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The present consulting report focuses on the issues and challenges that the hotel Radisson Blu is encountering. The report contains a SWOT and PESTEL analysis. The importance of conducting a SWOT analysis in identifying strengths, weaknesses, opportunities and threats and the importance of conducting a PESTEL analysis in identifying the impact of macro-environmental factors such as the political factors, economical factors, social factors, technological factors and legal factors have also been mentioned in the report. The mentioned analyses presented in the present consulting report have been able to identify several challenges that the hotel is encountering at present. The primary challenges that the hotel is encountering are in the areas such leadership, cost-management, staff training, international expansion, rebranding and restructuring the hotel,  customer service challenge and several challenges, risks have arisen out of the outbreak of the Covid-19 pandemic. 
The present report recognizes the goals such as expansion, rebranding and the fact the hotel is capable of keeping its guests' safe in the aftermath of the pandemic require the hotel to communicate these facts and messages to its consumers'. Apart from this, the outbreak of the Corona virus pandemic has also affected the financial condition of Radisson Blu. This has affected the goals of expansion and rebranding the report mentions that effective cost management can help the hotel encounter these challenges. The fact that cultural and emotional intelligence are essential attributes of the leaders of a global company has been mentioned in the present consulting report. Depending on this fact, the report has recommended the hotel to implement a leadership training programm to develop these leadership skills in the leaders of the hotel. Recognizing the fact that the hotel is under financial difficulty, the present consulting report has made several recommendations and the present report also advocates for incorporating digital marketing as a way for making effective communication for the hotel.
The topic has been discussed about the Radisson Blu which is included in the hospitality chain of Radisson group. The main topic discusses the weakness and threats that are being faced by the hotel's chains after the emergence of the Covid 19. However, it is also evident from the income statement that due to the fiscal year they have not lowered down their sales ratio. It is due to their quality of service that they are providing to their customers. Thus the transformational leadership has been chosen that can put a benefit for the employees working in the organisation. Moreover, as Radisson is trying to enhance its business in the Asia Pacific but is becoming challenging for them to expand because of different cultural systems.
The facts and figures are also available in the report which makes it authentic as they are collected from the journals. The agile methodology can also help the employees of the organisation to execute huge plans and projects after sampling it into different sections. It is a prominent way by which the leaders can motivate their employees towards a task. The market share of the company is throughout a vast location which helps them to get more customers. They are also having several stakeholders and promotional media from where the customers are searching for their hotel. The data that has been collected from the Google scholars which seem to be authentic and genuine. The autocratic leadership style is not appropriate for Radisson because those ladders will order their employees to perform better rather than motivating them. So the report decided that transformational and agile methodology is the best approach to overcome the challenges. 
The SWOT analysis helped to find out the strengths, weaknesses, opportunities and threats faced byRadisson Blu. The biggest strengths of Radisson Blu are its brand value, luxurious services, its discounts and offers and its discounts and its clever location such as becoming a favourite airport getaway for many travellers. The biggest weaknesses of Radisson Blu are its image of being too expensive, its staff and its lack of presence in the emerging markets. The opportunities that can benefit Radisson Blu are the current market situation and the growing emerging markets. The most significant threat that Radisson Blu faces are the intense competition from its competitors, and the negative reviews from its guests and the current economic status of the world due to the global pandemic (Şenol and ZEREN, 2020). Radisson Blu is a huge brand that has an unlimited source of experts. With clever and careful strategies Radisson Blu can easily eliminate their threats and stop their weaknesses to bec0ome threats. The PESTEL analysis shows the way the six factors of a country could affect Radisson Blu and their business. If a country has an unstable political environment it will affect Radisson Blu negatively. The same way, if a country has a declining economy and a negative growth then it will also interfere in the growth of Radisson Blu. The social environment of a country such as the UK will also affect a business Radisson Blu in many ways (Joshi and Bhaskar, 2020). The UK’s culture, their diversity and any presence of cultural disruption will also affect Radisson Blu growth in the country. The report discusses the PESTEL and SWOT factors in more detail. The report also includes recommendations or suggestions that could help Radisson Blu to overcome their challenges and weaknesses. Radisson Blu will have to expand their business to catch more market share and eliminate their competitors and rethink their training and development programme for their employees and staff to counter the negative reviews from their guests.     
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[bookmark: _Toc63184462]Introduction
The hotel industry is susceptible to many challenges. The smooth functioning of business operation depends on identifying these challenges and taking actions accordingly. The present report is a consulting report centred on the functioning and business operation of the hotel Radisson Blu. The outbreak of the Covid-19 pandemic has significantly affected the hospitality industry all over the globe. The hotel has not been an exception. The hotel has to adapt to the environment and atmosphere prevailing in the 'new normal' era to sustain its hospitality business (Board, 2020.). Adapting to the new normal era demands the hotel to analyse the factors - both internal and external that may have an impact on the business operation of the hotel. The present report uses the SWOT and PESTEL analyses to closely assess the present business position of the hotel and determine what requires changes in the hotel and what strategies or plan of actions the hotel has to adopt. SWOT analysis stands for Strengths, Weaknesses, Opportunities and Threats. This analysis is used in business organisations for identifying the four components - strengths, weaknesses, opportunities and threats of the business organisation. Conducting a SWOT analysis would help Radisson Blu hotel to identify these components related to the hotel and this would help the hotel improve in the areas in which the hotel requires improvement. The letters in the PESTEL stands for Political, Economical, Social, Technological, Environmental and Legal. The PESTLE analysis helps a business organisation to understand the impact of macro-environmental factors on the business organisation. All these indicate that conducting a PESTEL analysis would help the hotel- Radisson Blu to determine the impact that external macro-environmental factors have on the hotel. The understanding regarding the impact of these external factors and the weaknesses, threats that the hotel is facing would help the Hotel to improve and strategies for development. The knowledge related to strengths and opportunities may assist the hotel when planning for expansion.
[bookmark: _Toc63182710][bookmark: _Toc63184463]Scope and analysis
Radisson Blu is an international hotel chain under the umbrella of Radisson Hotels. The chain can be traced back to the 1960s. It was known as Radisson SAS and was rebranded in 2009 giving it a new look and the name Radisson Blu came into existence. Radisson Blu became the largest upscale hotel in all over Europe in 2010 (Madar, 2017). Currently, Radisson Blu has its hotels in a total of 380 locations across the world. Radisson Blu is most famous among wedding parties, leisure travelers, business traveler and honeymooners. The hotels are famous for being perfect airport getaways located near many airports in major cities and leisure destinations. Radisson Blu is known for their luxurious, engaging and vibrant hospitality. However, there have been complaints about the customer service of the hotels. Most of the Radisson Blu hotels are concentrated in the Middle East, Asia Pacific Region, Europe and Africa. The headquarters of Radisson Blu is located in Brussels, Belgium and Minneapolis, the U.S. There have been many reports of guests being mistreated and leaving unsatisfied by Radisson Blu (Ilina, Miloradov and Kovaltchuk, 2019). Guests reportedly have faced issues like unhygienic rooms, being mistreated by staff members and unhygienic food. 
 Following is a SWOT analysis of Radisson Blu to understand the brand better.

