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Abstract

COVID-19 pandemic has had an enormous impact on the aviation industry affecting everything
from passengers to cargo, incoming revenues, and even other companies connected to this
industry. The experts are expecting the recovery to take place in 2024grineaclong path

lies ahead for everyone. THhisesisfocuses on the IT solution sector of the aviation industry

with WorldTicket as the exemplifying case, where we examine the decision making process
through a combination of Crisis Management, BoundatibRality, and Contingency theories.

The research was conducted with a Marketing Environment analytical framework which also
functions as its structure. The data collection includes -samnitured interviews of

Worl dTi cket 6 s man ag anaygsis that wiltaddup ta aretherf conolusionc i a |
We concluded that WorldTicket successfully implemented strategic decisions corresponding

to the crisis.

Keywords: Aviation industry during COVID -19; IT software solution; Decision making; Crisis
Management; Strategic Decisions
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1 Introduction

Over the years, there were many situations of crisis. The panic of 1873, the Great Depression
of 1929, the oil crisis in 1973 and the B@dm bubble burst in 2000 (Kunsehd Seifzadeh

2020). All of them impacted local and global economies and shapetysbat none of them

did it as suddenly and widespread as CONLED(Ibid.). The COVIB19 pandemic challenged

the global political and healthcare systems and impacted the global economy at a pace and
depth never experienced before (Ibid.).

Based on the leaings from the previous situations of crisis, what we could have expected as

one of the outcomes of the COVI® pandemic is rénagination of how business is done and
appearance of new ways for companies to apply their strategies (lbid.). Using negiestrate

has been essential for many businesses as many industries were affected by the pandemic. For
example, the oil and gas industry has experienced the biggest price collapse in the last 30 years
(Barbosa et al., 2020Restaurant and hotel businesses glglexperienced almost 100% fall

in number of customers for more than 3 months (Statista, 2021). And the aviation industry
suffered 6the worst year i n hlo basemeyéd afidor ai
governments acted to manage and containsfitead of the virus by grounding nearly all
international trave(Richter (a), 2021)

Whil e some companies adopted a 6wait and see
19 as an opportunity. According to multiple analysts, the 2020s are expebdilted with
uncertainty. Hence, winning businesses will be the ones that can adapt to any type of
unexpected emergency (Harvard Business Review, 2020). In theory, there are many strategies
that companies can adopt, such as changing focus, creatinganerships, reshaping their
portfolios and finding new ways to become resilient. Thus, it comes down to how the
supporting decisions in a situation of crisis are made to change the strategic approach of the

company.

In order to find the answer for thisigstion, this study focuses on the deciswaking process
in a company, which profitability relies on the industry that has been impacted by €3VID

the most, the airline industry.



2 Problem Area

The unforeseen crisis that has hit air transport in 202G éas referred to as both a disaster

and a chance for a reset. According to Alexa
AlLast year was a catastrophe. There is no other way to descoljRiithter (a), 2021)Based

on information from IATA, theglobal passenger air transport measured as revenue passenger
kilometres declined by 65.9% compared to 2019 (Ibid.).

Already in the past, international travel experienced disruptions, for example, in 2009, the
N1H1 influenza virus outbreak caused a 4% desmeglobally (Matiza, 2020). Since the
COVID-19 has been even more disruptive, we cannot fully rely on old explanatory models
(Sigala, 2020). Thus, we can explore the recovery and response strategy to overcome a crisis

and how to build resilience to addsdsiture crises.

Considering new strains of the virus and current severe global travel restrictions, IATA predicts
that air travel demand in 2021 will only reach 50% of the 2019 level (lbid.). Going forward it
would mean that the airline industry would meach prepandemic levels again until at least
2024(Cheer et al., 2021ven though air transport represents only a small share of the aviation
industry, it has strong intendustry linkages with sectors that make it an important part of the
economy (bid.). This includes support activities to air transportation; the operation of airports,
aircraft manufacturing and rental and leasing services (Ibid.). The crisis has had an enormous
impact on the whole industry, putting many jobs and survival and sugtbasinesses at stake
(Ibid.). Tourism research can advance our knowledge for fostering, shaping and even leading
transformations enabled by the crisis (Sigala, 2020). Because if we do not, tourism suppliers
will just experience one crisis after anotlathout having the power and strategy to react
(Ibid.).

One of the companies that relies on the success of air travel is IT solution company,
WorldTicket (WT). WorldTicket is a Danish company that has been on the market since 2002

as a PSS (Product Serei&olution) provider for more than 65 traditional, stgrtand virtual

airlines on 5 continents (WorldTicket, 2020). The company is selling software for airlines, an
industry, which was affected by the COVID crisis due to the restrictions of travelling
WorldTicket offers multiple online Passenger Retail Solutions with its main predooking

system SelMoreSe at s, which is built to i mprove ai

Worl dTi cket 6s softwar e sol uti on ofrmh,er s S
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where their customers can purchase tickets and in return, WT then receives a certain amount

for every sold ticket from the airline company.

Many Software Solution companies were not negatively affected by the GO¥Handemic,
because they offer secés and products for customers that are needed even under exceptional
circumstances like lockdowns and restrictions. Unfortunately, that has not been the case for
WorldTicket. Even though WorldTicket is a software company and could therefore be expected
to thrive during lockdowns, offering a solution connected to the aviation industry puts the

company into a more complicated situation.

The main product of the company, SelbreSeat s software makes t he
dependent on contracts and the nundbéckets sold by the airline through the software. Thus,
WorldTicket has been directly affected by the crisis. The focus ofttbsssis therefore on the
management decisions and changes in the strategic approach that were needed to be made to

continte in operations and successful functioning of the company during the crisis.



