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[bookmark: _Toc156843400]1. Executive Summary
[bookmark: _Toc156842735][bookmark: _Toc156843401]1.1 Identified Issue
Hotel Adlon Kempinski has been operational in operating Berlin, Germany and has developed a significant reputation in terms of strategic operation management. Despite this fact, employee management issues have been affecting organisational development in the market. The loss of employees has influenced Hotel Adlon Kempinski business operations and its profitability rate. In refer to the COVID-19 pandemic situation increased employee layoff have been identified as a prime cause of employee loss within this organisation. In addition, the lack of employee engagement has also reduced guest appearance within this organisation creating a loss in terms of the customer engagement process. 
[bookmark: _Toc156842736][bookmark: _Toc156843402]1.2 Findings
It has been identified that a lack of employee engagement leads Hotel Adlon Kempinski towards ineffective operation management and accommodation rate management. The lack of employee engagement rate has reduced the operating efficiency of this hotel and resort group. 
The findings identified that Hotel Adlon Kempinski has issues to manage issues related to operational management. Owing to the global crisis and increasing organisational costs, this progressive step has been initiated by this hotel. The findings demonstrate that to save cost this action has been undertaken by this organisation. However, issues in terms of profitability and income management have been faced by this organisation impacting organisational value and effectiveness. The findings show that owing to a lack of skilled employees operation management has been affected by this company impacting organisational finances significantly. 
[bookmark: _Toc156842737][bookmark: _Toc156843403]1.3 Analysis of Findings
The findings demonstrate that Hotel Adlon Kempinski has been facing issues in terms of strategic operation management owing to a lack of skilled professionals. It can be analysed that in terms of keeping organisational costs low, this company has laid off employees. However, owing to this decision undertaken by Hotel Adlon Kempinski issues in terms of flow of operation management have been affected. Lack of skilled customer attendance and comfort evaluation has led this company towards a major downfall. In addition to this, it has also been identified that because of this major issue this hotel has also been unable to maintain organisational profitability rate. Lack of profitability leads towards the low innovative engagement and along with this, lack of customer need assessment is also observed. The findings also highlight that because of ineffective operation management from the end of Hotel Adlon Kempinski the majority of organisational customers have cancelled their stay. 
It can be stated that owing to cancelled stays, Hotel Adlon Kempinski has been unable to enhance its organisational profitability rate facing an immense rate of loss and need to construct with an employee guest eco-system which has been disrupted.  The findings highlight that because of these major aspects, the impact towards brand security has also been witnessed in impacting organisational value management. Lack of employee job security has also been restructuring Hotel Adlon Kempinski in gaining access towards new talents reducing operation effectiveness in the market. Furthermore, it has also been identified that the lack of safe working space in Hotel Adlon Kempinski has been impacting the reliability prospects of employees. Henceforth, reducing the employee engagement process has been restricting this company towards major issues in terms of the value management process. 
[bookmark: _Toc156842738][bookmark: _Toc156843404]1.4 Recommended Strategies
Based on the issues that have been faced by Hotel Adlon Kempinski it has been found that the lack of skilled employee engagement process operation management has been disrupted. In addition, the prime reason for this major issue has been identified as the COVID-19 pandemic situation. The impacting flow of operations customer relation management has been witnessed. Henceforth, strategic recommendations like collaborative situation analysis might be undertaken by Hotel Adlon Kempinski. In case of a situation like a pandemic, a collaborative situation analysis regarding organisational approaches can assist this company. In addition to this, engaging with skilled marketing strategies might also help this company retain skilled professionals. Engaging with social media platforms to demonstrate organisational employee crisis can also help this company in effectively gaining value and progress (Santoso et al., 2022). In addition to this, it can also help HR managers in this company in enhancing engagement with new candidates and understanding the issues they have been facing (Cartwright et al., 2021). 
Training staff members to combat issues like the pandemic situation can also help this hotel and resort group in overcoming issues (Yacoub and ElHajjar, 2021). Training employees with technological knowledge and providing them with alternative day engagement can also provide significant assistance that can assist them in gaining value and progress in a complex market (Ramachandran et al., 2022). Skilled employees with proper training help a company in addressing tough situations at an autonomous rate. Increasing progress and effectiveness this company might be able to enhance organisational value and integrity successfully. Furthermore, most of the employees claim Hotel Adlon Kempinski to be a complex place to operate which can mi resolved by restructuring operating approaches. It can be stated that by emphasising these major attributes, this company might be able to overcome issues. 
[bookmark: _Toc156842739][bookmark: _Toc156843405]1.5 Conclusion
It can be concluded that Hotel Adlon Kempinski has been facing complexities in terms of addressing employees' needs. Issues like employee retention have been creating complexities towards this company. Henceforth evaluating the findings and recommended strategies have been initiated. Assistance from these strategic approach’s issues might be mitigated successfully by this hotel and resort group. 
[bookmark: _Toc156842740][bookmark: _Toc156843406]2. Introduction 
Organisational structuring enables internal and external environments to focus on achieving long-term goals. The existing report is based on a consultancy document, which discusses a certain factor leading the individual or organisation towards a potential solution. The in-depth description of the consultancy report is assessed as a thorough document allowing the firm to get insight, findings, analysis and recommendations for managing the concerned issue (Palm, 2021). Drawing the significance of the following document, the consultancy report ensures to convey a relevant message to the firm for staying aware of the mistakes committed against the weaknesses and imposing the adversity on the issues. Hotel Adlon Kempinski is located in the Berlin that is in Germany also known as Hotel Adlon Kempinski it is also located near Brandenburg Gate which is a historical landmark in Berlin the hotel offers efficient check-in times and provide information based on time zone and currency and answer to all travel related questions and provide the brand value of this particular hotel. This hotel was established in 1907 and currently has 307 rooms and as well as 78 suits which offers the guests of this hotel two restrooms apart from the other hotel rooms it has several other amenities such as spa lounge fitness rooms to meet the highest consumer demand (Kempinski, 2024). Here, by presenting the market cap of the preferred hospitality company, the size can be predicted with the help of market capital. Market capitalisation, which supposedly explains the chosen company’s market value traded among the marketers and customers. 
