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[bookmark: _Toc136867061]Executive Summary 
The assessment of this consultancy report was subjective to the case analysis of the impact of the COVID-19 pandemic on the hospitality and leisure industry. The basic objective of this consultancy report was to deliver the key facts and assessment modules related to the impact of the COVID-19 pandemic on the hospitality and leisure industry to the organisation named Royal Uptown. The location of the organisation is in London. It is a hotel-based business specifically related to hospitality and leisure services. The report has aimed to analyse how COVID-19 has impacted the whole hospitality industry of the United Kingdom, and based on this, the report can deliver key recommendations, and actions to the chosen business organisation Royal Uptown to proceed forward with its operations in the supply chain, manufacturing and other important entities. The report has tried to reflect on the conditions of the year 2019, the economic specified output of the sector of hospitality was approx. £59.3 billion which was around 3 per cent of the whole economic output of the United Kingdom. 
The entity of hospitality businesses also represented around 3-5 per cent of the range of businesses in each region and country. In the period of three months to March month of 2020, there were around 2.53 million jobs in the sector of hospitality and leisure in the region of the United Kingdom; it was specifically representing 7.1 per cent of the whole employment of the United Kingdom. The hospitality industry was a higher range of proportion of foreign-born workers, part-time employees and workers, workers with minority-specified ethnic backgrounds, and younger workers proportion as compared to other specified sectors. The entity of the median hourly range of pay is also lower in the sector of hospitality as compared to other range of sectors. The specific restrictions on trading disproportionately have also impacted the range of hospitality business. The specific restrictions have also ranged from the forced limits and closures on the process of opening hours to the particular factors that impact the customer demand and capacity, like the different rules on the number of people that could also meet the table specified service and indoor requirements. While the entity of restrictions and forced closures limited the businesses and customer demand, the business of hospitality has also continued for facing fixed specified costs like staff costs and a certain range of properties. 
The report has further found out in its analysis that some of the specific hospitality specified sub-sectors fared also an ideal aspect than others. For instance, late-night specified businesses like the businesses and nightclubs in the city-specified centres were the hardest form hit. The entity of the sub-sectors accommodations and accommodations (self-catering) specifically benefited from tourism (domestic) and had also recovered faster than the range of hotels that rely on global visitors. The hospitality and leisure sector saw major declines (economic) of all the key sectors during the pandemic of COVID-19. The entity of the specific health restrictions (health) has also seen a larger range of falls in the output. The peak of the downturn economic was in April month 2020, when the different economic specified output in the accommodation and food sectors was approx. 90 per cent below the levels (pre-pandemic). Overall, the economic-specified output (hospitality) was also 42 per cent lower than the year 2019, in 2021; the hospitality-specified output was also 21 per cent lower than the year 2019. The industry share of the hospitality sector of the United Kingdom specifically fell from 3 per cent in the year 2019 and 2 per cent in the year 2020 to 2021. 
Furthermore, in the report, the assessment has focused on the business-specified resilience and trading status. The entity of the hospitality specified businesses has also reported quite higher than the average range of proportions of the specific businesses with cash reserves, business confidence and low profits all through the COVID-19 pandemic. It is not specifically possible for saying exactly how many businesses of the hospitality have been closed during the COVID-19 pandemic. Between the periods of January 2020 to 2021, there were approx. 10 per cent of falls in the businesses of the hospitality sector in the United Kingdom. 
The report has compared this with the 7 per cent of fall in businesses all across the different sectors. Looking at the employers in the hospitality sector although, there was approx. 3 per cent of increment in the businesses in the hospitality and leisure sector. The report has further analysed the condition of the labour market. Here the report has analysed that from January and March 2020 to October December 2021, the number of workers in the hospitality sector fell by the number 90,000 or 3.6 per cent. This has also been compared to a 1.3 per cent decline in jobs all across the different industries over this particular period. The hospitality and leisure sector was one of the major users of the job retention (coronavirus) covid-19 (Furlough scheme or CJRS), which also played a part in the process of protecting the jobs in the specific sector. In the total factor, all across the complete length of the specific scheme, 2013 million jobs in hospitality was also furloughed, 18 per cent of all the key jobs (furloughed).  
