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EXECUTIVE SUMMARY
Critical thinking is one of the main skills that enable the identification and reasoning based on effective criteria for problem solving in any environment, and especially in one as complex as the Covid-19 pandemic. The application of this process allows, on the other hand, the effective implementation of management theories within the work environment and the identification of beliefs, values and attitudes based on unevidenced or erroneous assumptions that may influence the loss of performance of workers within the organisation.
The restrictions on international movement within the dynamic nature caused by Covid-19 have led to a drastic decrease in revenues for the hotel company H10 HLW. The identification of the holiday customer as a new target market and the active adaptation of the company to this new segment means that the organisation should redirect its value proposition in order to position itself as an attractive leisure and entertainment company in and around London.
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[bookmark: _Toc80290714]1.- INTRODUCTION
	According to the study article proposed by the UWTSD "Five Post-COVID Behaviors and Attitudes that will Reshape the Workplace" (Cerutti & Grodoski, 2020), it points to the changes that the Covid-19 crisis has generated in human psychology and behaviour. These changes directly affect the business world, pushing companies to adapt work environments so that employees do not lower their productivity because they do not feel comfortable or safe in such an environment; the same safety must be transmitted to customers who interact with the company. For this reason, this report will assess how beliefs, attitudes and value systems in a dynamic environment affect employee behaviour within an organisation.
	This analysis will focus on the hotel company H10 Hotel London Waterloo. This industry has been one of the most affected by the impact of Covid-19, since March 2020 it has suffered a very unstable situation due to the restrictions imposed by the different governments that prevented the normal operation of the business; for this reason, it seems justified to choose it for the study of its organisational behaviour and the transformation necessary for its adaptation to the new social behaviours. The different problems that may arise in the adaptation of the business to the new social reality will be analysed. To do so, the main challenges of the H10 organisation will be detected from the point of view of behaviour at work and a research will be carried out to find out how other companies in the sector are dealing with this change. Finally, some recommendations will be put forward to help the company to be more resilient in the future.
	The report will address the RED model and the "De Bono's 6 Thinking Hats Method" model to focus on the importance of critical thinking in leadership and performance improvement within the complexity of the business environment. The concepts of value, beliefs and attitudes will be analysed and discriminated in a work context in order to subsequently evaluate how these concepts affect the behaviour and efficiency of the H10 HLW company. Once these terms have been explored and, based on the main management theories available, it will be evaluated how different individuals can interpret management theories based on their beliefs, values and attitudes.
	The aim of this report is to demonstrate that critical thinking is one of the skills required for any manager in order to be able to make good decisions that lead to problem solving. This will be analysed within the framework of organisational behaviour.


[bookmark: _Toc80290715]2.- CONTEXT OF H10 LONDON WATERLOO HOTEL 
	H10 London Waterloo is part of the Catalan hotel group H10. The company was established in Spain in the early 1980s and currently has more than 65 hotels in 22 different destinations (H10, 2021). The hotel that focuses the attention of this report is located in London (Waterloo Road), offering 177 rooms, with two meeting rooms, a small SPA, a gym and two restaurants (H10 London Waterloo, 2021). The latest statement registered by this company on the Uk government website is from the end of 2019 and shows an annual turnover of £7,875,232 and a total of 69 employees (Gov UK, 2021). The pandemic situation caused by Covid-19 has forced this establishment to remain closed from March 2020 until the end of April 2021.
	According to data provided by the Office for National Statistics, the accommodation sector has suffered a general decline in turnover. With the easing of restrictions imposed by the UK government, it seems that the industry is beginning to recover, although still far from pre-pandemic economic levels (Office for National Statistics, 2021). The two key factors that have brought about this pandemic situation in H10 London Waterloo have been the decrease in occupancy after the re-opening of the business (decreasing turnover) and the difficulty in recruiting unskilled staff. 

[bookmark: _Toc80290716]3.- IMPORTANCE OF CRITICAL THINKING 
	The pillars underpinning the origins of this concept are philosophy, psychology and science (Haber, 2020). People's need to know the true reality that surrounds them clearly and without external influences leads to the development of hypotheses that are supported by evidence to accept or reject a fact. According to more contemporary definitions, critical thinking is a process that enables decision making through the in-depth evaluation of ideas and facts (Debbink, 2020). It is therefore a skill that allows the assessment or judgement of facts and data that allows to find logic or error in the evidence in order to make decisions. 
	The environment surrounding individuals influences their beliefs and their actions. Authors such as Cottrell point to the importance of reasoning, scepticism and confidence as key points in critical thinking (Cottrell, 2017). Scepticism in Critical Thinking allows being open to analyse different possibilities around an assumed belief and, through reasoning and exploring evidence, to reach a better and more informed decision making. Precisely the importance of Critical Thinking lies in the ability to discern between true or false facts to enable evidence-based decision making in order to help solve problems productively, truthfully or effectively. (Cottrell, 2017). In addition, CT increases the ability to be more accurate and effective in detecting relevant information (Cottrell, 2017). 
The proper running of an organisation requires to adapt itself to changes in a dynamic environment in order to ensure successful decision-making to achieve or measure its objectives and benefits (Ricci, 2014). For this reason, critical thinking is a key point in making the right decisions when developing a strategy or action plan in the company (Ricci, 2014). Today, companies have to cope with the changes brought about by Covid-19 and adapt to the new environment. Reasoning, meticulous and evidence-based evaluation of the political, economic, social and health facts that are taking place, along with the identification of true and important information will enable organisations to gain competitive advantages. 
Within an organisation, some of the benefits of critical thinking for individuals could include:
· Detecting and presenting problems clearly and accurately
· Subtraction of relevant information in complex problems
· Reasoning based on effective criteria
· Effective and non-influencing communication
· Open-mindedness to seek solutions and evaluate consequences
· Justified decision making
· Awareness of values, beliefs and attitudes of other individuals