2.1.Problem Formulation

During the |l ast year, Worl dTicketds busines:s
t hat t he ¢ o mpakensyhadsto rdaetcpromptiyota. Considering all restrictions
introduced by governments, lockdowns and changes in customer behaviour, i¢ket dibs

had to adjust to a 6énew normal é in their bus
experience of WorldTicket and their reaction to these changes while keeping their business
running. More specifically we want to look at the compampdity and rational basis to

manage the crisis on a business level, in order to investigate whether the -CO¥f2cted

the company's strategy leading to changes in marketing practices and financial performance.

We aim to analyze the decisions madeVibgridTicket during the COVIEL9 as well as the
impact of these decisions on the business. Understanding detialong processes in
WorldTicket will help us reveal the role of strategy in a-fasinging business environment in

a time of a crisis. This search aims to contribute to the current literature regarding managing
a business in a crisis, with a particular focus on decisiaking regarding risks and
opportunities during a pandemic. Therefore, the study is centred around the following research

gusstion:

How did WorldTicket change its strategic approach in order to adapt to the crisis of
COVID-19?



3 Literature Review

3.1 Strategy Decisions

A strategy is the direction and scope of an organisation over the long term, which achieves an
advantage in a changing environment through its configuration of resources and competences
with the aim of fulfilling stakeholder expectations (Johnson, et2817, p. 56). Overall
strategy aims to answer the questions of

to get there?d.

Traditional approaches focus on answering the first question by selecting an attractive market,
choosing a defensible strategigsition or building core competencies (Eisenhardt, 1999). Yet

i n t od-ahariging ehvaasirment, the overemphasis on analyzing and predicting which
industries, competencies or strategic positions will be viable and for how long might result in

not devéoping effective strategies (lbid.).

To create a series of shifting advantages in a highly competitive and changing market, a
company requires effective strategiecisionmaking at several levels: operational level,
business level and corporate level (Mgement Study Guide, 2021)ecisions on the
operational level are routine decisions that help or rather facilitate strategic decisions or
operational decisions (lbid.). Operational decisions are technical decisions that help the
execution of strategic d@esions (Ibid.). To reduce cost is a strategic decision that is achieved
through the operational decision of reducing the number of employees and how we carry out
these reductions would be an administrative decision (Ibid.).The highest level of therdecisio
making chain are the strategic decisions, which will affect both administrative and operational
decisions. That is one of the reasons whytliksisand the research question is centered around

strategic decisions.

(@}



Strategic Decisions

Administrative Decisions

Operational Decisions

Strategic decisions are long-term decisions.

These are considered where The future
planning is concerned.

Administrative decisions are
taken daily.

These are short-term based
Decisions.

Operational decisions are not
frequently taken.

These are medium-period based
decisions.

Strategic decisions are taken in Accordance
with organizational mission and vision.

These are related to overall Counter
planning of all Organization.

These are taken according to
strategic and operational
Decisions.

These are related to working of
employees in an Organization.

These are taken in accordance with

strategic and administrative decision.

These are related to production.

These deal with organizational Growth.

These are in welfare of employees
working in an organization.

These are related to production and
factory growth.

Figure 1. Levels of decision makifiganagement Study Guide, 2021)

The most effective strategy decisiorakers built collective intuition, stimulated quick

conflict, maintained a disciplined pace and defused political behaviour which led to fast, high

quality and widely supported choicesigénhardt, 1999). Key drivers for change are

environmental (PESTEL) factors that are likely to have a high impact on the success or failure

of strategy.

The

approach

t hat

continuous flow of temporargnd shifting competitive advantages (Ibid.).

3.2. Marketing Management

combi

nes

Marketing refers to different kinds of business activities closely related to selling, delivering,

and advertising products or services (Twin & Drury, 2019). Looking at marketing as a

discipline, it relates to all activities a company may take in ordectuire customers and

mai ntain the

r el

ationship

with them

(I bid.

close connection to every business activity including sales, distribution, promotion and profit.

Chernev (2018, p.-2) points out that markieg is often misunderstood, when in reality it is

t

designed to support sales. He defines the discipline of marketing as a growth engine of an

organization that encompasses the entire business. In that sense marketing is more than just

sales, as it involvesll means to develop the offering to be sold (Ibid.). Marketing is more than

tactical specialized activities, which also involves strategy and planning (Ibid).

Thus, strategic marketing and strategic management are two different fields of study,lthey stil

interface in the aspect strategy (Piercy et. al. 1997, p. 50), when it comes to planning and

10
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control. There is both a division and an overlap when it comes to the relationship of marketing
and strategy, which is problematic related to developing busimesdices (Ibid). This
interface can affect reaction to environmental and structural changes, as well as course of
management (Ibid). The common feature of marketing and strategy is the detakimg

processes such as analysis and planning.

Strategic meketing management is more related to the process of regulating business activities
in terms of planning, implementation and control (Wilson et. al., 2004) (Fifield & Gilligan,
1999). In this process, analysis and decisi@king play a crucial part in maging the
company, which manifests in the marketing activities. Wilson et. al. (2004) reflects upon 5
stages of management processes within the managerial activities of planning, decision making
and control involving market analysis, strategy evaluatiahiaaplementation (lbid., p.-8).

In relation to strategic or tactical decisioraking Wilson et. al argues that one may consider
what changes are taking place in the environment and how these affect the organization and its
activities to understand strgie positions (Ibid., p. 11). Furthermore, what resources does the

organization have to deal with these changes in order to satisfy stakeholders (Ibid.).

Depending on the approach organizations may develop marketing strategies placed on internal
capabilites and external positions, in order to achieve a competitive advantage (Aghazadeh,
2015, p. 125). In order to do so, the organization needs to take the changes in both external and
internal environments into consideration. As Piercy et.al. (1997) argtiednamagement and

marketing are crucial strategic practices to tackle environmental threats of the business.

