthetic needs can be fulfilled while 

maintaining cultural integrity, essential ecological processes, biological diversity, and life 

support systems." 

This definition highlights the idea that sustainable tourism involves meeting the needs of both 

tourists and the host communities while safeguarding the well-being of the environment and 

cultural heritage for the benefit of current and future generations. Through its ability to ensure 

self-replicating satisfaction of human needs in the short, medium and long term, development 

becomes sustainable (Bon, 2009; Hopwood et al., 2005; Macleod and By, 2007). For 

sustainable development to be viable in the long term, is necessary to emphasizes a holistic 

approach that balances economic profitability, social equity, and environmental awareness. 

Ensuring that tourism activities contribute positively to the destination's overall development 

and preservation. There are some key aspects of tourism sustainability such as Environmental 

Conservation; Cultural Respect and Preservation; Economic Benefits for Communities; 

Tourist Education and Behaviour; Infrastructure and Planning; Climate Change 

Mitigation and Adaptation; Partnerships and Collaboration; and Certifications and 

Standards.  

Environmental Conservation includes Resource Management, which means using natural 

resources responsibly, minimizing waste, and adopting eco-friendly practices to reduce the 

impact on ecosystems; and includes, Biodiversity Preservation to avoid tourism causing harm 

to local flora and fauna and should contribute to the preservation of biodiversity.  

Cultural Respect and Preservation comprises Cultural Awareness of Tourists and operators 

to respect local cultures, traditions, and customs, and avoid actions that could lead to cultural 

exploitation or degradation; Community Involvement, promoting the engagement of local 

communities in tourism planning, decision-making, and benefits sharing helps ensure that 

cultural heritage is respected and preserved. 



10 
 

Economic Benefits for Communities encompasses Local Employment aiming to create job 

opportunities for residents and reduce dependency on outside labour; Fair Economic 

Distribution ensuring that a significant portion of the tourism revenue remains within the local 

community supports economic growth and development. 

Tourist Education and Behaviour incorporates Educational Experiences providing 

educational opportunities for tourists to learn about local cultures, environments, and 

conservation efforts; Responsible Behaviour, where tourists are encouraged to engage in 

responsible conducts, such as minimizing waste, respecting local customs, and supporting local 

businesses. 

Infrastructure and Planning covers Infrastructure Development, planning focus on 

sustainable infrastructure development that respects the natural landscape and local aesthetics; 

and Carrying Capacity, determining the maximum number of tourists a destination can 

accommodate sustainably helps prevent overcrowding and resource depletion. 

Climate Change Mitigation and Adaptation includes Reducing Carbon Footprint that 

enhances efforts to reduce greenhouse gas emissions through energy-efficient practices and 

alternative transportation options; also, Resilience Planning, when destinations should plan for 

the impacts of climate change and ensure that tourism infrastructure is resilient to extreme 

weather events. 

Partnerships and Collaboration embraces Stakeholder Engagement, meaning the 

collaboration between governments, local communities, businesses, NGOs, and tourists is 

essential to create holistic sustainable tourism strategies. 

Certifications and Standards includes Sustainable Certifications that are sought for many 

destinations and businesses from entities like Earth Check, Green Key, or Rainforest Alliance 

to demonstrate their commitment to sustainability. 

Tourism sustainability requires a comprehensive and integrated approach, with a focus on the 

triple bottom line: economic, social, and environmental aspects. Striving for sustainability 

ensures that tourism benefits all stakeholders involved while protecting the planet's natural and 

cultural resources for generations to come. 

Regarding the sustainability in the tour operator's business, has become increasingly important 

as the global tourism industry faces growing environmental and social challenges. Integrating 

sustainable practices into tour operations not only benefits the environment and local 
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communities but also enhances business reputation, customer satisfaction, and long-term 

viability. There is now, a growing awareness of human impact on the environment and this 

important factor has resulted in undeniable changes when it comes to tourism, in large part due 

to the younger generation. Sustainability is playing an increasingly important role for tourists, 

especially when it comes to mode of travel. Environmental concerns are also shaping the 

market and encouraging TO and DMCs to make new and alternative offers for more sustainable 

travel. Incorporating sustainability into tour operator businesses involves a comprehensive 

approach that covers operational practices, tour planning, customer interactions, and 

community engagement. By doing so, tour operators can contribute to the preservation of 

natural and cultural resources while simultaneously benefiting their business and enhancing 

customer satisfaction.  

The following are the key points and benefits of incorporating sustainability into tour operator 

businesses: 

• Environmental Impact: 

o Reduced Carbon Footprint: Implementing energy-efficient practices, using eco-

friendly transportation, and promoting carbon offset programs can help reduce the 

carbon footprint of tours. 

o Waste Management: Adopting proper waste management practices, minimizing single-

use plastics, and promoting recycling contribute to cleaner destinations. 

o Natural Resource Conservation: Encouraging responsible use of natural resources, 

such as water and energy, helps preserve ecosystems and minimizes negative impacts 

on local environments. 

• Social Responsibility: 

o Community Engagement: Partnering with local communities for cultural experiences, 

supporting local artisans, and involving community members in the tourism process 

can foster positive relationships. 

o Employment Opportunities: Hiring local guides and staff provides economic benefits 

to communities and ensures that the tourism revenue is distributed locally. 

o Cultural Sensitivity: Promoting respectful interactions between tourists and locals, 

along with educating tourists about local customs, helps preserve cultural heritage. 

• Economic Viability: 

o Long-Term Sustainability: By protecting and preserving natural and cultural assets, 

tour operators contribute to the long-term viability of the destinations they operate in. 
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o Diversification: Incorporating sustainable practices can attract a segment of 

environmentally conscious travellers, thus expanding the customer base. 

o Reputation Enhancement: A commitment to sustainability can enhance a tour operator's 

reputation, attracting ethically minded customers and increasing brand loyalty. 

• Customer Demand: 

o Growing Awareness: Increasing numbers of travellers are seeking environmentally and 

socially responsible travel options, creating a demand for sustainable tour offerings. 

o Unique Experiences: Sustainable practices can lead to unique and authentic 

experiences that differentiate a tour operator's offerings in a competitive market. 

• Regulatory Compliance: 

o Local Regulations: Many destinations have regulations related to environmental 

protection, waste management, and cultural preservation. Adhering to these regulations 

is crucial to avoiding legal issues. 

• Risk Management: 

o Climate Change Resilience: Sustainable practices can help tour operators adapt to 

climate change impacts, such as extreme weather events and changing travel patterns. 

• Collaboration: 

o Stakeholder Engagement: Collaborating with local governments, Non-Governmental 

Organizations (NGOs), and other stakeholders helps create a holistic approach to 

sustainability in tourism. 

• Education and Awareness: 

o Tourist Education: Educating tourists about sustainable practices during the tour can 

raise awareness and encourage responsible behaviour. 

Other important aspect is the Sustainable certifications in the context of TO, because they are 

official and tangible recognitions granted to businesses that demonstrate their commitment to 

sustainable practices in the tourism industry. These certifications from recognized 

organizations enhance the credibility of a TO's claims and build trust with customers who are 

increasingly conscious of sustainable travel. Which is extremely important in a competitive 

market, setting a differentiation from others. Travelers who prioritize eco-friendly and socially 

responsible options are more likely to choose certified tour operators over those without 

certification. These travellers are also often willing to pay a premium for experiences that 

minimize negative impacts on local communities and environments. In addition, the process of 

obtaining certification often involves a thorough evaluation of a TO's operations, which can 

highlight areas for improvement, leading to better resource management, waste reduction, and 
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overall efficiency. Moreover, often align with local regulations and international standards for 

responsible tourism, helping to avoid legal and reputational risks. 

1.2.1 The Agenda 2030 - Sustainable Development Goals and (SDGs) Tourism  

 

The Agenda 2030, also known as the Sustainable Development Goals (SDGs), is a global 

initiative adopted by United Nations member states in 2015. It consists of 17 goals and 169 

targets aimed at addressing a wide range of social, economic, and environmental challenges to 

create a more sustainable and equitable world by the year 2030. The Agenda 2030 has a 

significant role in the tourism industry as it provides a framework for sustainable tourism 

development. Tourism is one of the world's fastest growing industries and an important source 

of foreign exchange and employment, while being closely linked to the social, economic, and 

environmental well-being of many countries, especially developing countries. For example, 

Maritime or ocean-related tourism, as well as coastal tourism, are for example vital sectors of 

the economy in small island developing States and coastal least developed countries. The 

Agenda 2030 plays a critical role in shaping the tourism industry toward greater sustainability, 

responsible development, and positive social and environmental impacts. Achieving the SDGs 

is a collective effort that involves various stakeholders in the tourism sector working together 

to create a more sustainable and inclusive future for the industry.  

