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COSTA COFFEE
‘’How do organisational beliefs, attitudes, and value systems affect workplace behaviour? Also, how will tailoring workplace changes for the post COVID-19 mindset tackle the challenges we face now, and create more resilient business in the future?’’

[bookmark: _Toc76988064]Introduction

Critical thinking can improve understanding and motivation of individuals and their objectives. It is vital because it helps every individual and teams to determine the problems and identify the possible solutions which are not utterly apparent at first. Furthermore, critical thinking can be very beneficial for the workplace and as well as for the employees. The report presents and analyses the various features of Costa Coffee. This report will analyse the different between beliefs, attitudes, and value within context of the workplace. It will also assess Costa Coffee’s beliefs, attitudes and value system and analyse their effect on the behaviour at the workplace during Covid-19 pandemic. It will also explore the appropriate theories to analyses various beliefs and theory. Lastly, it will apply some critical thinking models and suggest certain recommendations. 
 
[bookmark: _Toc76988065]Discuss and analyse the difference between beliefs, attitudes, and values within workplace context
Organisational overview
The Italian brothers Sergio and Bruno Costa visualised and established Costa Coffee in 1971. This organization is more focused on the quality of the coffee. As the organization offers high-quality coffee, the boutique properties and hotels in the Italian reigns have a very high preference for this brand (Zhou and Feng, 2017). Even at present, the organization is following their accentuation on referencing premium quality coffee and with the slightest harm to the environment.
Illustrating the contrast between beliefs, attitudes, and values within Costa Coffee
The concentrations of beliefs, attitudes, and values play a very significant role in an organizational context which is also beneficial for the employer and employees.
The conception of beliefs, values, and attitudes are framing various sociological and psychologically assemble scrutinize by many of the experts. Entities are very significant in the modern environment of management and marketing scientific literature of Costa Coffee (Cerruti and Grodoski,2020). Furthermore, for more understanding, these conceptions can have been related to the human resource management methods and strategies for the modern workplace environment. Costa Coffee always follows the short perception for each of the notions of the above.
· Value
Value implies the durability of ideas, beliefs held by current culture personnel in a company and expressions to the workplace environment by Costa Coffee. Costa Coffee’s distinguishing principles are positive and tightly thought-out for their personnel and staff members (Boaventura et al., 2018). Costa Coffee’s culture operates on teamwork, invitation, and recognition to make a purpose-led career. Costa Coffee always value their stakeholders and as well as their employees. They value their customers’ preferences and believe to satisfy each of their stakeholders.  The fundamental ideas of Costa Coffee develop thus far are:
· To provide a parameter to steer "Costa Coffee".
· The effect of narrative ideals on the conduct of employees.
· To offer the consumer with no undesirable circumstances.
· Provide better services to customers.
· Beliefs
Belief is the conception of a certain truth, and builds an ethos that is good or bad? For instance: tobacco is terrible for the environment in the restaurant. Alternatively, offering exceptional services makes a client faithful to the restaurant (Samoggia and Riedel, 2019). Costa Coffee always believes in perfectionist perception and provides high-quality services to their customers and satisfies them.
It might take at any time to establish belief. Costa Coffee’s sole conviction is that the consumer is always correct. Whatever happens? Regardless of what the false client possesses! It is only the belief that consumers at first glance are not mistaken (Samoggia and Riedel, 2019).
· Product quality is the key to being a leader in the industry.
· To create a big foundation is contrary to the market size loss.
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