[image: ]
Figure 2: Market value of Germany hotels
 (Source: Statista, 2024)
With the help of the analysis from the report of Statista, (2024), it can be mentioned that the revenue of hotel markets in Germany in 2019 was about 16.82 billion US dollar and has also achieved 16.17 billion US dollar in 2022, although the revenue was lower due to Covid-19 pandemic within the year of 2020 and 2021. Moreover, in 2023, the market revenue has increased to 18.04 percent. In that case, it can be mentioned that it has the potential to increase market revenue and may increase to about 19.27 billion US dollar by the end of 2028. 
As it can be recognised that the company has seen a drop in the profit margin owing to revenue holdings, the COVID-19 outspread has a strong impose on the identified issue. The pandemic has been considerably the biggest market bottleneck as the lockdown imposition has shut down many of the hotel chains including the chosen one forcing the business to undergo several issues. Hotel Adlon Kempinski has always been an active market player in terms of hospitality services but the posed threats of the pandemic left no scope to avoid the losses of employees. Valinsky (2020), has mentioned as an example that Hilton hotel in UK has also suffered from the issues like employee loss. The restrictions on travel to minimise the spread of the virus have affected the overall business spectrum while the hospital industry is the biggest sufferer in the picture.
Thereby, the following consultancy report aims to focus on the challenges or issues faced by the selected company and provide possible solutions to overcome them. The consultancy document is being processed by one of the well-recognised UK-based consultancy firm “The Bowden Group.” The chosen consultancy firm specialises in providing brief solutions to the owners and operators of the hospitality industry facing charges of market force (Bowdengroup, 2024). To walk along the path of profit and successful business the best choice for companies like “Hotel Adlon Kempinski” is “The Bowden Group.” This is because the company has been operating in the concerned field for over 100 years with its “Benchmark” of leading the hospitality industry. Above everything, the justification for choosing the concerned consultancy firm is its delicacy in working closely with chefs, managers and business owners to provide them with constant solutions for integrating improvements in the services (Bowdengroup, 2024). Aligning with “Hotel Adlon Kempinski” the expertise of “The Bowden Group” will not only provide a solution but also provide a detailed report for understanding the roots of the issues and limit its opportunities by using frameworks like STEEPLED, SOAR and TOWS. 
[bookmark: _Toc156842741][bookmark: _Toc156843407]3. Analysis 
Conceptualising the congestion point of a business, a firm is forced to shut down all its operations and undergo certain market bottlenecks. According to the understanding of Baloch et al., (2022) the outbreak of the pandemic has been one of the historical market congestions imposing adversities all over international business. The gap of limited ideas to fight the supposed stated condition has conventionally increased the rate of threat for profitability loss. Among the overall respondents for the COVID-19 impact, 78% of the marketers have labelled the condition as negative and once in a kind. The justification for recognising COVID-19 as a pandemic is its curb of downgrading every single thing on the planet starting from human health to economic consistency (Fairlie and Fossen, 2021). The world is still reeling over the aftermath of the pandemic and there is no possible loophole to surpass the negative specifications. There has been a cut-off connection, a decline in production and limited corporate spending owing to remote and hybrid working cultures (Karkuzashvili, 2021). 
Amidst the crowd of business losses, the biggest sufferers are the hospitality industry as the impact of the same is not yet predicted or measured in terms of both supply chain and revenue generation. The government and local administration bodies' decision to look over human safety first has somehow manipulated the business demography to such an extent that it will take a stipulated amount of time to overcome the effects (Obrenovic et al., 2020). To an extent the impact is beyond monetary recession, the problem with working capital has been neglected in the context but a large number of working individuals have lost their jobs during and post-COVID. 
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Figure 3: Industry-led unemployment rate
(Source: Statista, 2020)
As discussed in the earlier section of the consultancy report, “Hotel Adlon Kempinski” is facing the challenge of employee loss. The relatable issue once viewed from a global lens gives a better picture. This is because the pandemic outbreak has done worse in the field of employability scale as it can be reviewed that “the hospitality” industry tops the list of unemployment rates with 28.9% (Statista, 2020). Compared with the other industries from the global context, “the mining and oil” industry has witnessed 17.8% unemployment with 12.9% for “the transportation” industry and the “information” industry withstanding 12.0% of job impacts. The force stopped business operations with the lockdown implications has emerged as the crucial reason for job losses in the hospitality industry (Davahli et al., 2020). True to the fact the enterprises are trying their level best to reopen the opportunities but lack of economic reel is sabotaging the mitigation strategies. 
Hotel Adlon Kempinski is one of the major examples for creating an outline for the overall hospitality enterprises as the company has its footprint all across the developed business markets. The company has recognised the pandemic outbreak as a condition of a “virtual standstill” to leisure and travel services. The biggest drawback or impact of the same is a cut-off in employees' payroll because of a drop in the profitability and demand of customers. COVID-19 is supposedly one of the biggest global conditions in the history of business with no possible solution for future terms (Horton, 2021). To get a better overview of the effects and conditions STEEPLED framework will be a suitable option. STEEPLED is an organisational methodology strategy to create an outlook of the potential risks in the market (Georgiadou et al., 2021). The framework consists of eight factors, which are strategised in the form of acronyms social, technological, economic, environmental, political, legislative, ethical and demographic. 
	Factors
	Evaluation