	Strengths 
	Weaknesses
	Opportunities 
	Threats

	· Most guests of Radisson Blu praise their services and luxurious atmosphere.
· Radisson Blu has a great global presence and their clever locations like near the airports in major cities offer them a lot of advantages
· They attract more customers with their go deals and promotional offers and activities such as the Radisson Rewards.
· Radisson Blu with the Radisson Group being their parent company has a great brand value, especially in Europe and the Middle East.
	· Radisson Blu being associated with Radisson Groups has a reputation of being too expensive (Jones and Comfort, 2020).
· Radisson Blu needs to train their staff more effectively as many guests complain that the staff members of Radisson Blu lack basic communication skills as they could not provide their guests with the services they demanded of them.
· Although Radisson Blu is well established in many mainstream countries in the world, they still do not have much presence in emerging countries.  
	· Although the current financial state of the tourism sector is bound to take a toll on the hotels' revenue, the situation also presents Radisson Blu with opportunities to attract more guests with a better offer than their competitors.
· The global tourism market is constantly expanding. With the help of social media, new places are popping up every few days (Dimitrios et al., 2020). This presents a great opportunity for Radisson Blu to expand their business according to the customer preferences as tourists are looking for novel and offbeat destinations. 
	· Radisson Blu faces great competitions in the hotel's sector from top-notch brands including Four Seasons Hotel and Ritz Carlton. These brands are also growing rapidly and expanding their market. 
· The current economic status of the world because of the global pandemic is bound to impact the brand’s economy and revenues as well as their spending power.
· The low customer reviews from Radisson Blu’s guests may impact the hotel's image as a trustable brand.
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Image: SWOT Analysis
(Soure: Dimitrios et al., 2020)
The SWOT analysis effectively points out Radisson Blu’s will have to keep improving their strengths to maintain their reputation among their guests. Radisson Blu will have to spend more on advertisements to make people aware of their go deals and other prices, so their customers can get a look at their real prices rather than assuming them because of their brand value. Radisson Blu will also need to train their staff more effectively to avoid any misunderstanding between them and their guests. They will also have to expand their business in new emerging markets. They will need to grab the opportunities that a newly famous tourists place or a developing market presents before their competitors. 
Following is a PESTEL analysis of Radisson Blu