Regarding the SDGs, there are three Goals, number 4, 5 and 8,  that are related with Social 

Sustainability in Tourism and therefore approached in the current report in relation to Abbey 

Group. Goal 4 of the SDGs is "Quality Education", it is aimed at ensuring inclusive and 

equitable quality education for all and promoting lifelong learning opportunities. Goal 4 has 

several targets and indicators related to education at various levels, such as Skills Development; 

Safe and Inclusive learning environments; and Gender Equality in Education. Goal 5 of SDGs 

is "Gender Equality." It is aimed at achieving gender equality and empowering all women 

and girls. Gender equality is not only a fundamental human right but also a necessary 

foundation for a peaceful, prosperous, and sustainable world. This goal addresses a wide range 

of gender-related issues and promotes actions to eliminate gender-based discrimination and 

violence. Promotes Equal participation; Economic empowerment; and Equal access to 

Education; etc. Goal 8 of SDGs is “Decent Work and Economic Growth”, this goal focuses 

on promoting sustained, inclusive, and sustainable economic growth, full and productive 

employment, and decent work for all. In the context of tourism, it emphasizes the importance 
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of creating quality jobs, supporting local livelihoods, and ensuring fair working conditions for 

tourism industry workers.  
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Chapter II - Characterization and Analysis of the Internship 

 

This chapter will characterize the internship entity, to give a general view of the Group with all 

the companies that are part of it; what is its main work areas and in what sectors of the tourism 

industry is involved.   

1. Characterization of the internship’s entity 

 

The Abbey Group dates to 1978, when it was first established as the inbound division of Abbey 

Travel, a new Dublin based tour operator. This division traded as Abbey Tours and specialised 

in leisure tourism, offering the worldwide travel trade the complete range of services for Group 

& Individual travel in Ireland. In 1991, the company moves to City Gate in the centre of Dublin. 

By the year of 2004, Co-Founder Jerry Leahy retires, and Patricia McColgan, Jane Magnier 

and Marina Finn bought his 50% share. In 2007, Abbey Tours buys the inbound business of 

O’Mara Travel and Co-founder/Director Brian McColgan sells his shares in Abbey Tours to 

Patricia, Jane & Marina. Over the years the business has grown and the markets in which 

operates have expanded, so in 2008 Abbey Scotland is founded. In 2009, Abbey Abbey Group 

is named one of Ireland’s Best Managed Companies by Deloitte, and since then to 2022 wins 

the prize each year.  Moloney & Kelly Travel became part of the Abbey Group, in 2013 and 

two years later, European Travel Services became  

part of the Abbey Group as well. In 2016, the company rebranded from Abbey Tours to the 

Abbey Group and now incorporates 3 brands - Abbey Ireland & UK, Abbey Conference & 

Events and Moloney & Kelly, - all of which sell the destinations of Ireland and the UK to the 

worldwide travel trade on a B2B basis. Their offices are in Dublin & Edinburgh with the 

London staff working remotely (Figure 3).   
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Figure 3 Location of Abbey Group Offices' 

 

 
Source: 3 Abbey Group, 2023. 

 

 

In 2017, Patricia, Jane & Marina sell their original 50% of the company to 8 Directors (Figure 

4), with Darren Byrne as its CEO. 

 

 

Figure 4 Board of Directors of Abbey Group since 2017 

 

Source: 4 Abbey Group, 2023. 
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1.1. Abbey Group  

 

Figure 5 Abbey Group Companies 

 

Source: 5 Own work, 2023. 

 

Abbey Group (Figure 5) has 8 Executive Directors, 3 Non-Executive Directors, 34 managers 

across the group, and multilingual teams, over 200 employees fluent in 20 languages, all 

experienced travel professionals, on hand to service every travel requirement. Its workforce is 

30% male against 70% female, and its average age is 34 years. Receives circa of 1500 interns' 

applications per year, in Dublin and Edinburgh, and has a percentage of 37 employees that are 

former interns. 86% of the management were promoted from inside.  

In the current year counts with 45 years in business, it is the largest inbound tour operator in 

Ireland, counts with over 1500 travel trade partners in 60 countries worldwide, and a turnover 

of €77M in 2022, aiming €102M for 2023. Nowadays, handles circa 1600 per year, but before 

COVID was dealing with 2000 per year. It Is member of Association of Irish Professional 

Conference Organisers (AIPCO), Irish Tour Operators Association (ITOA), SITE, American 

Society of Travel Agents (ASTA), and European Tourism Association (ETOA).  

 

The Abbey Group mission is: 

• Partnership with clients, staff and suppliers, since they are considering core 

stakeholders for the Group; 

• Positive working environment that will satisfy the needs of each of these three 

stakeholder groups. 

• Provide continual training to the teams to help them deliver the highest quality service 

to the clients.  

• Offer clients creative and innovative products to sell.  

• Work with supplier partners in an efficient, fair and professional manner.    
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The purpose of Abbey Group is: 

‘Make Abbey a great place to work, where people are motivated & supported to be the best 

they can be’. 

Abbey Values (Figure 6) govern the way the company works with its clients, colleagues and 

suppliers, they are its code of conduct.  

•  Respect                               Respect and value those we work with 

• Integrity                              Treat everyone with trust and respect   

• Team spirit                          Foster inclusiveness and motivate colleagues 

• Excellence                           Deliver the highest quality service, surpass expectations 

• Passion                                Be committed – ‘go the extra mile’ 

• Open Communication          Honest and respectful in every situation   

 
Figure 6 Abbey Group Values 

 
Source: 6 Abbey Group,2023. 

 

1.1.1 Sustainability in Abbey Group  

 

The Abbey Group is committed to protecting the environment, therefore have a team of 

volunteer members of staff from across the company – Green Team, who have committed to 

identifying and implementing specific solutions to help the Abbey Group operate in a more 

environmentally sustainable fashion, continuously strive towards improvements on work 

practices that would best benefit the country, leaving as little carbon footprint as possible.  

As part of the objective to prevent pollution and minimise waste, the company operates their 

business with consideration for the environment and habitats, monitoring the use of energy and 

natural resources; complying with all applicable environmental legislation and maintain 
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documentation to demonstrate compliance; and maintaining an open communication 

environment whereby all employees can actively participate in the environmental management 

system.  

As a further measure to address the environmental challenges, the company adds a financial 

contribution from the business to offset carbon emissions. This revenue will be channelled 

through an environmental charity. They will institute a communication programme, aimed at 

the suppliers, to encourage them in supporting company environmental objectives. 

Abbey Group advocate with clients and suppliers to encourage best practices and to protect the 

environment during visits. In regard to clients, it is recommend their customers to bring 

reusable water bottles, mugs, and shopping bag; it is recommend that they dispose of any waste 

with care and attention; it is recommend that visitors leave what they find when in the 

landscape, and never feed farm animals or wildlife. In regard to suppliers, Abbey Group. work 

closely with suppliers who have environmental certification or verified environmental 

credentials; have developed KPIs for energy, water and waste consumption/generation and 

carbon emissions; with suppliers that have made responsible commitments toward their local 

communities; they favour suppliers who limit waste (including non-recyclable waste); with 

suppliers who advocate responsible purchasing (Fair Trade, environmentally certified products 

etc) and where the use of local and organic produce is promoted; with suppliers who limit the 

use of chemicals; with suppliers who will limit use of single use plastic in their offering; with 

suppliers who provide drinking water without charge to customers; with suppliers whose staff 

are fully trained in delivering on environmental objectives and targets; and evaluate all 

proposals submitted by suppliers according to a set of criteria covering quality, performance 

and sustainable development. 

 

o Responsible Marketing Policy 

 

The Abbey Group is committed to use Eco-friendly marketing, meaning online marketing 

rather than print marketing. Marketing materials, including tariffs, presentations, itineraries, 

and other relevant company information, are produced and disseminated online or using 

technology such as computers or iPads. These materials are the key promotional tools used 

throughout the Abbey Group’s marketing. The company is committed to producing and using 

marketing materials that represent the products, services, and experiences offered in an accurate 
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manner - Responsible depiction of products; and also, is committed to collating and 

circulating up-to-date product information, including access details and current visitor volumes 

and capacities, to ensure that products and experiences are accurately reflected - Collation and 

dissemination of product information  

As a B2B company, much of the marketing undertaken at the Abbey Group is relationship-

based. As such, the Abbey Group is committed to give marketing training empowering its 

staff to promote sustainability and responsible travel by providing them with training on the 

range of sustainable product in Ireland and with the means to access further information on it, 

including how to engage clients, travel ethics addressing minimal impact behaviour for natural 

areas, and equipment, clothing and personal supplies relevant to areas being visited.  