	Social
	· The Hospitality industry holds significant importance in terms of unemployment. 
· Social is an external factor contributing to the issue of Hotel Adlon Kempinski
· Since the rise of the employment rate in 1974, a historical downfall was witnessed in 2022 with a 0.2% fall from 3.6% in the unemployment rate (Weller, 2022). 
· There is a 2.6% pay fall in the hospitality industry employees while the regular pay decline is approximately 2.8% (2022)

	Technological 
	· Technology evolution in the hospitality industry.
· Virtual reality and AI are the major focus of the hospitality industry (Rock, 2023). 
· The market size for augmented reality in the hospitality industry is expected to be $8.6 billion with a CAGR of 38% by 2030 (Rock, 2023). 

	Economic
	· The great depression in terms of economic factors for the hospitality industry.
· 74% of the hospitality entities have slacked off the negative impact of COVID-19 (Economictimes, 2021). 

	Environmental 
	· Jeoparding the sustainability goals planned for the green hotel business (Salama and Mansour, 2022).
· The unprecedented situation is an opportunity to create a competitive advantage through innovation, resilience and awareness of green hotel practices (Salama and Mansour, 2022).
· Beyond the lens of economic and social factors, sustainability combined with environmental factors leads the path of hospitality industry recovery (Salama and Mansour, 2022). 

	Political
	· The “Brexit Policy” plays a key role in terms of the political disruption in the hospitality industry (Dudley and Gamble,  2023).
· The aggression of the Russia-Ukraine war has a significant impact on the hospitality industry as well (Martins et al., 2023). 
· Ongoing political rift on the global front has limited the resource implications (Toro et al., 2022). 