[bookmark: _Toc80290717]4.- ANALYSIS BETWEEN BELIEFS, ATTITUDES AND VALUES
[bookmark: _Toc80290718]4.1.- Beliefs
This concept deals with internal assumptions that a person holds as true with or without rational basis  (Anderson & Silva, 2009). These beliefs can be directed towards people themselves, towards other people or towards the environment surrounding people, being influenced by religious, cultural or social factors. All these beliefs form the basis of each person's reality and therefore need to be considered in the management of individuals within the work environment. An example that illustrates this concept is religion; there are innumerable beliefs that are taken as valid regarding a superior being that influence the reality of each person and the way they live and act. Focusing this concept on a cultural level, there are elements that are assumed to bring fortune in some cultures and are different from those that bring fortune in other cultures, depending on the beliefs of each of the cultural contexts. 
[bookmark: _Toc80290719]4.2.- Values
	Value is a term related to the measure of importance that an individual assigns to different guidelines that define his or her existence (Anderson & Silva, 2009). An individual, for example, may have as values freedom or the integration of cultures and if the activities or behaviours he or she carries out connect with these values the person feels satisfied with his or her actions. Values may change over the course of an individual's life, as a result of a change in the individual's priorities (Mindtools, 2021). For example, at the beginning of a person's professional life their main values in the pursuit of success may be money and status but over time these values may change and become more focused on investing time with the family.
[bookmark: _Toc80290720]4.3.- Attitudes
	Attitudes refer to the way in which individuals respond, apply or express their values and beliefs in different situations  (Anderson & Silva, 2009). An example of this concept could be the way a person reacts to animal abuse depending on their scale of values or beliefs. Within the work context, these attitudes represent the way in which individuals develop and resolve their work, as well as the way they establish relationships with the rest of the individuals around them.
[bookmark: _Toc80290721]4.4.- Analysis between beliefs, attitudes and values within H10 London Waterloo
Organisations as well as individuals must define their beliefs, values and attitudes within their organisational culture in order to connect and establish a framework of coexistence for their employees and stakeholders (Huczynski & Buchanan, 2013). This framework defines how employees relate to each other, to customers, to managers and to the rest of the stakeholders. This culture encompasses both the performance of the company and the feelings of the individuals who are part of it (Huczynski & Buchanan, 2013).
In the specific case of the company H10, the main values that guide the company can be found in its code of ethics (H10 hotels, 2021):
· RESPECT
· ENTHUSIASM
· RESPONSABILITY
· HONESTY
· CREATIVITY
The Covid-19 pandemic is a major test of the values promulgated by the company. After the reopening of the business in May 2020, these values are a good starting point in a new period called the "new normal". Today the company needs employees who identify with values such as creativity. New solutions and strategies are needed to bring value to customers and to achieve an increase in turnover. From an internal point of view, when face-to-face contacts are limited, the other values can strengthen the position of the company's employees in a virtual communication environment.
Considering the current situation, it would be important for the company to integrate other types of values that reinforce the retention of knowledge workers and position itself as an attractive company in the labour market. Values such as professional growth and development, process innovation, job security, job integration or recognition of achievements could help in solving problems such as the lack of qualified personnel in the company or employee dissatisfaction.
	H10 London Waterloo is located in London, a multicultural city with a great diversity of individuals of different nationalities. Its organisational culture must integrate employees with different beliefs and values in the same work environment, which is a challenge in its organisational socialisation. Aspects such as the correct selection of new staff, their correct training in the beliefs, values and attitudes of the organisation and the reinforcement of the desired behaviours within the H10 work environment can help in the correct functioning of this part of the organisational culture.