3.3.Strategic decisions during and after a crisis

One of the essential factors for this research is the situation that the world has been influenced
by for the past year. The company, the industry and the global economy have been hit by a
crisis. Many researchers looked into how to craft a winning strategy for businesses during and
after the COVID19 era. The main findings include the vitality of uncetiaand thoughtful

reaction to it, changes in consumer behaviour and the importance of technology.

While lockdowns and new emerging protectionist policies influenced international trade,
widespread layoffs greatly influenced consumer purchasing power (Kunsch, 2020). This leads
many scholars to an assumpti on tbhanoptiendont i nui
many businesses in the p&DVID-19 era (Ibid.). However, even though COVID has

11



impacted businesses and their environment in many ways, it is not going to change the
fundamentals of how businessestaméatecomomwmkes
natural disasters, foreign policy, new laws, negative interest rates, have happened many times

in the past and are expected to happen in the future (lbid.). That is why it is important to
acknowledge uncertainty when strategizing ascan never anticipate the possible outcome of

the universe as well as what will be its effects on the business. Hence, a successful company
needs to embrace and strategize for uncertainty as it is a necessary condition for maximizing
profits (Ibid.).

Often | eaders decide to make quick and freque
occurs (Ibid.). However, this approach overlooks what elements strategy consists of, such as
history, identity, material resources, core competencies and humamcess@lbid.). Thus,

companies might not need to change their strategies per se, but make strategic decisions that
are needed to align themselves with their environment and to address uncertainty (Ibid.).
Strategies that support companies when facing uaingrtare centred around flexibility,

adaptability and creativeness (Ibid.), which will be further discussed in the theory chapter.

As touched upon above, conventional strategic thinking might not help companies to plan for

t he next (Pateaiket al.c202h)mste@d, they will need to leverage a combination

of traditional business strategy with the latest thinking from social science and innovation
theory (Ibid.). According to the Harvard Business Review, businesses will need to answer three
gusstions to create strategies during COWID® : addressing strategic
does your business really make money?6, focu
drive the business?6 and t he clooklike atteathe qu e st
pandemic?06 (lbid.). Even though the pandemic
behaviours into structural shifts while some things might return to normal, some never will,

which is why it is important to distinguish wheatea your business is in (Ibid.).

Moreover, no matter what strategy a company picks, it will be crucial for the company to
consider its technological environment and possible technological improvefkentsch &
Seifzadeh, 2020Many companies report thiavo years of anticipated development happened
in two months last year but it is clear that the necessity brought-nasetted adoption (Ibid.).

An expected outcome of COVHIO for the economy is that while some organizations will
inevitably fail, others Wl not only survive but become stronger, which will make competition

in certain areas tougher (lbid.). Strategy is the best tool to support a company to survive the

12



uncertainty. In the situation of high risk and uncertainty, it is beneficial for compianipes
proacti ve, rather than reactionary (Il bid.).
new reality and organizations need to develop a deeper understanding of their resources and

capabilities that can help them become stronger (lbid.).
3.4.Assunptions

Based on the previous research, we have developed two assumptions that will assist us in
answering the research question and will be reflected upon in discussion. When it comes to
crises, it is inevitable that some organizations will fail, whileeatiwill become stronger. The

differentiating factors are the company's strategy and reaction time. Thus, the first assumption

of the study is:

1. If WorldTicket does not implement suitable strategic decisions at real time, it will

ultimately fail.

Moreover,a crisis is a time of uncertainty and new reality. It is essential that a company uses
its strengths to intensify its competitive advantage. Hence, the second assumption is:

2. If WorldTicket implements right strategic decisions based on awareness of their
resources, capabilities and financial performance it will strengthen its position on the

market.

13



4 Theories

In this section, we present three theoretical conceptions our research is basecdngien
management, which provides the main ground for the frarle conjoining both crisis
emergencies and their management, and two deaisaking theories derived out of the

concept: Bounded Rationality and Contingency Theories.

4.1.Crisis Management

Coombs (2007, p.3) defines crisis management as an essential organizational process designed
to either prevent or lessen possible damage of the occurred crisis to the organization itself and
its stakeholders. Essentially, the key elements of a succesdsfslmanagement plan include
emergency response, crisis recovery, risk management, communication, and business
continuity (lbid.). It is claimed that crisis management is concerned with developing an
organizational capability to be flexible and make prougcisions when unforeseen events
occur (Ibid.). The consequences of a poorly handled crisis can be detrimental to numerous
organizational features, such as the stability of an organization or its reputation (Ibid.).

The crisis itself is inherent to akectors of society (political, economic, social, etc.), can be
catalyzed by human origin (military attack, financial crisis, corruption), or occur out of natural
causes (natural disasters, health epidemics), which may last from several hours, a few weeks
to a couple of months (Dayton, 2009, p.2). In general, researchers argue that the situation can
be considered a crisis if it covers three aspects. First, the situation is threatening the core values,
general principles, and qualities of organizations araeso Examples include threats to
genuine accounting processes, disruptions in organizational operations, or political autonomy.
Second, the situation is understood to be urgent, and time is short and finite. Third, the situation
is perceived to have adh level of uncertainty, leading decistamakers to an incomplete

understanding of the current, thereby causing difficulties to act (Ibid.).