	Legislative
	· There is no such legal constraint over the hospitality industry (Motta and Sharma, 2020).
· The supply chain has come to a standstill for the hospitality industry (Filimonau, 2021). 

	Ethical 
	· Cut in the payroll of the employees.
· Layoff owing to COVID-19 impact. 
· High workload, bullying and underpaying are also part of the ethical factors adding to the Hotel Adlon Kempinski employee loss issue (Kempinski Hotels, 2024).

	Demographic
	· Hotel Adlon Kempinski is a berlin hotel but the considered demography is the UK and Germany.
· A GDP downfall of 1% is a great deal for the hospitality industry (Lenoël and Young, 2020). 
· There is a more persistent inflation in the demographic market in hospitality industry (Lopes et al., 2021)


Table 1: STEEPLED for “Hotel Adlon Kempinski”
(Source: Created by the learner)
Concerning the aforementioned model, it can be stated that besides the internal factors, there are significantly many external factors adding to the outlook of the business environment. For the Hotel Adlon Kempinski the measurable external attributes contributing to the issue of employee loss are social, economic, political, ethical and demographic. The social impact includes a drop in the employment level from 0.2% to 3.6% while the fall in payroll is also a concern for the hospitality industry (Weller, 2022). This is because the eventual result of the mentioned social factor is limited employee retention. Economic factors are also discussion-worthy because of the historical slack-off in the hospitality industry, which is 74% post-COVID with a fall in 50-60% of the revenue generation rate. Political factors such as the “Brexit policy” as the UK withdrawing its right over the EU administration with the Russia-Ukraine war and ongoing other political conflicts contribute to pulling in resource attributes for the hospitality industry (Baines et al., 2020).   The cut in payroll impacts the motivation level of employees leading to employee loss issues. The factor conventionally impacts the reputation of the preferred hospitality firm because of the negative comments and overlook of the employees. 
In addition to the ethical attribute as an external factor, the hospitality industry also faces the issue of bully, underpaying and high workload. The demographic factor is also a hurdle in the hospitality industry specifically for the some hotels of the economic drawbacks implying a GDP downfall of 1% (Lenoël and Young, 2020). Furthermore, the persistent inflation rate in the stated demographic region is responsible for the employee loss issue as well. Apparently, there are not only the negative implications of the Hotel Adlon Kempinski the stated hospitality entity also integrates positive factors, which will be discussed through the SOAR framework. 
	S- Strengths
	O-Opportunities

	· Historical recognition 
· Huge customer base
· Diverse brand portfolio
· Best-in-class services
· Smart room technology
	· Market expansion to developing spaces
· Mergers and acquisition
· Change in marketing through technology
· Growth in budget segment
· Focused sustainability practices

	A-Aspirations
	R- Results

	· Loyalty programme
· Focused innovation spectrum
· Forged strategic global alliance
· Health and wellness-led tourism
· Adaptability 
	· CSR commitment
· Green business practices
· Cost-conscious business
· Awareness of social and environmental issues


Table 2: “Hotel Adlon Kempinski” SOAR analysis
(Source: Created by the learner)
There are measurably tons of positive factors related to the chosen hotel entity. The factor that contributes to a huge impact on the hotel's reputation is the global recognition, presence and ways to emerge in developing countries or markets. The in-depth analysis of the SOAR framework is significant for this consultancy report as it has allowed the company to look into the strengths and work on the same for holding onto business values. Therefore, the TOWS analysis will preferably help the company turn its strengths into solutions (Pasaribu et al., 2023). The factors of the TOWS framework measure threats, opportunities, weaknesses and strengths. 

	
	
	INTERNAL FACTORS

	
	
	Strengths- S
	Weaknesses- W

	
	
	· Sustainability practices
· World-class brand name
· Versatile brand portfolio
	· Data security and breaching
· Geopolitical conflicts
· Economic vulnerability

	EXTERNAL 
FACTORS
	Opportunities- O
	SO Strategies
	WO Strategies

	
	· Targeting leisure customers and travellers
· AI-led
recommendations
· Environmental conscience business
· Larger market growth share
	· Sustainability practice can escalate green business welcoming huge leisure customers.
· Global name can lead to constant brand equity through AI-led services. 
· Versatile brand portfolio utilisation can impact the growth share.  
	· Safeguarding the privacy of leisure travellers can reduce the risk of cybercrime. 
· Technology innovation can surpass political conflicts. 
· Hold of larger market growth can optimise economic adversity. 