 

1.1.2 Abbey Ireland & UK  

 

Abbey Ireland & Uk was established in 1978, is an award-winning Destination Management 

Company with offices in Dublin and Edinburgh. The company provides the full range of group 

and individual travel services in Ireland and the UK, working exclusively with the travel 

industry.  Its objective is to deliver a quality service and a reliable partnership to the clients.  

Regarding the Group travel services, for over 40 years, Abbey has been offering this service to 

its travel trade partners all over the world. The company is specialised in the groups sector and 

have designed a wide selection of leisure and personalised programmes to suit its clients' 

interests and budgets, counting with a long-standing relationship with suppliers and it is its 

commitment to deliver the results which clients expect from them. Its programmes include 

Leisure Groups; Study Tours; Special Interest Programmes, Escorted Tours; Themed Tours; 

and Performance Groups.  

Regarding the individual traveller in Ireland, Scotland, England & Wales, Abbey leads a FIT 

specialist, and experienced, multi-lingual team who creates programmes to suit the special 

requirements and interests of the clients. The company offers everything for the individual 

traveller from city breaks and touring programmes to customised itineraries suitable for all 

budgets. Its programmes include Accommodation (Hotels, Guesthouses, B&B’s, Castles & 

Manor Houses); Transportation Services (transfers, Chauffeur Driven Tours, Self-drive, 

Unique Transport); Itineraries (Customised itineraries, Escorted tours, city breaks, full & half 
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day tours); Entertainment (Sightseeing, evening events, private access & dining, ticket events); 

and Services such as multilingual team, 24/07 emergency cover, XLM integration and online 

booking.  

Abbey Ireland (Dublin offices’) had a turnover of €43M in 2022, has more than 110 employees 

at this moment, and fluency in 20 languages. Its Manager Director is Vanessa Castles.  

Abbey Uk comprises Edinburgh offices and Scotland team, this last one with no facilities since 

all the team members work remotely.  Uk branch was established in 2008, London purchase of 

ETS (est 1987) in 2015.  Edinburgh office with more than 50 employees and London with more 

than 10 employees. Its annual Turnover in 2022 was £25M and comprehends all the same 

services as Ireland offices, adding conferences to this roll. The Manager director is Rebecca 

Brooks.  

The Figure 7 illustrates how the departments are organised within Abbey Ireland and UK.  
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Figure 7 Abbey Ireland & UK  Organizational Chart 

Source: 7 Abbey Group, 2023. 
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1.1.2.1 Groups Department  

 

The Group Departments are divided into Business Development (BD) and Customer care (CC), 

the first one wines businesses developing and maintaining strong relationships with both 

existing and potential clients; and the second ensure that all group operations for the department 

run smoothly on a timely basis and to ensure client satisfaction. However, being separated 

branches both maintain a close communication.  

BD consists of preparation and costing of proposed client group and series programs; to 

generate all client quotations, follow up, and confirmation process; preparation of material for 

sales and marketing activities; and research markets, clients, programs as the need arises. BD 

handover to the CC account handler assigned, once accommodation services have been booked, 

and final offer has been sent and accepted by client.  

CC Keeps daily communication with suppliers and clients and comprises the process of 

reservations; the creation and updating of group itineraries; the process of required 

amendments when changes to the client's programme occur; the Invoicing; and the Booking of 

tour guides and coach companies. CC ensures that the confirmed proposal is accurately 

reflected in TP, and coordinates all the variety of arrangements for tour groups with all the 

operational depts.  

a) Mediterranean Department (Meds Dept.)  

 

Meds Dept. englobes different markets mostly Spanish, Italian and Portuguese speaking tour 

operators and travel agencies, and work with two types of tours, series and Ad hoc’s. A series 

of tours are a set of organized tours that follow a specific itinerary or theme and are scheduled 

to run regularly over a defined period. Correspond to the largest volume of business and are 

older clients with more established business connections. Ad hoc’s tours means when tours or 

travel arrangements are organized on a case-by-case basis, often in response to specific requests 

or needs. These tours are not part of a regular, fixed schedule but are customized and arranged 

as needed.  

The team of Meds Dept. is composed of Manager - Inês Pinto (pt); Assistant Manager BD - 

Alessandra Vecchiarelli (it); Assistant Manager CC – Vincenzo Forgione (it); Account 
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Executive CC and BD – Tamara Collado (es); Account Executives CC – Julieta Grandio (ar), 

Diana Rifai (es), Matilde Nardi (it) and Kevin Bottigliero (ir/it). (Figure 7). 

 

 

 

Figure 8 Meds Dept. team, 2023 

 

Source: 8 Abbey Group, 2023. 

 

There are also the overseas representatives, Eva Martin – Portugal and Spain; and Francesca 

Migliori – Italy. Both work from their home countries and attending meetings face to face with 

clients and keep a relation of proximity with them.  

All team members have their tasks and groups assigned. Regarding BD, Inês P. takes care of 

the Spanish and Portuguese-speaking clients/groups, and Alessandra V. looks after Ital 

clients/groups. Concerning CC, Julieta G. deals with Portuguese and Spanish groups, and 

Diana R. deals with the Spanish groups. Tamara C., Matilde N. and Kevin B. handle Italian 

groups.  

Referring to business seasons, this specific Department is considering high season months June 

to September and Easter week, and low season October to May. In low season months BD 

prepares the next season to handover to CC.  

 



25 
 

1.1.2. Moloney & Kelly 

 

Moloney & Kelly Ireland & UK is a full-service DMC specialising in luxury individual travel, 

leisure groups, and incentives in Ireland and the UK, focusing on delivering unique travel 

experiences to their clients.  The Company celebrated 50 years in business in 2020 and is 

headquartered in Dublin’s city centre, with the UK office in Edinburgh. It is the specialist B2B 

Incentive & Luxury Travel Division of the Abbey Group, an award-winning collection of travel 

companies in Ireland and the UK. Was acquired by Abbey Group in July 2013. Has 24 

employees, with expert destination knowledge, many years of experience, creativity and 

originality.  90% of the business provides from USA, is an on-site partner in Ireland and the 

UK of Virtuoso, TravelSavers/The Affluent Traveler, Signature, Internova and Ensemble travel 

networks. It is also a member of the Host Global Alliance, a worldwide consortium of select 

Destination Management Companies and Destination Marketing Services in Australia and New 

Zealand.  

Moloney & Kelly service is characterised for a 24/7 on-site support that ensures “insider 

access”, provides a range of tailored programmes for clients, whether travelling independently 

or as part of a group, or for clients who wish to have pre or post extensions when participating 

on an Ireland incentive, conference or business meeting programme.  The company services 

related with incentive englobe Program Design & Creation; Strategic Meeting Management; 

Accommodation Selection; Innovative & Original; Activities; WOW Experiences; Venue 

Search & Selection; Teambuilding; Transportation; Unique Full & Half Day Tours; 

Entertainment; Theming & Décor.  

In the department of Luxury leisure travel is responsible to create bespoke programs to suit the 

special requirements and interests of the clients. Combined with a wide range of options 

available, the team is able to put together a program with exclusive products that Ireland and 

the UK have to offer. Its services include Accommodation in Luxury Hotels, Castles & Manor 

Houses, Private Homes, Country Resorts, Unique Properties, and Belmond Grand Hibernian 

Express; Bespoke Itineraries like Exclusive Half & Full Day Excursions, Luxury Leisure 

Groups, Themed Programs, Culture & Heritage, Tours, Genealogy & Ancestry, Multi-

generational Family Tours, Shore Excursions, Private Access, and Dining & Entertainment; 

include also Exclusive Services such as Deluxe Coaches, Chauffeur Drive, Unique Transfers, 

Self-Drive, Private Guides, and Local Experts.  
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Moloney & Kelly in 2016, was named Supplier of the Quarter by CEM, being recognised as 

the most caring DMC working with CEM; won the award of the Host Global DMC of the year 

2017 – 2018 and 2022; and in 2017 also was awarded Leading Experts in Luxury Travel by the 

Irish Enterprise Awards. The company annual turnover in 2022 was €9M, and its Manager 

Director is John Healy.  