B. "Dutch” Leonard (2020, p.3) compared emergency to the fountain which streams elements
that must be thought thugh: occurred issues, questions, competing priorities, decisions, tasks,
etc., therefore, overcoming the occurrence, requires issues to be identified, quéstioed,
priorities- clarified, decisions and taskpresented and carried out. Dutch speditwo types

of emergencies: routine and crisis. Common emergencies are characterized by familiarity and

14



typically are dealt with ease since the previous experience grants answers and decisions to the
issue. To imagine this, Dutch takes firefightenghen they receive a call about an urban house

fire, well-trained professional firefighters can, in general, accurately measure the possible
expansion of the emergency, as well as determine the best response (lbid.). The crisis situation,
onthe otherhand,prs ent s a significant novelty: there
could derive guidance, rather, they are forced to engage itimeaproblem solving (Ibid., p.

2). A common question among managers is how can we be certain in an uncertaim situatio

but instead of finding answers for the emergency, the researcher suggests that leaders should

focus on an effective process (lbid.).

Generally, managing a crisis includes four core steps. First, is the identification of the problem,
whether the managemt can spot any upcoming difficulties and can identify how it can affect

the organization. Second, preparedness for the situation management should analyze available
information to determine needed precautions. The third step to control the situatan is t
management should implement previously determined precautions, keep an eye on the crisis
and make new adjustments if needed. The last stage includes the shift to the initial stage prior
to the crisis and situation's evaluation, review of decisionscan@munication processes,

award and motivating staff, etc. (Fener & Cevik, 2015, p.700).

Overall, overcoming a crisis emergency requires confidence in terms of trusting the process.
The process consists of a realistic vision when assessing objectivesyaagion, rational
implementation of activities, cooperation and teamwork, avoiding overreaction but maintaining
constant communication (Ibid.). Decisions made in a calm way to avoid ignorance and panic,
which are communicated both internally and extéyngend to help in terms of crisis

management.

4.2.Bounded Rationality Theory

Bounded Rationality Theory was developed based on one of the most prominent, and, in fact,
widely used concepts in decistomaking processes, namely Rational Choice Theory (Ates &
Genc, 2017). Originally, the rational choice theory was developed in theofieconomics

and based on the notion that people are motivated by money and by the ability to gain financial
benefit. The theory claims that before making decisions, humans can evaluate certain actions'
costs and what benefits may result before commgitto anything (Scott, 2000, p.126). The
concept gained traction in other fields and the traditional motivation by money was

15



revolutionized to become motivation by benefits in general. Hence, the theory argued that
rational people would assess which actait give them the most successful outcome and

would require minimal input (Ibid.).

However, RCT received several objections. Simon criticized the concept for its lack of
emphasis on the cognitive and contextual boundaries that humans encounter when makin
decisions (Ates & Genc, 2017). He sought to establish a branch that would include a missing
aspect of the rational choice theory but essentially would maintain the same objective (Barros,
2010). His work led to the birth of Bounded Rationality Theory.

The RCT viewed people as gaamiented, although conditions to make decisions were
relatively too simple and unrealistic, eliminating any risks and uncertainty creating a perfect
environment for a decisiemaker. In contrast to RCT, Bounded Rationality Trigetiffers by

three assumptions: satisficing results, limited capacity, and the environment (lbid.). The theory
kept the goabriented attribute, however, adding boundaries that would limit decisions and
instead of derivingsihesfogpsingws, {(tdewbubkd ©OD
6sufficed) (Jones, 1999, p.299). The second
cognitive constraints when making decisions, therefore, when organizations encounter crisis
emergencies, the occurredoplems are simplified in order to understand the issue more
effectively, and forecast the needed solutions (Ates & Genc, 2017). Whereas, the third
assumption considers the task environment which becomes a mechanism for decision making.
Bounded Rationalitfheory does not provide a perfect environment model which is considered

in RCT, thus decisions are made relying on the knowledge obtained out of forecasting (lbid.).

In fact, Simon (1972, p.163) distinguished the two most common boundaries that apfeear wh
making decisions: the limit of rationality and the lack of information about alternatives. The
limit of rationality denotes the struggle of the variety as there can be more than one way to
make a decision. As the agent here does not possess perfgledgm the made decisions are
usually simple as the complex ones appear to be unsuitable and impossible to implement (Ibid.).
Uncertainty also limits information for the alternatives. In most organizations, alternatives are
not even considered unless tingial decision becomes irrelevant, and even then, they are

narrow- usually one at a time (Wall, 1989, p.473).

Consequently, based on the Bounded Rationality Theory, we can assess what constraints
WorldTicket faced during the global pandemic outbreale Wil examine whether the
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company had a crisis emergency plan in relation to what restrictions hindered achieving
optimal results and what effect cognitive constraints concerning the information about the
pandemic had for the organization. Furthermoregtivar or not the organization used

forecasting to persist in a dynamic and unpredictable business environment. In addition, we
will also examine the decisions that WorldTicket made, and whether any alternatives were

considered in order to survive the csisi
4.3.Contingency Theory

Contingency Theory was established as an extension to the Excellence Theory which argues
that organizations are capable of overcoming and enhancing crisis management if they are
practicing public relations (PR) activities (Pang,let2010, p.528). Although the theory was
heavily criticized due to its normative ideology that could only be used effectively in a highly
stable setting (Murphy, 2000).

The primary idea of Contingency Theory was explicated by Fiedler in his article "A
Contingency Model of Leadership Effectiveness” published in 1964 (Miner, 2005, p.235). The
contingency itself refers to an unforeseen event, circumstance, or aspect that could not have
been predicted (Donaldson, 2014). The theory is primarily applied imémagement and
decisionmaking processes during crisis situations. Specifically, it claims organizational
effectiveness including profitability, efficiency, customer and employee satisfaction, and
innovation rates, arises from its ability to adapt to theason. Particularly, it suggests
adapting the environment, strategy, and size of the organization to the crisis, as it increases
organizational effectiveness in the situation (lbid.).