	
	Threats- T
	ST Strategies
	WT Strategies

	
	· Fluctuation in unemployment rate
· Intense market competition
· Pandemics like COVID-19.
	· Use sustainability practices to promote green business and reduce unemployment (Focacci, 2021)
· Global presence can optimise the issue of market competition (Yang et al., 2021). 
· A versatile brand portfolio addresses the market uncertainty. 
	· AI-led technology can dismiss the data breach issue while sustainability will contribute to unemployment fluctuation. 
· Brand name can dismiss the impact of market competition, conflicts and economic vulnerability. 


Table 3: TOWS analysis for Hotel Adlon Kempinski
(Source: Created by the scholar)

[bookmark: _Toc156842742][bookmark: _Toc156843408]4. Recommendation and Change Management  
[bookmark: _Toc156842743][bookmark: _Toc156843409]4.1 Recommendation
The COVID-19 epidemic has had a substantial influence on Hotel Adlon Kempinski with travel restrictions, event cancellations, and overall consumer hesitancy, sales have decreased considerably. As an organizational consultant, it is tasked with offering suggestions on how the hotel might overcome the crisis and regain profitability.
· Analysis of booking data
The first suggestion is to do a comprehensive analysis of booking data and projections to ascertain the most advantageous workforce numbers. Due to decreased occupancies, it is probable that the hotel now has surplus workers, resulting in higher payroll expenses. Management should use data on upcoming reservations and events to predict the minimal staffing requirements for each department. This may include implementing measures such as decreased working hours, furloughs, or, as a last option, layoffs (Ray et al., 2021). However, effective communication with the workers will be crucial during this challenging process (Chanana and Sangeeta, 2021). Furthermore, it is recommended to temporarily shut down some areas of the hotel to streamline operations. Closing certain floors or the executive wing, given the abundance of unoccupied rooms, might result in significant cost reductions in utilities and housekeeping expenses. 
· Adopting relevant marketing activities 
The hotel should explore additional sources of income that are not dependent on the number of guests staying. This entails prioritizing the food and beverage operations in order to attract local patrons. Marketing initiatives should market the restaurants and bars as a safe neighbourhood alternative for meals and drinking (Lo Presti and Maggiore, 2023). The hotel should consider implementing work-from-home packages, staycation options for local people, and extended stay pricing in order to boost additional expenditure (TM et al., 2021). Furthermore, it is highly advised the creation of a thorough digital marketing and sales plan. Given the cancellation or postponement of several group activities, it is imperative for the hotel sales staff to proactively contact organizers in order to reschedule for upcoming dates. 
However, it would be advantageous for them to use virtual tours and digital brochures to exhibit the event space to attract new business. Online advertising strategies might also aid in attracting leisure travellers who are actively seeking getaways. In converse, collaborative marketing endeavours with neighbouring firms might enhance the appeal to potential customers (Casais et al., 2020). For example, the hotel might combine with surrounding attractions, restaurants, retailers, and transportation providers to provide special offers combining bargains at numerous sites. This entails that cooperative campaigns use a wider marketing scope to establish the hotel as an engaged advocate for the community.
· Training for Staff
For staff training, it is recommended to give priority to health and safety subjects at this time. All personnel are required to undergo updated training on the improved cleaning protocols as part of Hotel Adlon Kempinski’s Lady in Red initiative (Kempinski Hotels, 2024). Given the decrease in the workforce, it will be essential to provide cross-training - front desk agents should get instruction in fundamental cleaning duties to aid in the efficient turnover of rooms (King and Tang, 2020). It is advisable to make use of cost-effective training solutions such as online modules, webinars, and in-person seminars with social distancing measures. 
During the recovery phase, the hotel must remain adaptable in terms of pricing tactics and promotional offers. However, continuous monitoring of market circumstances and demand patterns will be necessary for management to optimize room prices (Alola et al., 2022). In addition, promotions like cheap weekend packages and value-added benefits might help promote booking pick-up. Further, utilizing dynamic pricing models is advised to capitalize on varying levels of demand.
· Leverage Technology & Contactless Services