 

 

 

1.1.3. Abbey Conference & Events 

 

Founded in 1988, Abbey Conference & Events are a Professional Conference & Event 

Organisers within the Abbey Group, with experience in a wide range of disciplines 

accomplished over the years, including scientific, medical, financial, academic, industry and 

pharmaceutical, as well as several Government Departments.  

Abbey Conference & Events has offices in Dublin and Edinburgh, and currently counts with 

25 experienced staff in the department. In 2022 the company managed 30 events with more 

than 15,000 attendees, many and varied national and international conferences produced in all 

formats – in-person, hybrid and virtual. Abbey Conference & Events was the winner since 2016 

of the Events Industry Awards Best Professional Conference Organiser award for 4 years in a 

row and is also members of AIPCO (Association of Irish Professional Conference Organisers), 

IAPCO (International Association of Professional Congress Organisers) and ICCA 

(International Congress and Convention Association). Also won an Events Air Award in 2021 

for Innovation of the Virtual platform during COVID.  

The services that the company provides are Virtual Conference; Conference Management; 

Association Management; Event Management; and Bid Management. All these services face 

to face, include venue sourcing, budget preparation, supplier negotiation, planning, logistics, 

and communications as the core work of the team.  
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2 Characterization of the activities developed during the internship 

 

This chapter will give a summary of the main activities developed, the work performed and its 

challenges. After is displayed a critical analysis of the work performed, the limitations or 

constraints that may have been encountered and how well the company is match up with the 

three of SDGs of the Agenda 2030, in order to retain workforce in this transitional period 

theoretical, after pandemic.  

2.1  Introduction of the Framework  

 

The internship was developed as part of the Internship / Project Course of the Master in 

Sustainable Tourism Management at the School of Tourism and Maritime Technology (ESTM) 

of the Polytechnic Institute of Leiria (IPL), beginning on April 17th of 2023 and ending on the 

October 13th, 2023. During this period, I performed the duties in Mediterranean Groups 

Department essentially, however helping also in other incoming markets within the Abbey 

Group, - French and German Groups Departments, - to help with the needs of the company and 

understand the different types of clients.  

The choice of this company to complete the internship is related first to the fact that is abroad, 

and as personal achievement was one of the main requirements, and because the internship 

option available filled the learning goals/skills that I was aiming to achieve with this internship. 

After research about the company, I feel connected to its values and mission, and I proceed 

with the application, being successful.  

Before the internship started, there was previous communication with the entity through emails, 

and HR sent the Internship Agreement with all the relevant information regarding the offer, and 

the rules in the company, and an Intern Handbook - Guide to a Better Partnership.  

On the first day all the trainees that started in that day had the induction, a presentation in the 

conference room about the overall information of the group: its history, its companies, 

hierarchy, teams and markets. After that we did a tour through the facilities and finished in 

Mediterranean (Meds) department, the one assigned to me. In the first 3 weeks, trainees had 

intensive training with Laura Stelling, the trainer officer of the Abbey Group, where were 

approached themes, with more focus on group bookings: Introduction to Tourplan; Lifecycle 

of a booking & service line statuses; Booking Handover Procedure; Service lines in TP; Bulk 
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options; Itinerary timings & Technical Itinerary creation; General itinerary timing guidelines; 

Updating pick up drop off; Rooming List Procedure; Invoicing; and File sign off procedure. 

These sessions were to explain the functions of the Tourplan NX, which is the tour operating 

software Abbey Ireland & UK is using for all the bookings, FIT and Groups. Each 

employee/trainee has their username and password that they use to log in to the system. 

 

2.2 Tasks assigned during the internship 

 

The tasks assigned in the internship at the beginning because of the language skills were assist 

Julieta with her groups - series and ad hocs, and together with other Spanish trainee insert the 

Guaranteed Departures (GDs) bookings in TP, an Abbey Group product for specific markets 

with high demand. Afterwards, since I became the only trainee in the department and the 

Spanish and Italian GDs have a high work volume I was assigned just to handle with them.  

In this case, I was responsible (with Vincenzo and Julieta supervision) for daily communication 

with our overseas clients for both countries, in case of Spanish GDs, Tour Mundial, Traveltino, 

EuropaWorld, Catai, and also some Portuguese clients such Abreu, Nortravel and Lusanova, 

etc. For the Italian GDs, are Rei Tour, Cocktail, ChiesaViaggi, etc. This communication were 

centred in booking reservations, special requests such as triples or dietary restrictions and travel 

information to be sent to the client for the final costumer.  

I was also responsible to handle with the communication with our suppliers in loco, in order to 

expedite the operations for each tour. The main subjects were transfers, visits and restaurants 

bookings or amendments; travelling information for each supplier; guide and coach search 

when a last minute cancelling; group details to each tour guides; and hotels search and 

quotation requests when a last minute booking for a group or an out booked of the driver and 

guide. Also assist with other questions , follow ups, and confirmation processes. 

In relation with other tour groups, I was responsible to coordinate a variety of arrangements 

within specific time restrictions – making reservations in restaurants, guided visits, messes and 

hotels; creating & updating group itineraries, with schedule amendments, updated rooming lists 

or coach driver’s contact; and preparation of final client’s itineraries and sending to all the 

parties involved – guide, coach company, client, visits’ locals, hotels and restaurants. These 

Tour Groups are clients’ series, not being a Abbey Group product but a clients’ product, created 
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by the company for them. Some of our series clients’ are Abreu, Nortravel, Special Tours, 

Inatel, Different Roads, Abaco, Oskar, Encebra, Cocktail, etc. Also, there are some clients’ that 

creates there ad hoc tours, which means it is only for one time period with particularities of the 

group, for example a religious group that travels to visit several churches in Ireland and attend 

to messes; or sports group that came to Ireland to attend to Rugby matches.  

Another task I helped with was issuing and confirming invoices, together with the finance 

department, in the event that an item had been incorrectly invoiced and the client returned to 

ask for clarification.  

In the end of the internship, and with most of the tours ceased, I was asked to help in Business 

Development with quotation requests. Checking hotels availability and rates for students 

groups, and translating some offers from Spanish to Portuguese to present to Portuguese clients.  
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Chapter III - Retain workforce in the tourism industry post-COVID – A 

proposal for Abbey Group 

 

This chapter is focused on the critical analysis of the problematic of lack of workforce in 

tourism post Covid-19. It is explained its damages to the company analyse the measures used 

by the Abbey Group in retain workers. In the end, it is given some strategies that could be 

implemented in the company, based in the interviews made to some of the workers within the 

company.  

 

3.1. Introduction of the problematic 

 

The jobs in tourism encompass a wide range of roles, qualifications and skills, and are 

geographically dispersed. The industry includes wider scope of activities including 

accommodation sector, air and sea carriers, tour operators, visitor attractions, tour guides, and 

so on. However, a much larger range of business sectors draw part of their revenue stream from 

tourists, including public transport, retail, pubs and restaurants, entertainment venues, and parts 

of the education sector. The interaction between tourists and those employed in the tourism 

sector is indeed crucial for the success of tourism businesses and for the growth of the economy. 

And Ireland’s tourism and hospitality sector is central to the vitality of the Irish economy. 

As well said by govern of Ireland in PEOPLE, PLACE AND POLICY GROWING TOURISM 

TO 2025, a Strategy report based in the 2030 Agenda for Sustainable Development with the 17 

Sustainable Goals for the next 15 years, “Our people and our place remain our biggest assets 

in terms of our ability to attract an even greater number of overseas visitors in the future. (…) 

these assets must be mobilised within a robust and effective policy framework if Ireland is to 

reap the economic and social benefits of tourism.”  

The quality of the interactions between tourists and tourism workers can significantly impact a 

company's reputation, customer satisfaction, and overall business performance. Therefore, it is 

essential that the level of service provided to tourist is of the highest possible standard.  

However, Ireland is now facing one of the biggest challenges in tourism industry, in 

repercussion of the pandemic Covid-19 - the lack of workforce.  
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3.1.1. Covid – 19 in Ireland’s Tourism and Abbey Group 

 

COVID-19 is proving more disruptive to tourism and hospitality than World War II (Hunt, 

2020). The impact of Covid-19 on tourism has been existential, devastating employment, 

businesses and livelihoods across the tourism sector.  