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Purpose Of The Report – the purpose of the report is to provide a consultancy report for a hotel property named – ‘the royal uptown' based in London City. The report aims at performing a research-based analysis of the company by covering the key aspects of the business in its current state. Covid -19 has been one of the key elements that have impacted the business hence the report covers the same along with several other influences that impact the business of the royal uptown. The research would be based on the current fashion of the hospitality industry specialising in the hotel business in the market of UK. The report firstly provides an overview of the hotel industry in the town as well as the prominent competitors in the region. The report then describes the key positive and negative aspects of having a hotel property in the region with a rapidly changing hospitality industry. Hence the consultancy report will provide the key issues and the possible solutions to the same so that the organisation can improve its overall performance.        
Problems/Issues To Be Addressed – the report are going to address the key issues the company is facing in terms of its service, marketing and disaster management. The services refer to the key features that the company has to offer to its customers. On the other hand, marketing refers to the very strategy of promotions. The report is aimed to serve both purposes and make a comprehensive analysis addressing the same including the key elements of disaster management. The report would be prepared using the PESTEL and SWOT analysis which would provide a descriptive overview of the key internal as well as external factors that influence the organisation. The two models would help in understanding all the possible factors involved in the periphery of the organisation. Other than the two models the report will also use a reflective and observational description of the organisation.   

[bookmark: _Toc136867063]Scope and Analysis  
Description – The Royal Uptown has been located in the city of London at Great Russell Street. The hotel has been designed to have a total of 250 rooms with 200 at complete function currently. The hotel has been located at the side of the street a short distance from the British Museum. With a total of 250 rooms, they offer luxury hospitality and leisure services to tourists and locals. ‘The royal uptown’ provides services for stays, entertainment, food and drink, cultural activities etc. One-night stays and food are the key services that the customers are attracted to as these are the areas of strength for the company. In terms of the quality of food, it offers a huge variety of snacks, main courses, sweets and several adventurous food items. The location has been chosen to keep in mind the tourist activity in the location for the sake of visiting the British museum nearby. Hence the hotel has been established to serve the tourists visiting the place which has been known for being one of the most prominent tourist destinations.   
Status in the Market/ Current Affairs – in the current times the hotel has been seen to be caught in a controversy for using non-eco-friendly material in the hotel furniture and massive food wastage. In the times of the pandemic covid-19, the company has also been seen to be inactive as it did not have many resources back then. On the other hand, it has established a decent reputation in the market through its luxury services and quality of food. The hotel has been known as one of the key destinations for food enthusiasts. 
USP – the unique selling point for The Royal Uptown is the quality of food it offers as there are a huge number of food enthusiasts in the city of London, coming from a variety of locations across the world. The hotel has a diverse and wide range of food items in its menu whereas they offer a separate menu for breakfast and mid-meal snacks.  
PESTEL Analysis   
	Political 
	Economic 
	Social 

	1. Political partiality 
2. BREXIT (Filimonau and Mika, 2019)
3. Governmental tax policies
4. Covid-19 regulations 

	1. British economy 
2. Increasing inflation 
3. Rapid growth in individual’s finances
4. Unstable global economy 
	1. Veganism (Fan et al., 2019)
2. Changing food habits
3. Increasing ageing population (Boella And Goss-Turner, 2019)

	Technological 
	Environmental 
	Legal 

	1. Increasing social media usage (Tajvidi and Karami, 2021)
2. Data security issues
3. UPI models 
	1. Pollution 
2. Food wastage 
3. Climate change (Cuomo et al., 2021)
4. Covid – 19 
	1. High crime rates
2. Safety regulations
3. State policies 


	
The PESTEL analysis describes the external factors that influence the business activities of the royal uptown. The very first factor that influences the business is the political activity of the county of Britain. Firstly some political parties do not support hospitality businesses due to lesser profit share them. Thereafter covid-19 has been one of the key hurdles in the way of ‘the royal uptown’ and its flow of different business activities. This has led them towards poor performance (Roy and Chowdhury, 2021). Secondly, the economic conditions of the country are one of the key reasons for the financial struggle of the royal uptown.