Deploying contactless technology may provide reassurance to visitors and minimize encounters that involve physical contact. From this perspective, it is recommended to use mobile check-in/key systems to reduce direct interaction at the front desk (Mohanty and Munir, 2024). The hotel is also urged to implement digital menus and ordering systems via the use of apps or QR codes. This could be done by installing integrated AV technology and virtual hybrid event capabilities in meeting venues may be an effective way to attract event bookers (Gaur et al., 2021). The hotel can provide reduced-rate packages for guests staying several nights, which include the added benefit of free access to on-demand streaming entertainment in the rooms. 
These technological improvements increase the safety and convenience of the visitor experience. To effectively navigate the current challenges faced by the hospitality industry, the Hotel Adlon Kempinski can adopt technology, redefine event spaces, prioritize health measures, encourage direct bookings, and establish strategic partnerships. According to Hao, (2021), these initiatives will enable the hotel to recover revenue, reduce expenses, and ensure guests feel secure and at ease. It is believed that adopting a proactive strategy and maintaining an unwavering emphasis on customer satisfaction will guarantee the hotel’s prosperity both during and after the epidemic.
· Repurpose Event Spaces
Given the suspension of group activities, the hotel now has the chance to ingeniously repurpose its vacant banquet and conference rooms. Weekday spaces might be converted into temporary coworking facilities, catering to local professionals in need of alternate office options. Event rooms have the potential to be transformed into exclusive eating areas suitable for intimate gatherings and families. According to Aranđelović et al., (2022), repurposing not only provides income but also ensures the continued use of the spaces. Third-party booking portals greatly diminish hotel profit margins due to exorbitant commission rates. 
Therefore, it is proposed to implement reduced pricing, incentives, and bundled offerings for patrons who make reservations directly via Hotel Adlon Kempinski’s official website or the hotel's official website (Abreu Novais et al., 2023). This may include reduced parking fees, complimentary morning meals, extended departure times, enhanced hotel accommodations and more advantages that customers would not get when making reservations via indirect channels. 
· Focus on Health & Safety
Guests naturally have concerns about health and safety standards during their stay. The hotel should achieve GBAC STAR facility certification, which confirms good cleaning and sanitization techniques (Jaiwilai et al., 2023). All personnel should receive training on the newest hygiene practices too. Emphasizing these steps via marketing campaigns and on-site messaging will provide reassurance to prospective visitors. However, equipping every area with safety kits including masks and sanitizers may help install a sense of tranquillity. It is suggested to monitor key performance metrics on a weekly basis. The metrics that should be monitored include occupancy percentage, average daily rate, RevPAR (Revenue per available room), food and beverage income, payroll expenditures, and utility costs by considering key metrics associated with health and safety measures for the hotels (Calderon et al., 2023). However, comparing these KPIs before and after following suggestions can quantify the effect and assist data-driven choices on whether to grow, adapt, or remove certain tactics.
· Emphasize sustainability
It is recommended that the hotel emphasize its sustainability initiatives in order to conform to the current eco-friendly travel trends. Possible measures might be the reduction of disposable plastics, the installation of energy-efficient lighting, the implementation of programs to reuse linens and towels, and the procurement of local and organic food and beverages (Tiong et al., 2021). Advocating for these acts might attract visitors who prioritize their values. The hotel might potentially provide reduced-rate accommodations for visitors who choose not to have their rooms cleaned regularly. In times of financial constraints, visitors who consistently return are very useful. 
However, it is proposed to augment the Hotel Adlon Kempinski program by implementing exclusive incentives tailored only for its members. Possible benefits include reduced prices, enhanced accommodations, unique deals, increased point accumulation, restricted events, and individualized advantages (Rehman Khan et al., 2021). Customer relationship management technologies facilitate focused communication with high-value customers. Loyalty programs aid in sustaining occupancy rates and generating positive word-of-mouth recommendations.
[bookmark: _Toc156842744][bookmark: _Toc156843410]4.2 Change Management
In contemporary fast-moving, active business surroundings, possibly only loyal experts can depend on existing change. Arrangements essential be smart and not quite form determinations fast, moreover, those that exist in smart commotion this inclination mainly meet a lot of change concisely periods momentary (Choflet et al., 2021). Concerning the recommendations for the Hotel Adlon Kempinski the change management strategies have been mentioned below. 