Even though all of the aforementioned features are not immune twisis, the theory states

that the mechanistic organizational environment, which is based on a hierarchical structure
where top management is responsible for decisiaking processes, is affected more than the
organic environment, based on a participgionovationdriven structure among all
hierarchical levels. Moreover, bureaucratic, lasgeged organizations with many employees

are more vulnerable in comparison to unbureaucratic, small, or mesilzech organizations

with a significantly lower numbeof employees. The organizational strategy also varies: an
undiversified strategy, in which all organizational parts are focused on creating a single product
or service will suffer more than a diversified strategy, in which a variety of activities serve

various products and markets (Donaldson, 2014).
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There are two core notions derived from Contingency Theory: there is always a correlation
between contingency and the organizational feature, and organizational fit impacts
effectiveness (Ibid.). Following thérst aspect, there is an association between certain
contingencies and certain structures. The size contingency is correlated to the bureaucratic
structure, the strategy contingency to a diversified strategy structure and the technological
contingency tothe environmental structure. The second aspect of the fit analyzed the
relationship between organizational structure, contingency, and performance. The structural
variable (environment, strategy, size) fits the level of the contingency, it derives hilib oés
performance, and the variable misfit to the contingency level equals low results of performance
(Ibid.).

Overall, the Contingency Theory offers a broad framework, therefore, the factors that seem to
be reflecting upon our research problems wilife®rporated. The theory allows us to measure
which WorldTicket's attributes (size, environment, or strategy) were impacted by the €OVID
19 crisis, and how it corresponded to the organization's performance. Contingency Theory will
also enable us to exanginvhether the crisis scenarios altered the organization's features, as a
result, forcing them to change their structures in response to the contingencies, and how it
affected the company's overall performance.

18



5 Methodology &Methods

In the Methodology ashmethods chapter we will dive into the approaches, data collection we

used, and extensively elaborate on the actions taken towards answering the inquiry. Our

research involves a systematic sequence of steps which will produce reliable and valid data
(Clow & James, 2014p.3).

5.1. Research plan

To

explain the steps we have taken in a syst

research strategy (Saundersetal.,2014). t he f ol | owi ng

chapters,

of the onion and explore the reasoning behind our choices as well as their impact on this paper.

Positivism Research
Philosophy
Deductive
Experiment
Research
ST Approaches
Sampling
S — Case
Secondary data study
: Research
Observation . Strategies
Interviews il
— Grounded
Questionnaires Theory Abductive
Etnography
Action
research
Inductive Pragmatism
T 4 Data collection
methods

Interpretivism

Figur e 2. (Saundersét@ln2004p.al08
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5.2.Research philosophy

With multiple factors a#cting the research, the understanding of reality and the view of
knowledge also carry their own weight. Its importance can affect the data selection, reliability,
validity, as well as its interpretation. Therefore, the choice of philosophy becomes ataimpo

task, which we will discuss in this section.

Pragmatism instead of focusing on the nature of reality focuses on the nature of experience
unlike the other philosophieK@ushik & Walsh, 2019.3). Its main argument revolves around

the fact that actions cannot be separated from the situations aedtsantwhich they occur,

which means we have to take into account the circumstances of the given responses (lbid.).
Moreover, instead of universal truths, there are justified beliefs as this world is a world of
human experiences. These take shape as aa take actions and experience the outcomes
(Ibid.). Furthermore, if the circumstances of the actions change, the consequences also change
even if the actions are the same (Ibid.). As pragmatism implies, the volatile nature of the
COVID-19 situation, margers have to keep in mind that the same decisions bear different
results, as there is not a case where we experience the exact situation twice. Ergo, our justified
beliefs about the possible outcome are also temporary and due to change later, whiah likewis
means that our beliefs about how to act in a situation are in a way also only temporary. Lastly,
the extent of worldviews, which are defined as shared sets of beliefs, can lead to individuals

acting in the same way when in a similar situation (lbid.).

As pragmatism implies, there are no two people who have the exact same experiences, therefore
their worldviews cannot be identical. However, there can be a degree of shared experiences
which can lead to a different degree of shared beliefs, ultimatelyngpaaolitaking identical

actions. Our choice of pragmatism was primarily due to the possibility of a rapid change of the
business environment, and the implication of shared beliefs and motivation behind making
certain strategic decisions. Since this study$es on the extensive use of qualitative data, this
choice of philosophy will allow us to gain an insight into the reasoning and impact of the
strategic decisions made in WT during the unsettling times of C&MI0 astly, this choice

of philosophy will ceate a bridge between the decision making theories we chose, and our
data. As pragmatism implies, people take actions based on the possible consequences, these
experiences then further help to predict other consequences of actions taken in similar
situatons (Ibid.). Therefore, with our focus on decision making during a pandemic,
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with pragmatism we will better understand how the individuals perceived possible

consequences of their actions.

5.3.Abductive approach

Looking at our research, we are utilizing theadtive approach as we combine both deduction

and induction. Starting similarly as induct:.
Afterwards, we started creating several plausible assumptions based on existing literature.
Furthermore, utilizingleduction, we proceeded to answer the research question by reflecting

on the theories and the assumptions with collected data. Otherwise said, we try to conclude this
research paper with the most logical possible conclusion based on the data gatsergaly or

put with the most o6équalified guessd (Eghol m,

5.4.Research design

Our main focus is on an intensive examination of the WT settings through qualitative
interviews where the participants' observations and decision making will generatdeal detai
examination of the case and also include quantitative data that will advance the quality of our

study.

To further explain, the case of WT should be considered a representative case. With this kind

of case, our goal is to objectively capture the cirdamses and conditions of an everyday
situation (Ibid., p.62). It is the most suitable one due to the fact that multiple companies
experience the changes in the business environment, such as changes in regulations, and they
need to implement new processespoactices. Our expectations are to provide a suitable
context for certain COVIEL9 business related queries and we take WT as a fitting
oexemplifying caseb6, as Bryman would call it
use our primary and secaaryt data to improve the verification of this paper, for that purpose

we will interview the staff and conduct a financial analysis that supports whether certain

decisions had any effect.