 The economy of Britain has been on the rise for the past many decades in which the hospitality sector contributes approximately 3% to the overall economic input of the country (Thommandru, et al., 2023). The other aspect of the UK economy is the increasing inflation and tax rates that make it difficult for the royal uptown to survive in the times of the pandemic. 
There has been a massive increase in the total amount of individual income of the general citizen of Britain. The better financial status of the general population has allowed customers to buy and enjoy luxury services. Hence they are one of the key contributors to the growth of hospitality business in the UK whereas the unstable global economy is a major challenge. Hence several fluctuations in the economic world influence the working pattern of the royal uptown. 
The third external factor that has influenced the key strategic decisions of the company is the social narrative around the hospitality and leisure business. Since in modern times, food habits seem to be changing at a rapid pace which has been a concern for the food and luxury businesses (Guachalla, 2022). For example, the increasing trend of veganism has increased the supply of food and products made without animal cruelty. This narrative of eating has been completely different from the traditional food habits of Great Britain. The technological sector is another big influence on the hospitality sector. At the very first the usage of social media has risen which offers great opportunities for the royal uptown to market its brand using these platforms (Odey 2021). On the other hand, with the constantly increasing digital engagement, the issues of data security and online fraudsters have also come into play. In terms of environmental factors, the royal uptown has faced various sustainability issues such as; water and food wastage and pollution. This has harmed the reputation of the company (Fonseca and Carnicelli, 2021). Lastly, there are several safety regulations that the royal uptown has as it gets involved in food and safety legalities. The high crime rate in the city of London is one of the key restrictions in the way of a safe and reliable hotel business.      

SWOT Analysis
	Strengths 
	Weaknesses 
	Opportunities 
	Threats 

	· Good market reputation (Foroudi, 2019)
· Good food quality 
· Suitable location (Yang and Mao, 2020) 
	· Insufficient diversification
· Poor sustainability status 
· Poor marketing (Aydin, 2020) 
	· Expansion in other locations 
· Exclusive services 
· Affiliation with travelling companies 
	· Technological revolution 
· Sustainability issues/pandemic 
· Intense competition  



The SWOT analysis describes the key positive as well as negative aspects of 'the royal uptown' where at very first it says that the company has been able to gain a great market reputation. This has been due to the good quality of food and consistent services that it has offered for years alongside having a good location. The hotel has been situated nearby the British Museum which makes it easier for visitors to find the place for their stay (Lee et al., 2020). On the other hand in terms of weaknesses, there are a number of points to consider for the royal uptown. The very first weakness it has is the limitation in the number of services it offers as it does not have a diverse portfolio. For example, the two key areas of its service are food and a one-night stay whereas it needs to focus more on luxury services and entertainment. Another weakness of the company has been its marketing strategy as it has not taken good advantage of the digital marketing tools available (Garrido-Moreno et al., 2020). In terms of the opportunities, the company has various elements to take into account such as; further expansion of the branches in other locations of the country. Manchester and Edinburgh are some of the most suitable destinations for brand expansion in other locations. It can also make allies with travel companies and airlines so that they can offer holistic packages and offers to their customers. Lastly, the royal uptown is going to face threats such as; intense completion and sustainability issues at a global level (Jones and Comfort, 2020). 