Fáilte Ireland, in a written submission to the Committee, states that tourism directly contributed 

to over 11% of total pre-COVID employment in Ireland, and generated approximately 67% of 

pre-COVID employment in regional and rural Ireland. Between 2014 to 2020, employment 

grew across Accommodation and food service activities, as classified by NACE Rev. 2 

Economic Sector and occupational group. However, between Q1 2020 and Q1 2021, 

employment in the same sector decreased by 43.6%, marking the largest drop in employment 

across all economic sectors and occupational groups. It may be inferred from this data that the 

conditions of the COVID-19 pandemic have not been conducive to employment in the tourism 

and hospitality sector. The onset of the pandemic led to a series of restrictions that significantly 

impacted the sector and was a major contributing factor to a decline in employment in the 

sector, as well as uptake of relevant educational programmes. Also, people start questioning 

their life choices regarding careers, since they lost their jobs during this period and were forced 

to find alternatives for their income in other operational areas, refusing to return to poor job 

conditions and a low paycheque in the end of the month, preferring a way less stressful career 

with better benefits and doing less hours. The sector currently faces skill shortages in many key 

operational roles.  

In Abbey Group from 2020 and up to December 2021, 53 employees were made redundant and 

14 more left voluntarily. However only 20 employees re-joined the company between 2021 & 

2022, after the period of quarantine (Source by Human Resources in Abbey Group).  

 

3.2. Analysis of working conditions in Abbey Group  

 

The method of analysing the company was through interviews with employees in various 

hierarchical and contractual positions within the Abbey Group. 
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Interviews3 are a qualitative research methodology widely used in various fields, including 

academic research, to gather in-depth information and insights from individuals. In the context 

of academic research, interviews are a valuable method for collecting qualitative data, 

understanding experiences, and exploring complex phenomena.  

The interview script was drawn up on the basis of the SDGs, choosing the ones relevant for 

social sustainability analysis of Abbey Group. This differential was the chosen one because it 

comprises the issue of social sustainability and as it is the  key factor to be taken into account 

in the European Union, which means it is the most relevant. The questions were designed to 

analyse the company's performance in terms of social sustainability, as shown in Table 1, where 

each question is framed within the corresponding goals. 

Table 1 SDGs Goal and Script questions' 

SDGs QUESTIONS  

GOAL 4 "Quality Education" 5. Abbey Group did invest in your education 

and training and helped you to maximize 

your potential, if so, in which form. 

6. In your opinion, does the company give 

you the knowledge and skills to understand 

the importance of sustainable development 

and put that into practice in their business. 

GOAL 5 "Gender Equality." 8. Do you consider there is gender equality in 

the company, women can fully and 

effectively participate in the decisions, and 

their voices are heard in the same 

measurement as men? Have you felt some 

form of discrimination and/or harassment in 

the company? If yes, did you report it? 

GOAL 8 “Decent Work and Economic 

Growth” 

3. Are you engaged and satisfied in your 

workplace? If so, in your opinion what are 

the strengths of the company, and what 

should be improved 

 
3 Gill, Stewart, Treasure, et al., 2023.  
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4. Did you have some recognition and 

progression inside of the company, if so, in 

which way? 

7. How do you describe your workplace in 

terms of being a safe and secure 

environment? 

Source  1 Own Work, 2023. 

In this case, six interviews (Appendices I and II) were conducted among Permanent workers, 

Fixed Term Contract (FTC) and one Trainee, in order to evaluate the company – Abbey Group 

- as a socially sustainable developed company in the parameters of QUALITY EDUCATION, 

GENDER EQUALITY and DECENT WORK AND ECONOMIC GROWTH, based on the 

2030 Agenda for Sustainable Development, along with goals 4, 5 and 8 respectively of the 17 

Sustainable Development Goals (SDGs) (Annex I).  

The interview was a structured interview, since were asked a predetermined set of questions to 

all participants and records their responses. The duration of the interviews was variable 

between 20 and 30 minute, depending of the interviewer and their involvement with the subject, 

and all the participants authorize their recording for post transcription and analysis. 

The participants (Table 2) are composed by Permanent Workers (Alma Martin, Inês Pinto, 

Vincenzo Forgione , Julieta Grandio);  FTC workers (Tamara Collado and Matilde Nardi) and 

a trainee (Inês Escolano), with different positions within the company for a better 

understanding of Abbey Group social sustainability situation. 

Table 2 Interviewers' characterization 

Questions Permanent workers FTC workers (6 months) Trainee 

Q. 1  How 

long have you 

worked in 

Abbey 

Group? 

13 years;  Since 2008;  Over 16 years;  1 year and 4 

months;  

4 months;  5 months;  3 months;  

Q. 2  What is 

your position 

in the Group?   

HR Executive;    Manager Groups 

Mediterranean 

department;  

Customer Care 

Assistant 

Manager – 

Groups 

department  

Customer Care 

Executive for 

the Groups 

department  

Account 

executive;  

Account 

executive;  

  

Trainee 

conference 

assistant;  

Source  2 Own Work, 2023. 
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 After analysed the answers can be listed the following conclusions:  

• Employees are engaged in the workplace and happy; However, trainee relation should 

be improved; 

• It is valued flexibility in work and open communication with managers/directors;  

• Should be improved communication between departments and some procedures;  

• Should be added more benefits related to financial aid, wellbeing and personal 

development inside of the company;  

• There is progression inside of the company; 

• There is continuing training inside of the company and space to develop individual 

skills; 

• There is still space for improvements in the matter of sustainability, include more the 

employees in it and give them more information;  

• The company with safe and secure environment, and good atmosphere; 

• Women in leadership and more women as workers, there is equity and no type of 

harassment; 

• Due to the increase of the living cost in Ireland, salaries and benefits should be revised;  

• Trainees allowance is not enough for basic needs; 

Regarding question 10, there are several ideas of improvement, which are added to the 

proposed strategies in the following chapter.  

3.3. Solutions & Strategies to Retain workforce in the company 

 

Retaining human resources after the COVID-19 pandemic is a crucial challenge for many 

businesses, including those in the tourism and hospitality industry. As the industry gradually 

recovers, it is important to implement strategies that help retain and engage the workforce in 

the company. By implementing a combination of strategies4, it is possible to create a workplace 

environment that fosters loyalty, engagement, and commitment among the employees, helping 

the company retaining valuable human resources.  

 
4 Based in Article of Templeton & Partners, 2022 in https://www.templeton-recruitment.com/tech-news/the-great-

resignation-how-to-retain-staff-post-pandemic; and in Academy to Innovate HR by Shani Jay, 2023 in 

https://www.aihr.com/blog/employee-retention-strategies/.  

https://www.templeton-recruitment.com/tech-news/the-great-resignation-how-to-retain-staff-post-pandemic;
https://www.templeton-recruitment.com/tech-news/the-great-resignation-how-to-retain-staff-post-pandemic;
https://www.aihr.com/blog/employee-retention-strategies/
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Most of these strategies are already applied in Abbey Group, others should be taken into 

consideration. It is crucial for a sustainable development in all companies to keep open lines 

of communication between employees and managers, be transparent about the current 

situation, recovery plans, and any changes in the business, followed by regular updates to avoid 

uncertainty and build trust. And Abbey Group does a Company updates each 3 weeks, usually 

by zoom meeting, where are addressed HR Updates; Trading vs Targets; Current year Season 

Overview & next year Planning; Digital Projects; and Abbey Group News. Additionally, the 

company executes elective employee 121 (one to one) meetings between Senior 

Manager/Director for each season, these meetings are an opportunity for employees to engage 

with a Director/Senior Manager on a 121 basis, if they so choose, to share any observations, 

thoughts, questions or ideas they may have about the company or individual remit. Feedback 

from these meetings can assist identify priorities or/and contribute to future planning. 

Other strategy that should be taken into consideration is Flexible Work Arrangements such 

as remote work options, staggered shifts, or compressed workweeks, in order to accommodate 

employees' changing needs and contribute to work-life balance. Abbey Group employees’ work 

in a hybrid mode, and have the possibility to work two months abroad, in a row or spread since 

most of the team is not Irish and is a way to allows them to spend time in their own country or 

travelling the world.  

Invest in employees' professional development is also other important strategy to keep staff 

satisfaction and retain them.  Offer training programs, workshops, and opportunities for skill 

enhancement. Abbey Group has included an amount for Learning & Development in the 

company budget - Training Budget, - with a commitment to strive to support professional 

development of employees to have a fulfilling career. It equates to €500 for each employee or 

€1000 for managers per year.  

Other strategy is the Acknowledge employees' contributions and efforts, over Recognition and 

Rewards, implementing recognition programs that celebrate achievements and milestones. 