· Conducting a detailed examination of booking information
To optimise worker numbers in the face of low occupancy. Use predictions to calculate the minimum quantity of employees for each and every division, taking actions such as decreased hours worked or absences when needed (Fotiadis et al., 2021). Communication that is successful with employees is essential during this entire procedure. Consider voluntarily closing specific portions of the establishment with excess rooms to realise considerable cost savings in utility as well as housekeeping.
· Quickly react to shifting market circumstances
In consideration of responding to shifting market circumstances, the hotel needs to become more diverse in its revenue streams outside guest reservations. Prioritise eating and drinking enterprises and promote them because it's an appropriate local alternative. Introducing freelance work containers, staycation discounts, and prolonged stay rates (Morrison, 2022). Create a full digital selling and marketing strategy, including 360-degree tours and digital promotion to attract new customers (Kryukova and Khetagurova, 2020). Proactively connect with event organisers to reschedule, and leverage marketing collaboration with nearby companies to provide combination special discounts. These modifications, which position the hotel's position like an active community champion, aim to increase attractiveness and income production in the face of shifting market circumstances.
· During workforce cuts, prioritise safety and health education for employees
Among trained workers reductions, supply instructions for health and security preparation for the workforce, stressing Hotel Adlon Kempinski management contracts. Appliance is essential to maintain cross-discipline to reinforce effectiveness, accompanying front table powers knowledge fundamental cleansing burdens. Choose economical preparation designs like digitalised modules together with webinars (Kulshrestha et al., 2022). Stay flexible in estimating blueprints all along the improvement state, steadily listening to market environments. Resort to promotions to degree affordable excursion whole and worth-supplementary advantages to increase bookings. Include active pricing standards to help range prices established changing demand, guaranteeing the lodging remnants sympathetic to market action for maintained improvement and functional superiority.
· Integrate innovation and mobile payments to improve visitor safety and satisfaction
Desegregate change moreover mobile payments to raise visitor security and delight. Implement travelling check-in/important structures to organize the tourist process in addition to removing the front-table date. Use data processing machine menus and organizing structures utilizing apps alternatively QR codes. As per Ryndach et al., (2021), establishment of joined aspects is affecting animate nerve organ electronics and in essence composite occurrence wherewithal to increase occurrence stipulations. Offer ignored bundle accompanying independent on-demand flooding for widespread stays. The electronics growths prioritise well-being measures while again reconstructing customer comfort, bestowing bureaucracy a back-and-forth competition. By executing a fully enthusiastic approach concentrated on client delight, Hotel Adlon Kempinski can grant permission to control hurdles, restore profit, and convince constant affluence during the whole of and further the pandemic.
· Reusing event venues throughout the hotel 
Reusing event settings during the whole of the hotel's ability helps trades respond to switching advertise needs. Remodelling existing rooms into adjustable scopes for detached work, coworking, or mixture occurrences can capitalise on climbing currents (Gillen et al., 2021). To tournament an off-course range of requests, achieve flexible place configurations and revise automation. Cooperate with accompanying local associations or organizations for cooperative occurrences, reassuring society connection. This blueprint influence optimises room utilisation, agrees with accompanying changeful consumer tastes, and advances the hotel being a vital scene, happening in raised income invention and persisted competitiveness contemporary the hospitality subdivision.
· Prioritise sustainability being a key change management approach
Prioritise sustainability existence as a key change management suggestion. Employment environmentally companionable patterns containing strength-efficient methods, trash belittlement, and regionally produced items. These endeavours are quite honest to companies, agreeing on the climbing requirement for ecologically perceptive alternatives (Legrand et al., 2022). Get certifications to illustrate an assurance of sustainability. This approach adaptation benefits the hotel’s business ecosystem while together attracting the customer base, and designing brand adherence. The hotel's prominence on sustainability links its accompanying general flows, develops allure opinion, and demonstrates it as an accountable and expedite-thinking industry partner, all of which help enduring progress.
[bookmark: _Toc156842745][bookmark: _Toc156843411]