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Based on the external and internal analysis of the company in terms of various factors that impact its performance, there could be many conclusions drawn from the report. Firstly Royal Uptown has been working in the industry as a well-established hotel brand in the city of London. There are different stages of success and failure that the company has gone through in terms of its internal as well as external management. In the times of the pandemic, the company has seen to be struggling in terms of its management. It did not have enough responses to be used in the disaster management that had hit hospitality and all the other major domains. The brand seemed to be successful in the initial stages of the business. On the other hand, there has been a rapid decline in the popularity as well as the profitability of the business since the times of the pandemic. This has been caused by the sudden attack while the company did not have a firm disaster management system to use on an instant basis when the pandemic hit (Le and Phi, 2021). On the other hand, the company seems to have a good market reputation and good quality food in a very appropriate location. The report is going to describe several attributes that the company needs to sustain in the upcoming strategies. On the other hand, there are some crucial elements to be addressed along with several needed changes to be made. The strength of the company lies in the quality of its services and appearance. Thereafter the changes refer to their overall approach towards the market and the customers.        
ELEMENTS TO SUSTAIN 
In the times of covid-19, the royal uptown faced several difficulties at the same time they have been able to sustain itself in the market as it did not lose its place in the market. This has been possible due to the key attributes they have sustained throughout this period. The attributes refer to both internal as well as external features they have such as; locality, quality of food and market reputation. These are the factors that helped the company sustain itself even in the times of the pandemic, hence these need to be further sustained as well; 
Location – the royal uptown has been located at Great Russell Street in the city of London nearby the British Museum. The location has been a prominent point for tourists around the world as well as the locals (Yang and Mao, 2020). It has been estimated that nearly 6 million visitors come to visit the museum which is one of the biggest reasons why the hotel gets to serve so many customers daily. Other than this the city of London is the backbone of the economic development of the country of the UK as the city has a contribution of nearly 22 per cent in the total GDP of the UK. This is one of the reasons why the brand needs to sustain the advantage of locality though must consider the expansions. Hence it needs to hold onto this attribute and take advantage of it to the utmost (Xu et al., 2019).   
Food Quality – the report has estimated that royal uptown has successfully been able to provide good quality food to the customers in terms of taste, variety as well as price. The tourists prefer to take rest and have their meal at the place due to the same reason (George et al., 2019). They provide a variety of cousins like; English, French, Italian and Indian in all portions and sizes suitable for all kinds of appetites as well as budgets. This makes their food menu one of the bests in the town as people do not need to buy a huge portion of the meal if it is not the appropriate time to eat (Lemy et al., 2019). This makes their food services one of the best in the location. Hence the brand must keep its food quality to the best so that it can attract as well as sustain customers. This is also going to help attract prospective customers (Mahafzah et al., 2020).  
Market Reputation – the brand has been able to establish a good market reputation at the beginning of its journey in the hospitality sector. In terms of reputation, the royal uptown has been able to find a good place in its customer's minds when it comes to food and entertainment (González-Rodríguez et al., 2019). Since there are very few hotels situated in nearby places, the royal uptown has been one of the key spots of the town. Other than food they also offer good quality stay, leisure and entertainment etc.     
KEY ISSUES 
Poor Disaster Management – one of the key issues that the report has analysed is the lack of management in the times of the pandemic (Hao et al., 2020). The disaster management system of ‘the royal uptown’ has failed to understand the intensity of covid-19 hence got hit with severe attacks. One of the very first pieces of evidence of poor disaster management is its financial inefficiency (Wut et al., 2021). The uptown has faced huge financial losses due to the lack of visitors in the town in the times of the pandemic. Another element of a poor financial system is the lack of resources the company faced in those times like; inventory, transport, furniture management etc. These were some of the most fundamental issues that the royal uptown is facing currently (Ntounis et al., 2022). 
Undiversified Services – uptown has established its reputation mainly for the food quality it offers to the customers while neglecting all the other areas as the majority of their time and money are spent on food services (Liu et al., 2019). On the other hand, being a hotel company they are supposed to be providing several other services as well. The other services could be; short and long-term stays, entertainment and leisure services, cultural activities etc. This is the biggest issue they need to take into consideration as it has restricted their reach to a wide range of customers in the hospitality sector. Hence it is the very first and the biggest issue that the company seems to face at the current stage (Mendoza-Abarca and Gras, 2019).    