Abbey Group in previous years had Employee of the year award but in the past year decided 

to end it after a negative opinion from workers, since they understood as unfair just one 

employee be recognised and promotes an unhealthy competition between pairs. Also, they 

recognised workers for their service, as showed in Figure 8, employees with more than 4 years 

in the company have 1 more day of holidays, 5 years, 2 days and so on.  
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Figure 9 Service Recognition Holiday information in permanent employees' contracts 

 

Source: 9 Abbey Group, 2023. 

 

Also, for the trainees in the end of the internship is offer the “farewell package”, consisting of 

a gift voucher with 100€ to spend, a hoodie and a goodbye card, in appreciation for all the work 

developed and help.  

Moreover, there are other forms of recognition trough Incentives and Benefits, such packages, 

bonuses, perks like healthcare coverage and retirement plans. In Abbey can be stated the yearly 

bonuses give to employees regarding the results of the company and the results of the 

department in which each employee works. Also Abbey has is partner of the INSPIRE 

WORKPLACES company which gives support services for employees facing personal 

challenges. And chooses to pay 10 days sick leave for each employee if they need it, which is 

not mandatory in Ireland.  

Prioritise employee health and safety is other strategy to take into consideration when the 

goal is retained labour force. Ensure that your workplace follows all necessary health protocols, 

providing a safe environment for employees to work in. In that case Abbey Group follows the 

protocols regarding Covid – 19; First Aid Care; and Fire action (Figure 9) in all the departments 

and common areas.  
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Figure 10 Safety and Health measures displayed in the company. 

 

Source: 10 Own work, 2023. 

 

Furthermore, Abbey Ireland is by the end of the year invest in new offices and facilities, since 

the current offices are outdated, and common areas are insufficient for the number of workers. 

This is mentioned in the interviews as one of the points to be improved, and it is accomplished 

by the company. Shows that the board of directors is aware of the workers’ opinions. This 

change will a create a better working environment as part of this shared building development, 

and also a more sustainable one, since the developers aim to get a high building energy rating 

to go forward with sustainability certifications.  

Other strategy to keep employees satisfied is to provide clear pathways for career 

advancement within the organization. Employees are more likely to stay if they see 

opportunities for growth and development. In Abbey, it is chosen firstly to promote internally, 

sending the information to all users for application or offering to someone specifically, if the 

person fills the requirements. Also, frequently is offer FTC to interns that exceed the 

expectations, to keep them in the company, nowadays 37% of the workforce in Abbey were 

previous trainees. Also, most of the managers inside Abbey started in lower positions and were 

upgraded during the years.  

Organize team-building activities and social events is other strategy that can help build 

strong relationships among employees and foster a positive work culture. In Abbey Group this 

is taking seriously through two annual parties, one in summer – separated by location, in Ireland 
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for Ireland offices and in UK for their offices; and another party in Christmas with all group 

together. This current year is going to take place in Belfast, Northern Ireland. In this parties 

happen several team competitions with prizes for the winners in the end. The company 

alongside with these parties also has a Social Committee, that goes from organising charity 

campaigns which have been pre-chosen by the Board at the beginning of the year, or organising 

internal and external events, they encourage everyone throughout the Group to come together 

in a relaxed fun environment to create a sense of unity. There are 5 people in the Dublin social 

committee and 3 in Edinburgh. Some of these events are subsidised entirely and occasionally 

the event requires a small contribution to attend. The annual calendar events includes (Figure 

10) the Abbey Bake-Off in conjunction with Daffodil day which supports the Irish Cancer 

Society in March; an annual Abbey Group quiz proceeds go to the pre-chosen charity; Surprise 

office treats with Ireland team matches; Abbey’s Got Talent; Haunted History Walk of Dublin 

for Halloween; and Abbey’s Family (children) Christmas Party in Emerald Park; and promotes 

also participation in charity events like Food Drive, and Focus Ireland, to raise money for 

homeless people or in risk of losing their houses.  

Figure 11 Social Committee Initiatives 

 

Source: 11 Abbey Group, 2023. 

Regularly solicit feedback from employees about their experiences and concerns. Use this 

feedback to make improvements and show that their opinions matter. Abbey Group, jointly 

with Failte Irelands and A Great Place to Work (GPTW) in the project Employer Excellence 

Programme, created a survey to be used in the company to the employees. It is a 3-year 

programme developed to support businesses to drive great employee engagement, to build the 

appeal of their workplace, identifying engagement areas for future development, and with the 

goal to spotlight the Tourism industry as a good place to work.  
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Abbey took place in this project because allows the business to incorporate the voice of the 

employees into Abbeys engagement practices; permits access to insights for the business – 

areas the business is performing well in terms of employee engagement and future focus areas; 

to have support and guidance of an external dedicated Employee Engagement expert for their 

bespoke action plan; to have the opportunity to be recognised and officially certified under 

Employer Excellence Programme Ireland, and Great Place To Work UK; to build the appeal of 

the workplace - for use in recruitment processes; to help to reposition the tourism sector as a 

rewarding and attractive place to work in an extremely competitive labour market; and Abbey 

Groups wants to strive to the best that we can be – everyone has a part to play. (Source in 

Company update on July19th, 2023)  

Provide clear job descriptions, roles, and responsibilities to prevent confusion and ensure 

that employees understand their contributions to the business. And to give employees 

autonomy and decision-making authority in their roles. Feeling empowered can increase 

job satisfaction and commitment. In the case of Abbey Group there is continuing 

communication between all employees in the company through email with new hirings, and 

changes of roles inside of the company. And managers from the different departments work 

with their individual rules in their teams, in the way that works better for each team.  

Other strategy that should be adopt by companies is to reinforce your company's values and 

mission. A strong company culture can create a sense of belonging and pride among 

employees. Abbey does that emphasising the idea in the halls of the offices, in the induction 

meeting for the new employees and is intrinsic in each goal, meeting and communication with 

the clients.  

Last strategy that should be adopted by the companies is to promote diversity, inclusivity and 

equality within the workplace. An inclusive culture fosters a sense of belonging and loyalty. 

Abbey Group is composed for several nationalities with different cultures, different religions 

and ethnicities. There is no judgment for the way that people dresses, or their aspect. Also, 

regarding equity there are five females alongside with 3 men in the Board of Directors, and 

70% of Abbey workforce are females. 
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We can summary below the Abbey Group status regarding the stated strategies: 

Table 3 Review of the company's performance in accordance with the SDGs 

GOAL 8 - Keep open lines of 

communication between employees and 

managers  

   

GOAL 8 - Flexible Work Arrangements     
GOAL 4 - Invest in employees' professional 

development  
  

GOAL 5/8- Recognition and Rewards     
GOAL 5/8 - Incentives and Benefits     
GOAL 4 - Prioritize employee health and 

safety  
   

GOAL 4 - Provide clear pathways for 

career advancement  
   

GOAL 8 - Organize team-building activities 

and social events  
   

GOAL 8 - Regularly solicit feedback from 

employees  
   

GOAL 5/8 - Provide clear job descriptions, 

roles, and responsibilities/ give employees 

autonomy and decision-making authority in 

their roles  

   

GOAL 8 - Reinforce your company's values 

and mission  
   

GOAL 5 - Promote diversity, inclusivity 

and equity within the workplace  
   

 

Icon subtitles: 

Done:   

Can be improved:   
Source: 12 Own work, 2023. 

Regarding the points that ca be improved, there are other strategies that can be implemented. 

In the area of  investing in employee personal development and also providing clear pathways 

for career development, Abbey can add a management/mentor program for the employees 

that shows interest. A management/mentoring program is a structured  process in which an the 

manager (the mentor) provides guidance, support, and knowledge-sharing to another person 

(the mentee) to help them develop specific skills, knowledge, or career goals. Therefore, when 

a vacancy is open, they can apply directly to it, since they are already prepared for the position.  