	Political Factors
	Economical factors
	Social Factors
	Technological Factors
	Environmental Factors
	Legal Factors

	· The political factors of a country play a significant role in the growth of its industries. Change of political parties and the government can impact a brand in many ways.
· In the UK, the political environment is one of the most stable in the world.
· However, factors like BREXIT has affected the country’s political environment.
· This caused brands like Radisson Blu to rethink their strategies. 
	· The UK is a developed country with a thriving economy. 
· However, the global pandemic and the BREXIT has had a significant negative impact on the country’s economy (Gössling, Scott and Hall, 2020). 
· Not only the UK’s GDP went down but also the huge manufacturing company and its tourism sectors were badly affected.
· As the tourism sector saw a devastating year, the number of guests of Radisson Blu also went down putting a lot of pressure on the hotel’s spending sum.
	· The UK attracts lots of tourists and investors and it also has a significant young population.
· Both of these factors positively affect Radisson Blu revenues.
· However, recent situations have caused a decline in these numbers.
· The UK is known for its peaceful social environment and is hopeful to bounce back from the fall soon.
· Radisson Blu is quite popular among the UK’s rich and young and as the country is known as a hub for students and global businesses, Radisson Blu would not take much time to catch on its previous revenues.
	· A country’s views towards innovation and creativity can impact the businesses established in the country. 
· The UK government has a great infrastructure that allows its businesses to be innovative.
· Radisson Blu uses innovative technologies to leave a positive impact on its customer.
· As the UK is a developed and technologically advanced country, Radisson Blu can use all of their resources to cleverly promote their discounts and offers to their existing customers and potential guests. 
	· A country’s environment factors include their green spaces and their carbon emission.
· The UK and most European countries have been concentrating on promoting a greener environment to address climate change.
· Radisson Blu can take advantage of this green movement and can come up with their environment-friendly offers.
· They can use renewable energy as their energy sources.
· Plan more green spaces on their estate.
· Also, can promote the use of recycling products and eliminate plastic. 
	· A country's legal system has a huge impact on its industrial growth.
· Radisson Blu has most of its businesses in developed countries where the legal system is more sort out and less corrupted.
· If a country has a complex and corrupt legal system, it will harm its businesses.
· A fair justice system is necessary for companies to grow. 
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Image: PESTEL Analysis
(Source: Haryanto, 2020) 
The PESTEL analysis shows the factors that may or have been already affecting the growth of Radisson Blu. The analysis shows that factors such as BREXIT and the Covid-19 have had a significant effect on Radisson Blu. The political factors that affect a business include the government and their cooperation, the stability in the country’s politics and its fairness (Haryanto, 2020). A country's GDP and its economic growth and development are the economic factors that will affect Radisson Blu. The social factors that will affect Radisson Blu are the country's cultural dynamic, its diversity, the people and their preferences. For Radisson Blu to grow in a country, its legal system will have to be fair and organised. A country's environmental factors and its technological factors will also have a huge effect on Radisson Blu.  
[bookmark: _Toc63182711][bookmark: _Toc63184464]Main Body
Radisson Hotels is one of the largest international chains of hotels which control the Radisson Blu. They are having some sorts of weaknesses and threats while expanding their business to the Asia Pacific. However when they are going to expand their business to other continents then they have to face several challenges regarding the change in leadership style and reconstructing (Alghamdi, Topp and AlYami, 2018). Thus the change in the culture of the Radisson Blu can become a challenge for the higher authority to enhance their business. Even the Radisson Group is planning to rebrand and reposition their brand names which cost 200 million USD. Thus when the cost management is high for the company then they do not need to perform such type of transformation or movement. Among 73 countries they have spread their business in turn of which they are unable to have better connections in between all their sub-branches. Moreover, in all the branches different leadership and management qualities are followed which are also hampering goodwill of Radisson in front of their customers (Tepper et al., 2018) As their customers are unable to detect that they are travelling in different segments of their hotels and the hotels are mainly focused on the particular countries they are belonging to (Qiu, Dooley and Palkar, 2017). Due to the emergence of the pandemic situation the hotel has to take several precautions so that they can train their employees to provide better hygiene to their customers. Moreover, external threats are becoming too much trouble for them. The international chains of hotels are behind them to compete. 
Some recommendations are to be recommended so that Radisson Blu can help themself to get out of the problems. Firstly it comes to the leadership problems that mean the leaders need to change their leadership styles according to the specific country the Radisson branch is belonging to. The autocratic styles can be chosen that means the leaders may offer rather order to their employees to work according to their leader's requirements (Jaswal, 2020). In some of the cases the employees can face difficulty while communicating with those types of leaders. In certain situations, autocratic leaders are unable to propose and execute planned projects from their employees. However, the autocratic leaders are the ones who can execute crucial points easily as they are only motivated towards the work. 