Lack Of Sustainability Practices – the report has found several controversies related to the sustainability issues of the company (Kularatne et al., 2019). It has been accused of not using environment-friendly material for the hotel equipment which has caused a poor CSR status compared to other competitors. This is one of the key issues it has been facing as having a poor reputation in terms of social responsibilities causes a decline in its image in the eyes of the customers (Martínez-Martínez et al., 2019). On the other hand, through improving the CSR status the company can also improve its relationship with other brands. Hence being able to establish a good CSR image among the customers as well as the competitors provides great benefits in the future (Abdou et al., 2020).  
Poor Marketing – other than the internal shortcomings, poor marketing is one of the elements that impact its overall market profit. Despite being established the uptown has not been able to reach a potential number of customers which has been due to its poor marketing strategy. Firstly the company does not seem to have good control over its online appearance due to which they are missing a lot of opportunities. Secondly, they have not targeted the right segment of customers restricting them to a very limited market segment hence there have been lesser profits. This way a poor promotional strategy is one of the key reasons why the company has not been able to find a good space in the market and has struggled financially.     
NEEDED CHANGES 
Staff Training – the very first step the royal uptown needs to take in terms of its internal improvements is to provide training to the staff with better resources. There are several training activities they perform to prepare their staff for customer service but it does not seem to be working well (Olimovich et al., 2020). Hence they must change their approach towards training and improve the very process to make the customer experiences better. The very first element to include in their training program is to set clear goals and attributes the staff needs to develop (Olimovich et al.,  2020). This will help them learn only the characteristics that are mandatory for customer service. Other than this the management of internal matters must also be trained for better ground work inside the hotel. Training the managers and team leaders is going to be a lot more helpful in maintaining a good environment inside and improving the guest's experience through better room services. This way training the staff could provide great help in improving the internal working systems (Davronov and Shadiyev, 2020).  
Better Marketing – since the report has estimated that marketing is one of the key areas that the royal uptown needs to work on, it must be done by following many strategies. At very first the company must build a good online presence to appear in the list of one of the best hotel service providers in the town (Abuhashesh et al., 2019). This could be done using social media and the company website. Secondly, they must improve their website appearance and layout as it seems to be too plain in terms of the design and key elements. This is one of the ways to make a good impression in the minds of the customers as they would be able to showcase their products and service in one click (Gillpatrick, 2019). 
Contingency Strategies – since it has been observed that the uptown has not been able to find a good way to deal with the impacts of the sudden pandemic, there must be a change in the emergency management department (Robina-Ramírez et al., 2021). The company needs to hire several experts that can predict and prepare a plan to tackle any such attacks in the future. This would help them improve their overall management and will save a significant amount of money as well as resources (Pillai et al., 2021). 
Better Diversification – according to the findings of the report royal uptown must expand its portfolio and include other hospitality services in the list as well (Jawabreh, 2020). This is to be done for the sake of better diversification for the profile of the company. Since an organisation that can provide a good range of products and services would always be a preference for the customers.  
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As per the assessment of the main literature section, the report has identified, the economy has started to get re-open in the year 2021, and the industry of hospitality has also started facing shortages of staff (Fana et al., 2020). For the 3 months of period to February month of 2022, there were approx. 166,000 vacancies of job in the sector of hospitality, 7.8 per cent of all the jobs of the workers and employees (Ntounis et al., 2022). There are approx. a multitude of different factors leading to the major vacancies involving different businesses all hiring specifically at once, the employees and workers are not returning to the entity of jobs got furloughed and the range of workers had also moved away during the pandemic of COVID-19 not particularly returning. Further, the report has assessed which type of major support for the sector has been assigned during the pandemic of COVID-19 (Baum et al., 2020). 