In the area of Incentives and Benefits one of the suggested strategies is add a Wellness 

program that focus on physical and mental health, could be in a form of a gym membership 
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or a discount for employees; or some sport activities with regular attendances with a Abbey 

Team, like rowing, swimming, paddle, tennis, or hurling. This allows to offers to employees 

resources and support for managing stress and maintaining well-being. Other strategy that can 

be added by the company in this area is add an Employee referral program, meaning existing 

employees recommend potential hires from their professional networks to their employers for 

open positions. Other organisations that have this program, offer an incentive, like a monetary 

reward or extra paid time off, for employees who recommend candidates that the organisation 

hires and keeps on for a certain amount of time, usually 90 to 120 days. Other benefit that could 

be used by the company is Meal Allowance with a fix amount for a complete meal during 

working hours, which with the increased of the living cost in Ireland is a welcome help and is 

a way to differentiate from the other companies. The last suggested strategy is related with 

commutes to the workplace, since the company is based in Dublin City Centre, has good 

transport connections and also good cycle routes, therefore and to contribute to environmental 

sustainability the company should aggregate Bike to Work Scheme as one of the benefits to 

employees. This is a tax incentive scheme to encourage employees to cycle to work. Under the 

scheme, an employer can pay for a new bicycle (including bicycle accessories) and the 

employee then repays the cost in regular instalments from their gross salary. Also, as other 

option for commute benefit, is The Taxsaver Commuter Ticket Scheme, which is designed 

to help reduce the cost for workers using public transport. This scheme covers, bus, rail and the 

Luas tram system, and helps to encourage workers to use public transport and to reduce traffic 

congestion. Employees can receive tickets either as part of their salary package (salary 

sacrifice), in lieu of an annual cash bonus, or as a benefit-in-kind.  
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Conclusion  

 

The COVID-19 pandemic has demonstrated the vulnerability of tourism and hospitality 

workers in non-standard work arrangements and offered an opportunity to redesign industries 

while rebuilding them. Is no news that times changed, and society changed as well, so 

companies need to keep up with this new world in order to retain workers.  

It is visible that Ireland is in good path relative to social sustainability because one of tourism’s 

entities core goals, stated in Tourism Recovery Plan 2020 - 2023 is protecting workers and 

retaining tourism jobs and skills will be vital to tourism’s recovery. They consider retaining 

vital skills and intellectual capital within the tourism sector is critical to a strong recovery. Their 

actions are investing in the delivery of lifelong learning programmes through digital platforms, 

which will increase the quality of jobs in tourism and sustain employment regionally. 

Apprenticeships and traineeships will sustain jobs on a part time basis while maintaining the 

link between employee and employer. 

In my opinion, Abbey group is in the right path since is achieving all the goals of the Agenda 

2030. Should be consider an example in the market for others follow their steps based in the 

performance of Abbey, very centred on its three stakeholders: suppliers, clients and staff. 

However there are always improvements to be made in order retain more workforce, the idea 

is be different than the other companies, offer what other cannot offer. Most of the time is not 

a money situation, is to fill in the steps of each employee and understand what they value the 

most. Some people prefer challenges and move around, others prefer a steady job. And it is 

crucial understand in which way the company can use their human assets in a right way, if some 

employee is in the right position, because every position is not for everyone. Like Richard 

Branson, Virgin’s company CEO said  

“Train people well enough so they can leave, treat them well enough so they don’t want to.” 

So, if the company wants to keep the human assets needs to understand them. Nowadays, 

people do not think they are going to stay in the same company for 20 years, they know there 

are options for them to change, what people need to feel is that they are valued, and the 

company understand them.  

About the conclusions that can be taken into account from the interviews realised, we can 

understand that in overall people are engaged in the company, satisfied in belonging to Abbey 

team., a safe and secure environment, experiencing career progression and personal skills 
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development on the same way. They appreciate the work flexibility and open communication, 

however some procedures need to be improved and it needs to be clarified the sustainability 

among the employees, connecting them to the matter. There is equity in the company and all 

the players have a place to say their opinion. Overall is a really good appreciation about Abbey 

Group, nevertheless it is necessary to recognise the sample is small, and the results could differ 

from the whole. However, the company seems to aim the same goal, and it would do it through 

the survey jointly with Failte Irelands and GPTW.  

Were proposed suggestions in different subjects, in order to improve the employment 

conditions and the workers’ satisfaction. They are a creation of a management/mentor program; 

a Wellness program; and an Employee referral program; provide a Meal Allowance; and adhere 

to Bike to Work Scheme and a Taxsaver Commuter Ticket Scheme. All these suggestions aim 

to financial aid and wellbeing of each worker.  

Regarding the experience as a trainee and the activities developed, my overall feedback is that 

I enjoyed all the tasks. It is a very dynamic work and with a plenty of pressure, mostly in the 

high season, so we can say that it is not for everyone, however I could learn how to deal with 

stressful environments, and how to work with a timer since all the problems need to be solved 

at the moment. I think this can also be the most complicated part of working in a DMC, since 

in the high season there are many groups to manage, each with their own specifications and we 

have to give the same commitment and attention to all of them, and there are often situations 

outside of our control that make our job very difficult. Some examples of what has happened 

this season include drivers falling ill before or during a tour; a tour leader dying during a tour; 

a group not identifying with the guide and having to change during an ongoing tour; hotels not 

being ready to receive groups and waiting lists for tours starting in two days; clients making 

changes to their visits less than a week in advance; poor communication between some 

departments and the message not being conveyed well, among others. The most exciting part 

for me was being the liaison point between the suppliers and the customers, being able to 

connect the links and create a synergy that resulted in successful tours.  

The other part in the trainee experience and also based in the opinion of the interviewed trainee, 

is really struggling to live in Ireland right now with the allowance of 500€/month even with the 

Union European scholarship, rents are too expensive as in the main capitals of Europe and most 

of the time is in poor conditions sharing rooms with other people in a small space. Therefore, 

the company needs to rethink the trainee experience in order to continue counting with them. 



44 
 

In the past Abbey received 1500 applications to place 50 per year, however during this season 

was noticeable the struggles in finding trainees that accept the conditions because most of them 

are foreigners and the living cost in loco is much higher than their home countries and cannot 

afford to leave here. The suggestion given is to make a rental agreement with student residences 

in Dublin, in order for the trainees have lower rental prices, good conditions and affordable 

meals. Concerning the team spirit, it is not consensual among all the trainees, depending on the 

team where they were assigned. In Mediterranean group they integrate the trainees as part of 

the team, adding them to the weekly team’s meeting, decision making and feedback. In that 

case, Human Resources department could do a half-term meeting with each trainee in order to 

understand their feelings regarding the experience.  

 

In conclusion, we can say that Abbey Group is a good company to be a part of, not because it 

is perfect, but because it always strives to be better and to give its best to its employees and 

clients. And that is where perfection comes from. 
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APPENDIX I 

 

Interview for the permanent workers, FTC workers and trainees  
 

According to the Irish Tourism Industry Confederation (ITIC) in An Industry Strategy for 

Growth to 2025 Report (2018), Tourism is Ireland’s largest indigenous industry employing 

230,000 people nationally, one in every ten of the labour force. It is twice the size of agriculture 

and far bigger in employment than the construction industry, the IT industry, or the financial 

services sector.  However, in 2023, as a repercussion of the pandemic Covid-19, Ireland is 

facing one of the biggest challenges in the tourism industry - the lack of workforce in all fields.   

As was said by the government of Ireland in PEOPLE, PLACE AND POLICY GROWING 

TOURISM TO 2025, “Our people and our place remain our biggest assets in terms of our 

ability to attract an even greater number of overseas visitors in the future. (…) these assets 

must be mobilised within a robust and effective policy framework if Ireland is to reap the 

economic and social benefits of tourism.”    

The following questions are part of a Master’ Internship report to evaluate the company – 

Abbey Group - as a socially sustainable developed company in the parameters of QUALITY 

EDUCATION, GENDER EQUALITY and DECENT WORK AND ECONOMIC GROWTH, 

based on the 2030 Agenda for Sustainable Development, along with goals 4, 5 and 8 

respectively of the 17 Sustainable Development Goals (SDGs).   

 

Please read the following questions, for a further interview:   

1. How long have you worked in Abbey Group?  

2. What is your position in the Group?   

3. Are you engaged and satisfied in your workplace? If so, in your opinion what 

are the strengths of the company, and what should be improved (Goal 8)?  

4. Did you have some recognition and progression inside of the company, if so, in 

which way (Goal 8)?   

5. Abbey Group did invest in your education and training and helped you to 

maximize your potential, if so, in which form (Goal 4)?   

6. In your opinion, does the company give you the knowledge and skills to 

understand the importance of sustainable development and put that into practice in 

their business (Goal 4)?  
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7. How do you describe your workplace in terms of being a safe and secure 

environment? (Goal 8)?  

A culture of safety in the workplace refers to a positive attitude toward keeping employees 

safe while they do their jobs. 

8. Do you consider there is gender equality in the company, women can fully and 

effectively participate in the decisions, and their voices are heard in the same 

measurement as men? Have you felt some form of discrimination and/or harassment 

in the company? If yes, did you report it? (Goal 5)?   

9. Are your benefits and wage satisfactory to have life quality in Ireland, and have 

you considered leaving the company recently (Goal 8)?  