Lastl vy, Yindbs model presents 5 parts of <case
(Yin 2003, p.5)
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Strat Form of Requires Control of Focuses on
rategy Research Question | Behavioural Events?| Contemporary Events?
Experiment how, Why? Yes Yes
Survey who, what, where, No Yes
how many, how
much?
Archival who, what, where, No Yes/No
. how many, how
Analysis Yi
4 much?
History how, why? No No
Case Study | how, why? No Yes

Figure 3. Yindéds case study (Yin 2

To begin, we started with identifying the concept we are interested in, and searched for our

rescath question. Thanks to Yinbés model, we ma:
captured the knowledge gap (lbid.). In the next step we proceed to create several hypotheses
which will be verified during the analysis. Moreover, we identified strategicsides,

financial position, and the implementation of these business decisions as our units of the
analysis. They can be further defined as marketing decisiprmmotion of services during
COVID-19, or management decisionglentification of any prior Gsis plans. Last but not

least, to find the patterns between the data and the goal of this research we will relate our data
with the theories and our query. And lastly, the criteria for interpretation of the findings are
challenging to recognize and thiene the researcher must identify the validity and reliability,

and converse the produced data in the analysis and the discussion (Ibid, p.41).
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2. Research Question
& Hypotheses

Case: WorldTicket
Time: Covid-19 crisis

1. Motivation

Companies' strategies in the
aviation industry are
challenged in new ways to
adjust to the Cowid-19 crisis. : Finangal
Performance o Crisis Management

case study - Yin's model
Triangulation

Figure 4. Research design

5.5.Marketing environment

Companies must always adapt to regbanging trends and innovations. Therefore, utilizing
concepts such as a marketing environment, which addresses possible threats as well as
opportunities, is in their own intere@€Camilleri, 2018) We decided to use the marketing
environment as a framework for our analysis as we can get insights into both macro and micro

structures.

INTERNAL
ENVIRONMENT

COMPANY

i

MICRO ENVIRONMENT

Intermediaries

Economic

Figure 5. Marketing environmejAcademy, n.d.)
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The Macro environment takes into consideration the influences of wider s@&ctigemy,

n.d.) This can impact the micro environment, however the organisation is unable to control it.
Companies must prioritize and focus on the relevant factors as thmolsaweaan impact on the

way the company operatg€amilleri, 2018) These factors can include technological
disruption, a recession, or a spike in unemployment. Macro environment further names aspects
such as social/cultural (e.g. cultural differencesghmelogical (e.g. big data), economic
(exchange rates), political (trade restrictions) and legal (GDPR) which will be used as first part
of the frameworkAcademy, n.d.)In our paper we will not utilize the environmental factor as

WT is an IT solutions aopany.

Moving onto the micro environment, it includes factors of the company-toeldgy operations

which can be somewhat controlled by the business. That includes customers (e.g. B2B),
competitors, suppliers, strategic partners/shareholders, and getdiche media)Academy,

n.d.) Lastly, the framework includes everything inside of the company, the internal
environment. The core of this concept takes into consideration staff at all levels (and all the
departments), management decisions and inflerz@ncial performance, company policy

and logisticfAcademy, n.d.)

Using Marketing Environment as the framework for the research of WT provides us with an
insight into the macro, micro and internal business environments that the company is in.
Regardng the macro environment of the company, we will focus on all the factors that were
impacted by COVID19. For example, in the economic part, we will focus on how CG14AD
impacted the economy of the industry globally and more specifically in the mabxeimark.
Regarding technological factors, we will look into the product innovations. Social and cultural
aspects will be explored around the changes in the society and around the international business

model that the company uses.

In the micro environmentye wi | | |l ook deeper into WTds cus
airline companies, competitors, aboutIl® companies that provide similar solutions as WT

does as well as suppliers, partners and publics. Finally, the study will focus on the internal
factors of the marketing department of WT taking into consideration their budeaweds
strategies as well as management decisions, financial performance, growth strategy, employee

experience and internal communication.
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5.6. Research analysis

5.6.1. Financial analysis

The focus of this section is to introduce fimancial aspect of the WorldTicket looking at cost
structure and revenue streams leading up to the profitability analysis from the ye&02017

As we are interested in the financial performance of the company, the financial analysis is one
of the mostbasic forms for such a purpose (Zahariev, 2019, p.44). With various ratios
representing the data of statistical significance, the ratios express correlations and compare two
values which can be used to evaluate the financial performance of the companyp ().

Our reasoning behind its implementation is to add a foundation for rational decision making
taking into consideration a company's financial management (lbid.). Looking at the percentage
of ratios, it is easier to observe the overview ofthe@mp 6 s f i nanci al abi

observe the total revenue, costs, and investments.

We will begin with the cost structure of a business. It refers to all the expenses which are meant
to deliver value, acquisition of key resources, execution of gyitees, and relationships with
important partners (CortdRobles et al., 2018, p. 288). Managers may have some impact on

investments in these, for example an automation tool to save labor.

On the other hand, the business revenue streams produce quiadiva answers to questions
such as what are the customers willing to
earnings from certain mechanisms and channels, we can observe examples such as renting,

leasing, advertising fees, etc.

The risk of thefinancial analysis is possible lack of transparency as the researcher needs to
have knowledge about relevant accounting terms and calculations. Lastly, it may be difficult
to orientate in the performance sheet as different companies can design theidifleeently.