The industry of hospitality has specifically benefited from the schemes of the business sport all available to all ranges of industries, like business loans and CJRS, leisure, hospitality and the businesses of retailers was also specifically eligible for the rates of business relief and the business grants focused series (Nicola et al., 2020). The schemes of support particularly proceeded for targeting the industry of hospitality involved the scheme known as the 'eat out to help out scheme' and a particular type of temporary cut for the VAT (Panzone, Larcom and She, 2021). Another type of support involves a temporary type of changes to the planning and alcohol licensing law for the range of licenses (pavement) making it very easy for the pubs and easier in the region of England and Wales the serving and seating outdoors (consumers). The entity of government has also said that it is specific levelling (forthcoming and the bill of regeneration) will also make the major changes to the pavement-focused licenses gets permanent (Dube, Nhamo and Chikodzi, 2021). 
Furthermore, the report has tried to analyse the strategies of the government department that is relevant to the specific recovery of the major hospitality sector involving the Department of sports tourism plan of recovery and digital culture media in June 2021 (Jiménez-García et al., 2020). The industrial strategy and business energy department of the hospitality strategy in June 2021 and apart from this the department to also level up, communities and housing the (DLUHC) building the better specifically better the strategy of high streets in July 2021. After this, the report tried to look at the key outlook for the year 2022 considering the hospitality and leisure industry. All the COVID-19 specified restrictions were also lifted from the year of early 2022 and the sector of hospitality continues its process of recovery, specifically in the tourism return factor globally (Zhong et al., 2021). The report here after analyses that the leisure and hospitality sectors have also expected to get the fastest range of growing part of the factor of the economy over the next 5 years of the period. This is in the specific part reflecting the large specified ground to get recovered following the pandemic of COVID-19. Some of the key remaining support f the business also measures expired at the period of the end of March month of the year 2022. In specific here, the eviction and moratorium for the commercial and non-payment specified rent and the temporary kind of changes to the concept of the insolvency law. Additionally, the hospitality services and VAT has also returned to the complete 20 per cent rate. These types of factors, along with the on-going type of challenges like inflation (rising) mean further the closures of the business might still proceed to follow (Li, Yao and Chen, 2021). 
Hereafter, the report has analysed the trading status of the hospitality business throughout the COVID-19 pandemic (Williams, 2021). The range of proportion of the businesses specifically trading slowly increased through the time of July 2020 as the businesses were also able for reopening to following the first specified lockdown. Around 80 per cent of the hospitality-focused businesses were also trading over the period of summer in the year 2020 before proceeding to decline from October month to November month as the key restrictions were specifically reposed (Filimonau, 2021). 
From late December month in 2020, the range of proportion of the specific businesses particularly trading was also lower for those who proceeded to pause the factor of trading, between the period of 22 February and 7 March 2021, 43 per cent of the hospitality businesses of United Kingdom were also trading, while the 55 per cent had also got paused while trading and the 2 per cent had permanently ceased at the process of trading (Vo-Thanh et al., 2022). The business proportion trading rapidly increased from the factor of April 2021 as the major restrictions were slowly got lifted. By the end of the year 2021, between the 13-26 December of the year 2021, 95 per cent of the businesses were also trading and 4 per cent had specifically paused the process of trading (Baum and Hai, 2020). 
Moreover, the report has figured out that the hospitality business proportion has also paused trading during the pandemic of COVID-19 has specifically been very relative to the majority of the sectors (Izadi, Foroudi and Nazarian, 2021). Between 22 February and the 2nd of March 2021, only the other specified services-focused sector (that involves the beauty salons and hairdressers) had also a large specified proportion of the businesses got paused with the trading process. In comparison to all the industries, 74 per cent of the businesses were also trading and 24 per cent had also paused the process of trading during this particular period. The businesses of hospitality have also reported quite higher than the average range of proportions of the different businesses with cash reserves, business confidence aspects and low profits throughout the pandemic of COVID-19. By late February 2022, a similar type of proportions of the hospitality-specified businesses was proceeding to report the reserves (low-cash) but these types of figures were specifically none more in line with the average across the whole economy (Strange, 2020). 13 per cent of the hospitality sector businesses have reported less than one month period or no particular cash reserves, as compared to the 15 per cent of whole across the key businesses. The entity of business confidence had also improved here, with 8 per cent of the businesses reporting no or low confidence that their range of businesses would also specifically survive the period very next three months (Kim and Liu, 2022).   