10. If you had the opportunity to implement improvements (or an action/project) in 

the company in the field of ethics or social sustainability, what would you propose?  
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APPENDIX II 

Table 4 Summary of the interviewees' responses 

Questions Permanent workers FTC workers (6 months) Trainee 

Q. 1  13 years;  Since 2008;  Over 16 years;  1 year and 4 months;  4 months;  5 months;  3 months;  

Q. 2  HR Executive;    Manager Groups 

Mediterranean 

department;  

Customer Care Assistant 

Manager – Groups 

department  

Customer Care Executive 

for the Groups department  

Account executive;  Account executive;  

  

Trainee conference 

assistant;  

Q. 3  (Goal 8) Satisfaction in workplace; 

Strength – work flexibility 

adapted to the employee 

circumstances; benefits 

accordingly to the 

multicultural company; 

recognize talent and 

promote staff from the 

inside;   

To be improved - Staff 

workload should be looked 

at during high season;  

Engaged in the 

workplace;  

Strength – Open door 

policy / communication 

across the board, 

proximity with directors / 

owners / good culture / 

promotions within the 

company;   

To be improved - Some 

internal structures 

procedures so there is 

more clarity and good 

communication between 

departments / improve 

some benefits to attract 

employees;  

Engaged in the 

workplace;  

Strength – managed by 

young enterprising 

directors;  

To be improved - the staff 

has a leading role, so 

induction and training 

process should be 

implemented;   

Happy enough with the 

environment;   

Strength - managers as 

colleagues, can talk openly 

and directly; democratic 

and close; Feedback 

counts; flexible in terms of 

remote working with 2 

months abroad and hybrid 

work mode; no 

micromanagement;   

To be improved - salaries 

of the tourism industry are 

low; pressure; 

communication among the 

different participants does 

not flow very well; Lack 

of control; company more 

“active” proposing 

development programs, for 

example, to become 

leaders in the future.  

Satisfaction in workplace  

Strengths – good co-

workers; good 

atmosphere;   

To be improved – 

communication between 

depts;   

Satisfied with the 

workplace;  

Strengths – Flexibility of 

the work from home and 

the possibility to work 

from another country up to 

2 months;  

To be improved – could 

give more “welfare” 

benefits, such as some 

special offers for gyms and 

a real help to the people 

that are moving to Dublin 

to work for the company.  

  

Satisfied but not engaged; 

we do not have the 

benefits that employees 

enjoy, such as remote 

work. There is a big 

separation between interns 

and contract people which 

does not allow you to feel 

like you are part of the 

team.  

Q. 4  (Goal 8) Promoted 3 times, 2 of 

them during pregnancy; 

Helped with career path 

inside of the company;   

Started as trainee, and did 

progression in several 

roles until groups 

management;  

Opportunities and personal 

skills are well 

recognised;   

Started with a FTC, and 

was extended to permanent 

staff; nice words and 

salary adjustment;  

Promoted from interns;  Promoted from interns;  

  

I have not had any 

recognition or 

progression.  

Q. 5  (Goal 4) Each employee was 

allocated an individual 

training budget to upskill 

in their roles;   

Provides training when 

employee struggles with 

an issue; provided Italian 

classes to developed 

personal skills to have a 

better performance;  

Through the years, both 

internal and external 

courses have been 

provided to maximise own 

potential;   

Policy of investing 500 

euros on education for the 

staff, choose to attend to 

one of the trips instead of 

taking any formal course, 

and superiors accepted;  

Courses for employees;  The company provide 

many trainings; give the 

possibility to apply for 

different course;  

 Yes, the first few weeks I 

was doing some training of 

the platforms we use and 

then the rest I was sitting 

with my colleagues and 

they explaining me what 

they were doing 

Q. 6  (Goal 4) Green certification and has 

a green team in place; the 

green policies with 

suppliers; much more 

involved and focus in 

trying to develop more 

ways to be a sustainable 

company;    

Development of programs 

to diversify the product, 

focus on non-touristic 

regions, smaller groups 

and itineraries, focus on 

local culture and 

traditions; include 1 euro 

per group in the quotes 

that goes towards 

Yes  Does not feel that 

sustainability is taking 

much into account in the 

company, not even in 

Ireland; company tries to 

reduce paper waste, etc.; 

Prices unadjusted with the 

offer, so no economical 

sustainable;   

Recycle areas; Food 

sharing to avoid waste;   

This topic they should be 

more active and to give 

more knowledge to the 

employees;  

It does not.  
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sustainability to support an 

environmental cause;  

Q. 7  (Goal 8) Regular fire drills; office 

officer that ensures office 

environment is up to the 

standards;   

Good. Company makes 

sure staff is well equipped 

and that we meet the 

conditions to work 

.  hybrid work so staff can 

also adapt the work to 

their personal 

arrangements.  

More options for staff to 

seek support if they are 

going through a tough time 

and is paying more 

attention to the mental 

health of staff, strategies to 

ease the volume of work 

during high season;  

  

Abbey is generally a safe 

place where to work;  

The environment is safe 

and secure; it should have 

more natural light and 

ventilation, proper 

windows; a bigger room to 

have lunch; ergonomic 

chairs, mouses, desks. 10 

days of paid sick leave 

shows Abbey has respect 

for the employees 

with that policy;   

Good atmosphere; no 

conflicts; respect between 

pairs;   

I feel safe and secure in 

the office in general. 

Furniture could be 

improved to be more 

comfortable during the 

long hours in the office.  

  

I share my workplace with 

interns and Project 

Manager assistants, there 

is a good relationship, I 

feel comfortable.  

Q. 8  (Goal 5) Abbey Ireland & UK are 

led by 2 women, both 

Managing Directors, and 

that the Board of Directors 

is made by 5 women and 3 

men; 70% of Abbey 

workforce are females; 

any sort of harassment;  

There are more women 

than Man in the company 

and there are more Women 

with higher positions  

We were valued in the 

same away;  

Did not felt any 

harassment;   

  

Abbey has a gender 

equality company. Never 

felt any sort of 

discrimination or 

harassment.  

There is gender equity; 

There are managers and 

directors from different 

nationalities.   

Bigger percentage of 

women working; Women 

in high hierarchical 

positions; No 

discrimination or 

harassment;  

There is gender equality 

and an inclusive 

environment;  

  

There is gender equality, 

women colleagues have a 

voice and make important 

decisions. In my 

department there are more 

women than men. I have 

not felt any kind of 

discrimination.  

Q. 9   (Goal 8) Equally happy with 

benefits and salary; 

benefit’s contribution and 

salary increases should be 

in line with these 

increases; Does not think 

leaving the company;   

Benefits and wage 

satisfactory but the prices 

increases affect everyone; 

the company has 

progressed from where it 

was on this matter.   

Introduced more benefits, 

increased salaries; offered 

500Eur for the cost of 

living in February.   

  

Abbey should consider 

increasing its salaries at all 

levels because of the living 

cost; Never thought in 

living the company;  

  

Consider the tourism 

industry is underpaid; 

thought leaving Tourism 

sector;  

  

Wage enough for 1 person 

in Ireland; Good benefits – 

2 months working away; 

leaving earlier on last 

Fridays of the month;   

Never thought in living the 

company;  

Satisfied now with the 

wage, but in the future due 

to the high season pressure 

consider that should be 

better paid; could improve 

the benefits; thought living 

the company for personal 

reasons, is from abroad;  

A salary does not cover 

basic needs in Dublin, a 

salary that does not allow 

you to pay rent in a house 

shared with a family. Once 

finish the internship, I will 

not continue.  

Q. 10  More involvement in the 

local community, 

collaborate more with 

local businesses and 

improve the 

neighborhood;   

I would introduce the idea 

that occasionally staff can 

volunteer for a day or so 

for those in needs or help.  

Abbey adopted a hybrid 

working system and 

improved employee’s 

social sustainability. It is 

one of the best benefits of 

the company and I think it 

does not require much 

more improvement  

Propose more authentic 

itineraries to sell the 

genuine Ireland; Oganise 

training trips for 

new/potential freelance 

guides, including some 

people from the staff.  

More team buildings 

between depts;  

Increase the income for the 

emergency phone;   

Abbey could organised 

charity events, more 

involved along the year; 

should create a long-term 

project to help people with 

financial difficulties and 

disabilities; give free 

meals or free cantina or 

voucher to use in 

restaurants or 

supermarkets; Leap card 

for free or with some 

discounts, to promote the 

use of public transport.  

Improve the connection 

between project 

management and the rest 

of the employees.  

Source: 13 Own Work, 2023. 
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ANNEX I 

2030 Agenda SDGs – 17 Goals  

Source: United Nations, 2015.  
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