5. Action Plan
	Number
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	01.
	Lack of Employee Engagement
	Providing employees with training regarding the change can assist them in enhancing the engagement process. Guterresa et al., (2020) have addressed that assistance from training assists employees in gaining confidence regarding their approaches. 
	Effective training and proper evaluation of their needs can help employees in increasing engagement rates with this company enhancing organisational value and progress. 
	3 months
	01.01.2024
	£20,000

	02.
	Low Profitability
	Preparation of a budget plan can provide assistance towards this company in addressing issues and managing them. Amir et al. (2021) have addressed that development of budget helps a business in gaining a detailed idea regarding income and expenditure. Hence, evaluating needs and utilising resources skilfully this company can gain success and value. 
	Maintaining a proper budgeting can help this company in evaluating organisational resources and thus, without laying off employees, this company might assist employees in gaining retention successfully. 
	2 months
	05.03.2024
	£35,000

	03.
	Cancelation of Hotel Bookings
	Bringing in improved customer journey and providing them with assistance can assist customers in gaining better value. Rana et al., (2022) have addressed that integration of AI technologies to solve customers’ query can help them in gaining a better value successfully.
	It can be stated that integration of AI technologies for customer support can help this company in gaining a wider success in terms of strategic operation management successfully enhancing customer engagement rate. 
	2 months
	10.05.2024
	£25,000

	04.
	Complex Operating Environment
	Incorporation of inclusive operating environment can help a business in evaluating needs and necessities successfully and integrating employees of mixed cultures. Kaminski et al., (2020) have addressed that assistance from inclusive environment relationship and innovation management gets witnessed. 
	Inclusive operating environment can help this company in accessing a wide range of talents that can assist them in gaining value and integrity in terms of complexity assessment. 
	4 months
	05.09.2024
	£80,000

	05.
	COVID-19 Pandemic Situation
	Training employees with remote working capability and initiating strategic approaches to access situations can assist this company in enhancing organisational value.
	Incorporating effective situational assistance is going to provide this company with wider success in terms of value management in the organisation. 
	1 month
	08.12.2024
	£25,000


Table 4: Aspects of the Action Plan
(Source: Self-Created)
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The study summarizes the critical aspects of a consultancy report necessitating an approach to identify specific issues faced by Hotel Adlon Kempinski. This begins with an executive summary entailing the problems or issues faced by the hotel. However, this mostly focuses on relevant findings gathered from the report followed by an analysis. The analysis keeps a tab on describing specific issues such as the impact of COVID-19 on the hotel’s business, loss of jobs, a lack of profitability gained due to the impact of the pandemic, a lack of revenue generation, and improper training for staff to gain a business advantage. This includes a STEEPLED analysis which contributes to the evaluation of any external factors observed in the business. 
However, the inclusion of SOAR analysis brings forward strengths, opportunities, aspirations, and results gained from the analysis of the hotel. This analysis stands out to be crucial to pave the way for a stronger option for the hotel as it faces several issues. In converse, the use of TOWS analysis identifies key strengths, weaknesses, opportunities, and threats to the hotel. These are interlinked with specific observations of key elements gained from the matrix. In consideration of the issues faced by the hotel, several recommendations are taken into account as they target specific measures to provide advantages for the hotel. 
The recommended strategies, however, shed light on a change in staff work, sustainability measures, use of technologies, health and safety prospects, and many more to revolutionize the idea of transforming the hotel’s business. Further, the recommendations focus on encouraging customers to make direct bookings while enhancing the number of direct bookings leading to increased profitability per stay. However, the focus on collaborative marketing has kept a tab on ensuring business growth by partnering with stakeholders involved in the business. 
Furthermore, it can also be stated that assistance from employee evaluation and their need assessment can also help businesses in gaining process. In addition to this, Hotel Adlon Kempinski can also incorporate strategies like account evaluation and training employees to manage organisational resources successfully. Henceforth, with assistance from these major attributes, this company can easily address the issues of employees and provide them with greater assistance. Making employees a part of organisational approaches can help this business enhance employees' trustworthiness. Demonstrating reliability, employees assisting Hotel Adlon Kempinski can also increase its value and integrity within its existing global market. 
In addition to this, a detailed action plan has been developed that demonstrates which can easily address the needs of this organisation. Initiating approaches with assistance from this skilled plan can provide access towards success within this organisation. Hotel Adlon Kempinski can also help this business gain value and integrity with effectiveness showcasing value and pro-activeness in a complex environment. It can be concluded that despite facing complexities and issues, Hotel Adlon Kempinski has identified the root cause of organisational issues. By developing plans and initiating with strategies to mitigate issues, this company might be able to reduce issues successfully bringing in additional success towards progress and value management successfully and effectively. It can also be stated that this company can also incorporate reliability on employees and their actions which provides them with detailed guidance enhancing success and value in the market in an effective manner.  
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