[image: ]
Image: Leadership styles
(Source: Jaswal, 2020)
After evaluating all the leadership styles the transformational leadership style is the appropriate one which can help the employees to be motivated towards the work. Moreover, the transformational leadership can help Radisson group to promote and execute their hospitality and tourism in teamwork. Thus it can be concluded that teamwork is an effective tool where many other professionals with distinct skills are present (Malik, Javed and Hassan, 2017). Thus they can provide individual ideas by which Radisson can innovatively execute their plans. The transformational leaders can help the organisation to guide their way towards the vision by motivating its employees. The transformational leadership style is also the integration of all other leadership styles so it is also known as the Full Range Leadership Model. In this way, the problem of the leadership styles in different countries as they are facing can be solved (Andriani, Kesumawati and Kristiawan, 2018) Even Radisson Blu will be able to expand their business to the Asia Pacific with the transformation leaders. It is one of the leadership styles by which one leader can change their motivation when they are shifting their organization to any other country. Thus the expansion plan has been sorted. 
[image: ]
Image: Transformational leadership
(Source: Andriani, Kesumawati and Kristiawan, 2018)
The management techniques need to be included in which the company can get modern solutions to their problems. The decision-makers need to promote their decision making in such a way so that they can effectively work with their employees. The financial statement of Radisson needs to be proper then only they need to take part in promotional costs (Eisenberg, Post and DiTomaso, 2019). Otherwise, if they will spend their funds unlimitedly they will be unable to expand their business properly. The decision making skill is one of the best skills that can be attempted by the company which will help them to make effective decisions which will help to run their organization shortly (Hoch et al., 2018). Thus Agile is one of the famous management techniques by which the organization can split their task into different sections. In such a way the plan becomes easy to execute by the employees. In this way, the financial teams can split the task and arrange funds that are to be needed for promoting their brand. 
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Image: Management techniques
(Source: Hoch et al., 2018)
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Images Agile methodology
(Source: Hoch et al., 2018)
One of the major problems is that Radisson Blu is situated in different countries so they are unable to communicate with all their branches. Thus the management of the hotel chain needs to be unique and maintain different management styles according to the locality of the specific branch of the hotel (Kouni, Koutsoukos and Panta, 2018). They are covering 73 countries where they are providing their services so it can be widely understood that the leadership styles are not the same in all their branches. If the leaders of all the organizations have transformational leadership then they will be able to transform their characteristics according to the needs of the specific locality of the hotel. Moreover, these are the ways by which they can compete with their competitors (Faupel and Süß, 2019) If they can opt for changes of leadership styles according to the requirement of a specific country then they can get more customers under their account (Boamah et al., 2018). Moreover, by all these techniques the leader can guide the employees to provide better customer interaction which will get a broad spectrum to get customers. The transformational leaders are the ones who can help the employees to get trained in a proper way to cope up with the Covid 19 situation. However, in the present situation, the customers are assuring for the hygienic conditions (Sun and Henderson, 2017). Thus the employees need to be trained properly so that they can maintain proper hygiene in their hotels. Even when the customers are interacting with the customer then they need to provide answers to their customers promptly.
After investing all the weaknesses and threats of Radisson Blu many of the opportunities and strengths can be recognised which helps them to overcome either business. The quality of the services is very prompt by the employees for which they are getting more customers in their business (Bednall et al., 2018). As headquartered in the United States they have expanded their business in many other countries which are helping them to develop their physical evidence. Moreover, Radisson provides rewards to their employees so that they can get motivated towards the work. Additionally, the transformational leadership style will play a great role in such conditions while providing rewards to their employees. The target market of Radisson Blu is wide from where they are gaining more potential customers. Moreover, customers experience a unique brand identity from Radisson. The employees of the hotel follow emotional connectivity with their customers which are helping them to build a strong baseline and long term relationships with their customers (Amor, Vázquez and Faíña, 2020). The quality of the services is very prominent and designated by the Radisson group. Thus the issues have been analysed properly and each of the segments has been discussed. From the below chart it can be understood about the net interest income of Radisson blu:
	Year
	2020
	2019
	2018
	2017
	2016