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	Number
	Problem
	Solution
	The Desired Range Of Outcome
	Time Scale
	Date Of Completion
	Planned Budget

	1.
	Consistently low seasons after the COVID-19 pandemic
	Applying the low-season strategies. Here the Royal Uptown Hotel can proceed to highlight the unique specified amenities of the hotel (Corluka, 2019). It can offer a competitive range of promotions, organising the events such as music concerts (after the gatherings of the public that are allowed), the festivals of food and such type of likes (Jallow, Renukappa and Suresh, 2021). 
	It is expected to gain some profit from the Royal uptown hotel and the hotel can proceed to stand out ahead of the competitors in no particular time post this particular phase (Arasli et al., 2020). 
	2 months
	02/03/2023
	£500

	2. 
	Low command of Social Media Platforms
	Starting social media marketing: The impact of social media is the ideal method for getting more bookings, improving the brand value alongside staying attracted and connected to more specific guests. It is also important to notice that 60 per cent of the users of the internet research specifically online before making the booking of hotels. 
	It is expected to get help from here to stay connected with the potential range of consumers and also to promote the specified property more affordably and efficiently (Zhong et al., 2021). 
	4 months
	07/07/2023
	£1200

	3. 
	Untrained Staff
	The Royal Upfront Hotel should provide online training sessions to its staff. It will help the organisation to stay engaged and to guide them to improve the operations of the hotel alongside delivering the most ideal experience. 
	It is expected here that the trained staff will be able to understand the whole guidelines of working in vulnerable situations like the pandemic and will also be able to communicate ideally with the operations of the hotels as well as with the guests. This will eventually improve the ground-level mechanism of the Royal Upfront Hotel. 
	2 months
	09/07/2023
	£800
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Making good connections with travel agents: The entity of the travel agents is the important source of good income when bookings such as meta-search engines, as and other factors do not specifically work out, the connection with the travel agents provides the most possible help. Staying connected with the travel agents will not only provide help in order of showcasing the specific presence to the guests but will also be reaping more specified reservations.   
Improving marketing aspects: The Royal upfront hotel should focus on following the marketing-specified actions in this phase of the 'new normal' specifically caused by the pandemic of COVID-19. From these, the company should start focusing on digital marketing operations. The entity of the digital marketing will ultimately provide a big help to the organisation to communicate with travellers online as it will improve the social media reach and online reach of the Royal Upfront Hotel.
Focusing on the technology: The factor of the 'new normal' under the pandemic of COVID-19 specifically seems for having made the pandemic should specifically realise that the particular investment in innovative specific technology should have a clear return on investment where the influence can also be measured by the company. 
[bookmark: _Toc136867068]Conclusion 
As per the assessment of the report, this can be concluded that the Royal Upfront organisation must focus on digitally specified promotions and advertisement techniques. The digital marketing operations will provide good help to the company to improve its communication with the guests and travellers on the online platforms as well as the social media platforms. Apart from this, the company should also focus on its supply chain operations, the entity of the supply chain operations will ultimately benefit the company directly and indirectly in its distribution network. Since the COVID-19 pandemic has specifically impacted the supply chain operations of the whole hospitality industry. Other than this, the Royal upfront hotel should focus on its quality enhancement. The improvement in the quality of services and products will ultimately help the whole organisation to get progress and growth. Conclusively it can be stated that better promotion and marketing on the internet platforms will eventually help the organisation to regain its consumer unit just as in the pre-pandemic period. Since the digital marketing aspects will provide a big help to the company to improve the level of communication on the international level. 
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