With the financial analysis, we will focus on showcasing the financial situation of WorldTicket

and for an in depth overview on the financials we will utilize the ratio based analysis.
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5.7. Data collection

5.7.1.Primary Data

Over the past years, interviews have become one of the primary techniques for data collection
(Klenke et al., 2016). In qualitative interviewing, the researchers have a unique position as they
are the primary data collection tool (Ibid.). We, as both rekeas and interviewers, have
contributed to the production of the form and the content of the interviews, which we need to
stay aware of when analyzing the data (Ibid.). Thus, an analysis of the data from the interviews
is sensitive as it is influenced lnow the conversation is produced as interviews are social
interactions (Ibid.). In our study, we have conducted three-stnoutured interviews with

employees of WT.
Interviews

In order to gather halepth data from the decisignakers of WT, we have delad to use semi
structured interviewing as the main data collection method, as it is possible to combine both

closeended and opeanded questions (Klenke et al., 2016).

When creating the Interview Guide (Appendix V), at first, main topics should befidént
(Ibid.), we have done so by brainstorming in groups the topics related to the research question
and aspects of the conceptual framewerkarketing environment, and theories; bounded
rationality theory and Contingency Theory. Then, we developed af lcuestions related to

the identified topics without fixed wording or order. The content of the interviews should be
always focused on issues that are central to the research question (lbid.), which we have
ensured by asking questions regarding stratégcisions made in the company before as well

as during COVIDB19. Since all our interviewees have different positions in the company, which
we knew beforehand, we developed three different Interview Guides, each for one interview.
As the interviewees asi¢o see the questions before the interviews, we have revealed most of

the questions to them to get their approval and signature of Code of Conduct.

Semitstructured interviews are a combination of structured and unstructured questions, which
allow intervievers to use the guide, but follow an unstructured interviewing process (lbid.).
The flexibility provided in the form of rephrasing the questions and asking further inquiries,

was the primary reason why we decided to use this type of interviewing.
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To utilize semistructured interviews properly, we had to admit that interviewing is not a mere
data collection technique, but it involves analysis during the process of collecting data (Ibid.),
as during the interviews, after hearing the answer, we analyzedatareup with followup
guestions that could be useful for the study. Moreover, another essential aspect is to focus on
the interview process itself, so what the interviewer says is treated with as much attention as
possible (Ibid.). We implemented thisgtther with showing our curiosity and openness by
always having all four researchers present in an interview, listening and asking-upllow

guestions, while keeping one person as the main interviewer for each interview.

Considering the current situationdrisks connected to COVHDO pandemic, we have decided
to conduct all interviews online via Google Meet, which allowed us to record the interviews on

multiple devices and then proceed with transcription.
Sampling

The sampling method used in the studgeseric purposive sampling, which Bryman (2016,
p.412) describes as selecting respondents according to the criteria of their suitability to address
the research question. The criteria in this case meant respondendents that are currently
employed by WT antiave been employed by the company during COY$DMoreover, we

aimed to interview employees, who have been either responsible for strategic decisions made
in the company or implemented decisions. We have therefore interviewed three WT
employees, represatives of the Marketing and Sales department, Corporate Affairs and
Project Management and Vice President of the company. Each interview \88snd@utes

long. During the interviews, one of the researchers was the interviewer, responsible for leading
theconversation, while the rest of researchers were present in the online call and asked follow

up questions.
Transcription

We have decided to record and transcribe the interviews as it allowed us to fully focus on what
the interviewee was saying during tihéerviews without being distracted by taking notes. We
acknowledge that the transcript has an interpretative nature, which is why we aim to identify
our biases and collaborate on transcribing and coding the interviews, to maximize the
trustworthiness of # study. Documenting the research process supports transparency of the
study, which is why we attached the full transcription in the appendix and will strive throughout

the paper to give account for the research process.
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One way to assess validity of thaperisii nt er vi ewer sharing his i
i nt er v {Beymae, 816, p.383). It increases the validity as the interviewee is then in a
position to confirm or oppose the interpretations of the interviewer (lbid.). Therefore, to ensure

that the data from the transcripts are valid, we have decided to share the transcripts with

interviewees.

However, qualitative interviews produce a large volume of material, which must be transcribed,
condensed, categorized, interpreted and made meaningtl).(Wlthough transcription has

the advantage of keeping intact the intervie
the amount of text that needs to be analyzed, which iscansuming (Ibid.). Thus, part of the

analysis involves combining tiaunits based on the same topic, which is in this study further
described in Coding (Klenke et al., 2016).

Coding

Coding can be defined as O6transcribing, recoc
of analysis into the terms of a data language t hat t hey can be analy
p.581). Codes are essential for processing of the data we acquired from the interviews and for
creating a foundation of our arguments. Using codes means interpreting the text and breaking

it down into meaningfusegments (Ibid., p.583). Thus, we had to determine the boundaries that
would specify whether text is associated with the code or not. We have therefore decided to

use the conceptual framework as a structure.

According to WeaveHightower (2018, p.112), ®ing, welldefined components of a
conceptual framework can assist researchers to organize the findings. That means that a model's
major elements can be translated directly into paragraphs and sections (lbid.). We have decided
to apply this structure by ug the main elements of the Marketing Environment framework

and identifying connected arguments of data from the interviews.

Using a conceptual framework for structuring is an appealing option, because it allows us to
rely on the model for the progressjoather than determining the main sections from scratch
(Ibid.). However, using the framework might mean overlooking or excluding some data as if it
was not fitting the model, we would not pay further attention to it (Ibid.). To overcome this
downside, wehave decided to firstly code the transcripts by identifying all important

information and arguments connected to our research and then identify data connected to the
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framework. That is why our analysis is not only structured according to the Marketing

Environment framework, but also involves additional sections.