	Net income statement 
	4034
	3909
	3909
	3777
	2919
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Image: Market share of Radisson Blu
(Source: Amor, Vázquez and Faíña, 2020)
The above image describes the market share of Radisson blu which helps them to expand their business. In many parts of the world, the hotels of Radisson Blu are expanded. Thus they need most of the market share to be helped by their stakeholders. In 2019, the hotel opened many of its hotel brands which are named differently. Most of the overseas customers are travelling to their hotels which are helping them to expand their business globally (Carleton, Barling and Trivisonno, 2018). The below image depicts the brand image of Radisson. It can be identified that Radisson is staying in the upscale among its competitors. Even Radisson is involved in several social media websites from where they are getting most of their market share. The social media includes Google, Booking.com, Trip Advisor, Ctrip, Hotels.com and Expedia. From all these platforms most of their customers are searching for their websites to book hotels. Radisson hotels have somehow faced the challenge due to the expansion of the Covid virus globally (Tabassi et al., 2017). Social media are helping the Radisson to promote their business in the fiscal year also. Thus it is evident from the income statement that the sales ratio has not been dropped. Radisson Blu is situated in many other countries so that customers are getting the option to choose their desired place to stay in. 
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Image: The brand value of Radisson
(Source: Tabassi et al., 2017)
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Image: Market share of Radisson Blu
(Source: Tabassi et al., 2017)
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Image: Company houses of Radisson Blu
(Source: Madar, 2017)
The above are all the images regarding the evidence of Radisson Blu. From the company's official website it is evident that most of the customers are offered several rewards and discounts by which different customers get into their service. The discounts and rewards include Free Awards Nights, Elite Status to exclusive members, valuation redemption points, earning points and many more. Radisson Blu and Group always follow the quality of their service and try to make things innovative in virtue of which new and potential customers can get attracted (Madar, 2017). Thus the quality of the business strategy is helping them to expand their business. Moreover, the employees who are being recruited in their hotel industry are fully professional and trained. Moreover to compete and deal with the present situation the leaders and the HR managers are providing them training to maintain hygienic places and maintain proper distancing when the customers are arriving in their hotels (Duan et al., 2017). Even the employees and workers are provided with internships by which they are getting more knowledge about the working culture of Radisson Blu. Thus the agile methodology and transformational leadership can help the employees to bring determent in their business strategy. 
The hotel management graduate students are being provided with internships to build a bridge among the gaps of communication (Kukreti and Dani, 2020). The human resource department of the hotels is aware of the training which needs to be provided at a certain and regular interval of time to the employees. Even the health of the employees is also considered by the Radisson Blu. After verification of the health of the employees then only they are selected and recruited. Moreover, the employee's biodata is also being considered and are being checked towards their bio-history. Thus after all these processes, Radisson recruits their employees and also they gets to be professionally skilled (Jena, Pradhan and Panigrahy, 2018). According to the HR manager, it is confirmed that the employees need to be properly skilled and should know different types of languages efficiently so that they can communicate with their customers of different languages. 
[bookmark: _Toc63182712][bookmark: _Toc63184465]Findings and Results
The analyses have indicated that the hotel- Radisson Blu is encountering several challenges. The outbreak of the Covid-19 pandemic has added to the challenges of the hotel. The challenges that Raddison Blue is currently encountering are in the areas of -

	Leadership Challenge 
	The hotel aims to expand its business across the region of Asia Pacific. This indicates strong leadership is required to fulfil the present goal of the hotel.


The fact that the hotel wants to expand across borders indicates that the hotel may have to employ employees belonging to different nations and culture (Wihuda et al., 2017). The primary job of leadership is to motivate and inspire employees for the realisation of a common goal. The fact that the leadership has to motivate and inspire employees belonging to different areas of the world indicates the development of strong emotional and cultural intelligence is required among the leaders of the hotel (Vuković et al., 2018). Developing these skills may prove to be a challenge for the hotel.

	Rebranding 
	The hotel is planning for rebranding and restructuring itself. This indicates the hotel may face several challenges from the areas such as customer engagement, marketing communication and others (Schulz et al., 2018).



The fact that the hotel wants to restructure and rebrand itself has put the hotel before several challenges (Zhao et al., 2018). Restructuring and rebranding indicate the hotel has to communicate this to its customers via effective channels otherwise the restructuring may lead to confusion among its customers’ group (Tarnovskay and Biedenbach, 2018 ). This also makes the hotel susceptible to losing its loyal consumers’ base in case the rebranding and restructuring fail to attract its loyal consumers’ base. 

	Pandemic Challenge
	The outbreak of the Covid-19 pandemic has put several risks and challenges before the hotel (Jones and Comfort, 2020). This includes implementing effective devices for the sanitization process, communicating to consumers’ that hotel follows appropriate hygienic measures and training of the staff.


The outbreak of the Coronavirus pandemic has severely affected the operation of the Radisson Blu hotel. The challenges that have arisen by the outbreak are that the number of consumers’ of the hotel has decreased, the staff requires training to adapt to the new normal era and others (Davahli et al., 2020). The primary reason behind the drop in several consumers' is the fear related to hygiene and sanitization practice (Khan et al., 2021).  All these indicate improving the sanitization process, training of the employees’, communicating to consumers’ that the hotel is maintaining all the measures are the challenges that the hotel is facing (Zhu et al., 2019).
	Customer Service Challenge 
	The fact that the hotel is restructuring and rebranding itself, expanding across borders and trying to adapt to the new normal era has put the hotel before several challenges and customer service challenge is one of them. Expanding across the border means to set up the brand the efficiency of the customer service should be same across all the branches of the hotel.


Customer service is a crucial part of the business operation in the hospitality industry (Teng, 2019). The fact that the outbreak of the pandemic has arisen the fear related to hygiene, cleanliness and sanitization among the consumers’ indicate that customer service of the hotel has to communicate to the consumers that it is safe to take the services of the hotel (Buhalis et al., 2019). This means the employees’ working in the customer service department of the hotel has to be trained related to the guidelines regarding the safety process for the Corona Virus pandemic prevailing in the area. Apart from this, the analyses have revealed that the hotel is facing significant challenges from its rivals. This means the efficiencies of the customer services of the hotel can prove to give the hotel an advantage over its rivals. All these indicate developing an efficient customer service may prove to be a challenge for the hotel.
	Cost Management Challenge 
	The hotel is planning for expansion, rebranding, restructuring and training the staff and other measures. The analyses have revealed that the expansion of the hotel requires a large sum of the money. Apart from this, the outbreak of the pandemic has also affected the hotel financially (ERTAŞ and YAĞCI, 2020). All these indicate managing the budget and costs are proving to be challenging for the hotel.


The global decline in the economy and the fall in the number of its consumers’ due to the outbreak of the Pandemic has put the hotel in financial difficulty (Milojevic and Katsadze, 2020). The hotel aims to expand its business across borders, reposition itself, rebrand itself, train its staff for internalization, for adapting to the new normal era and all these indicate the hotel needs to make use of marketing communication to promote its branding and to communicate related to other measures to its consumers (Akbar and Tracogna, 2018). All these require the hotel to incorporate effective cost-management. The cost management challenge before the hotel in the present situation is prioritizing the tasks that the hotel should focus on financially as the hotel is in a financially difficult position.