When coding the interviews, we used thematic coding, which makes a distinction between
manifest, themes directly observable and latent coding, themes underlying the phenomenon
(Ibid.). With manifest coding, the objectivity can be achieved relatively edkly.).
However, objectivity is much harder to achieve with latent coding. Coders provide subjective
interpretations of the data, then those judgements are shared across coders, which turn the
interpretations into intersubjective and can therefore bgepted to readers of the research
(Ibid.). Using thematic analysis allows us to encode qualitative information, organize the

observations and interpret aspects of phenomenon (lbid.).

5.7.2.Secondary data

Collection of secondary data began in the early stagbe pfoject development. To determine

the main topics of the inquiry, such as strategic decisions, marketing, and tourism during the
global pandemic, we investigated several research journals and articles, explicitly explaining
the themes. We aimed to usaious sources to get better insights and simultaneously maintain
the reliability aspect. The methodological section is created purely upon the secondary data
using writings of Flick, Yin, Egholm, etc., we gathered needed information to build an
approprate framework that would reflect our research interests. Moreover, the theoretical
framework was grounded on secondary data as well: verified articles and extracts from theories,
founders' books and other practitioners gave us necessary insights thatwsidd along with

the primary data in the analysis section. When it comes to analysis, we are collecting both
primary and secondary data. As for the latter, we will be implementing the financial statements
of WT from the years 2017, 2018, and 2019 toget gener al overview of

financial performance.
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5.8.Limitations & Delimitations

Limitations

The research has taken place during the global C&@@pandemic, which largely influenced
the study in various ways. While it has limited the study in, for example, data collection
process, it has also been an inspiration and an essential factor fopitheftthe study, WT

crisis management.

When collecting data, we had to adjust to the current situation and decided to conduct
interviews online in order to protect interyv
interviews according to their@ference and comfort, which resulted in all interviewees joining

the calls from the WTO6s office. Thus, t hei
environment and their surroundings, such as sharing the office with their colleagues.

Moreover, during théme of the interviews, the number of COMVIY cases in Denmark was
neither rising nor falling(Statista, 2021), but the society has been opening up and the
restrictions have been on ease (Reuters, 2021). This situation has influenced the study as
employes could have answered differently, if the country was still in a strict lockdown or if

the employees still worked mostly from home.

The study has also been limited by the company's publicly available financial information. WT

has two companies and onlyeonf them is public. Thus, the private one does not share its
bookkeeping publicly, which meant we did not have access to it for the purposes of the financial
anal ysi s. Further more, by the time of the p
publishi t s bookkeeping for the year 2020. Hen c e
performance during the time of the crisis could not have been carried out.

Delimitations

In the beginning of the research process, we have conducted interviews with multiple
companies and decided to proceed with WorldTicket as our case, because of the extent of

pandemic impact on their business compared to other businesses.

The framework used in the research is Marketing Environment. But since not all its aspects are

related o crisis management, chosen decisiaking theories and studied case, we have only
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used the framework to a limited extent. For example, an aspect of distributors was excluded

from the analysis as WT is a Software Solution company and its own distributor.

Since WT has its headquarters in Copenhagen, Denmark, where we managed to get in touch
with their Marketing and Sales department, we have limited our focus of interviews on
employees from this office. Moreover, we have limited our sample to interviewsgesatie
positions related to Marketing and Management as we aimed to get answers regarding their

marketing plans, both internal and external processes and crisis management strategy.

Another delimitation of the data collection process was only interviewWiigb s e mp|l oy e e s,
other stakeholders like their customers or investors. The reason behind this decision is missing
connection and resources to conduct interviews with other involved groups. However, if we

were to make a larger study, we could involvernaiewing different stakeholders to enhance

the complexity and validity of the research.

5.9. Reliability

Reliability focuses on the extent to which a measurement of a phenomenon offers stable and
consistent result§Wilson, 2013 p.145). Our secondary data smes mainly from books
published by established authors such as Chernev or Wilson, business journals, and business
publications such as Harvard Business Review. Furthermore, in general, it may come as
difficult to determine the credibility of various inteat websites, however, the material for this
paper is sourced from publications suctSasmdhedsministeriet or Statista. While there may

be some weaknesses in terms of the robustness of the data using this method, utilizing this type
of data can functionsaan addition towards a more thorough, multivariate picture. Additionally,
gathering data through this method saves time and resources on obtaining data conducted by
other people (lbid., p.215).

5.10.Validity

Wilson, refers to validity as one of the most impattparts of a research. It functions as an
assurance for a researcher to measure what they intended to measure (lbid., p.132). We can
identify two types of validity: internal and external (Ibid.p. 148).
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Figure 6, Validity Wilson, 2013p.148)

Internalvalidity further divides into content and construct (Ibid.). The content can be identified
with face and sampling factors, the fdaetor has been dealt with by using a language both
interviewees and interviewers are proficient ianglish (Ibid.). Moreover, we made sure the
interviewees understood every question, and if there was a problem with understanding the
guestion, the interewees were free to ask for a further explanation. On the other hand, we
kept the samplindactor in mind and did not focus only on the internal processes while
gathering our data. This point is closely related to our utilization of the Marketing Emért
framework and financial statements, as the framework addresses the macro environment which
the company cannot influence, the micro environment which the company can influence, and
finally the internal environment where we could see how the compapgnded and utilized

the prior. Additionally, we utilized the financial statement due to potential unveiling of factors
the company did not want to mention, and which could be taken into consideration during their

decision making.

When looking at the exteal validity, our study can function as a reflection study for other IT
solution companies in the aviation industry. Therefore, unlike a positivistic study, our
interpretivist approach leads to understanding the case in this particular contextde psavi
insights which can, in the long run, be used as a starting group for a research that strives to be

generalized.
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