[bookmark: _Toc63182713][bookmark: _Toc63184466]Action Plan

	Number 
	Problem
	Solution
	Desired Outcome 
	Time Scale 
	Completion Date  
	Planned Budget

	1. 
	The present leadership framework is not much effective and is not likely to cater to the expansion goal of the hotel. 
	The leadership framework can be enhanced by providing proper and effective training. The training must include developing the cultural and emotional intelligence of the leaders to ensure that leadership is effective in managing a global workforce (Sousa and Rocha, 2019). Apart from this, the training should also develop inter-communication skills of the leaders.
	The present inefficiencies of leadership would improve. The development of intercultural communication skills, emotional intelligence and cultural intelligence would help the leaders to manage the global workforce of Radisson Blu hotel. This would support the international expansion goal of the hotel. 
	5 months 
	5.05.21
	£10,000

	2. 
	Rebranding of the hotel may make the hotel lose its present consumer base. The problem also lies in the area of making effective communication.
	The solution is to invest in advertisement and promotions for communicating the message of rebranding by the hotel (Suryawanshi and Shankar, 2018). The rebranding image of the hotel must highlight the popular feature of the hotel to retain its loyal customer base.  
	The outcome of taking these measures is going to be an increase in the number of new customers, retention of old customers and brand popularity. 
	7 months 
	6.07.21
	£20,000

	3.
	The hotel is encountering problem about adapting to the new normal era. The staff requires training. The hotel needs to communicate to its consumers' that the hotel is following all the required measures. The hotel also needs to focus on managing its costs. 
	The hotel has to adopt effective sanitization process and has to implement effective technology use for this (Pai et al., 2020). Apart from this, the hotel needs to communicate regarding its measures to its consumers to build trust. The hotel can receive financial consultation for cost management.
	The outcome is likely to be positive as the cost management would help the hotel decides what tasks require immediate investment and the training of the staff would enhance the customer service framework. 
	10 months 
	8.10.21
	£50,000



[bookmark: _Toc63182714][bookmark: _Toc63184467]Recommendations
· All the goals of the hotel - such as international expansion, repositioning and rebranding of the hotel demand the hotel to make effective marketing communication and it also require the hotel to invest in advertising and promotions. The hotel is also encountering financial difficulties. All these indicate the hotel has to select a medium which is cost-effective and far-reaching for advertising and promoting its brand and also for communicating the brand message. It is recommended that the hotel communicates about its rebranding, expansion plans through digital media (Parvez et al., 2018). It is recommended so as digital media such as social media has a wider reach and it is also cost-effective.
· It is recommended that the hotel implement and incorporate effective sanitization process to create the perception in the consumers' mind that taking service of the hotel is safe (Jiang and Wen, 2020).
· It is recommended that the hotel arranges training programme for its leaders and employees and nurture skills such as emotional intelligence, cultural intelligence and others. This would be effective in supporting the international expansion goal of the hotel.
· Radisson Blu will have to expand their businesses in emerging markets and novel tourist destinations if they want to keep their existing market share. This will have to offer more discounts and exciting services to eliminate their competitors.
· Radisson Blu will have to focus more on improving its customer services. Customer feedback is important for Radisson Blu to attract more customers. The negative reviews can significantly harm the brand's reputation (El-Sawalhy and Farid, 2017). Radisson Blu will have to give their staff more training and learning opportunities. They will also have to improve their recruitment process and hire people that are motivated, committed and open to learning.
· Radisson Blu will have to take extra care and make sure their services are hygienic to avoid negative feedback.

[bookmark: _Toc63182715][bookmark: _Toc63184468]Conclusion
Radisson Blu has a great reputation and brand value but there are a few factors that may affect their revenue in future. As said in the report, Radisson Blu will have to focus more on the training and development of their employees (Dzhandzhugazova et al., 2017). They will also have to improve their recruiting process and hire people that are suitable for their job positions with good communication skills and open to learning and motivation. This way Radisson Blu can improve its customer service and avoid negative feedback. Radisson Blu will also try to expand its business in emerging markets. Emerging markets that are constantly growing and have a rising number of upper-class families can benefit Radisson Blu in many ways. Emerging markets are also more likely to allow businesses to be more creative and innovative. Radisson Blu can use this opportunity to be more creative with their services. More people perceive Radisson Blu as a more expensive brand than it is because of its connection to the Radisson group. Radisson Blu can change that perception by advertising their discounts and offers like the Radisson Rewards more efficiently (Priyo, Mohamad and Adetunji, 2019). Radisson Blu can also take advantage of the green movement that is happening in most countries to counter climate change. Radisson Blu can introduce their plan of using sustainability to give their guests a fulfilling experience. They could use renewable energy or ban the use of plastics on their establishments. This will also positively impact the brand's image in the eyes of its customers. The SWOT analysis shows that the biggest threats that Radisson Blu faces come from their competitors and the current global economy that have significantly slowed down because of the global pandemic. 
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