[bookmark: _Toc80290722]5.- INTERPRETATION OF MANAGEMENT THEORIES BASED ON BELIEFS, VALUES AND ATTITUDES
The line of explanation and analysis of concepts that this report follows converges in the establishment of different management theories in a company. The beliefs and values held by different types of managers can lead to a totally different interpretation of the same management theory. Social, cultural, moral and ethical factors mean that the beliefs and values of individuals could accept reality in different ways. It is here that the importance of critical thinking and the need for managers to know how to integrate their values and beliefs in a critical way in the implementation of management theories comes to the fore.
According to one of the classifications of management theories, these can be classified as classical, neoclassical and modern  (Hussain, et al., 2019). The classic ones are based on scientific procedures, administrative structures and bureaucratic structures that always seek efficiency of processes (Hussain, et al., 2019). The neoclassical ones are those that focus more on individuals, their relationships, their behaviour and their motivation to improve the effectiveness of the business (Hussain, et al., 2019). Finally, modern approaches consider the dynamic environment of organisations and the need to look for efficiency by considering the different aspects of the classical and neoclassical approaches (Hussain, et al., 2019). It seems clear that all management theories strive for increased efficiency within the organisation, which will lead to improved productivity and process quality.
Classical management theories include scientific, administrative and bureaucratic management (Hussain, et al., 2019). From a beliefs, values and attitudes (BVA) point of view, these theories are the ones that allow the least influence of these parameters in their interpretation. They focus objectively on productivity at work without taking into account the nature of individuals, their emotions and their different behaviours. Through different process structures and adding money as the only motivating element for the worker, they try to optimise processes and try to maximise the worker's performance. For these reasons, values and beliefs do not play a role in possible changes in the interpretation of these theories.
Neoclassical theories such as Human Relation, Behavioural, Maslow's Hierarchy of Needs or Theory X and Theory Y, among others, do point directly to the consideration of the human aspect of the worker, their needs and behaviours as the source of productivity (Hussain, et al., 2019). In these theories, beliefs, values and attitudes clearly play a role in the interpretation of the application of the theories. Taking Theory X and Theory Y as an example, we can observe how the values and beliefs of managers affect their attitudes and behaviour regarding the application of this theory in the pursuit of efficiency and results. This theory proposes that there are managers who see the employee as lazy, lacking of initiative, lacking of responsibility or not to be trusted. For this reason, the implementation of a management system, although people-centred, will be based on different processes to those of a manager who trusts and sees potential in his or her employees. This example makes clear the importance of BVA in the interpretation of neoclassical theories.
Modern theories consider complexity, connectivity and context alongside the needs of the individual (Hussain, et al., 2019). From this basic framework we can extract the importance of the BVA in the perception of the different elements that influence management. In addition to the influence of the BVA demonstrated in the person-centred (neoclassical) theories, the way of understanding the environment and its connections come into play here. The understanding of the environment is mostly subjective and linked to the values and beliefs of the individual, so that its interpretation and management will depend, among others, on the above-mentioned parameters.
	In the case study of H10, a modern approach to its management system seems appropriate. The reason for this statement is based on the number of external factors that mean that the dynamics of the company must be adapted to the various incidents that arise. Today, the impact of Covid-19 means that the company must modify its processes from the point of view of people and structures in order to gain an increase in efficiency and to create a value proposition adapted to the situation. As has already been demonstrated, the manager's BVA are important in the approach to this theory. 

[bookmark: _Toc80290723]6.- CRITICAL THINKING MODELS
[bookmark: _Toc80290724]6.1.- RED model
This model provides a framework that allows, through 3 key steps, the critical thinking process to be carried out. These three sequential phases are connected to each other and are shown below (Pearson, 2017):
· Recognize Assumptions: this phase is based on scepticism, not assuming that all the information received is valid. Questioning facts that are given as valid without evidence from different points of view allows to detect gaps or unfounded assumptions. This phase aims at understanding and detecting truthful assumptions.

· Evaluate Arguments: after recognising the assumptions, the quality of the evidence supporting the arguments is evaluated and analysed. This analysis should not judge the facts or be influenced by emotions. In order to carry out this process, questions should be posed that address the facts and information available about a problem or exposure in order to explore other options that may more effectively explain or resolve the fact.

· Draw Conclusions: this part of the process brings all the information and analysis together to reach a logical conclusion based on evidence. This conclusion can always be adjusted if more evidence emerges that leads to a different conclusion.

[bookmark: _Toc80290725]6.2.- De Bono´s 6 Thinking Hats Method
It is a framework created by Edward De Bono in 1999. This system helps decision making through the application of six different points of view about an event (Bono, 1999). It is a widely used method to encourage critical thinking in groups to increase commitment to idea development, improve decision making or align the thinking of group members. The framework can also be used individually. Each of the areas of thinking are identified by hat colours. According to the author, this method allows a freer way of thinking and speaking as individuals do not feel that their ego is at risk (Bono, 1999). The areas of thinking are described below:
· The White Hat: This type of thinking is based on objective facts and data. It looks for known and necessary information.
· The Red Hat: this process seeks emotional thinking about facts, based on feelings and intuition.
· The Black Hat: This perspective looks for problems, negative aspects, risks and challenges that influence the execution of an idea, helping in the preparation of control measures.
· The Yellow Hat: Focuses on the positive side; benefits, advantages and opportunities that an idea can offer.
· The Green Hat: represents the creative and innovative stance. It aims to consider new approaches or improve existing ones, usually through a brainstorm of ideas.
· The Blue Hat: it is in charge of organising the whole thinking process, controlling it, summarising the ideas and pointing out the conclusions or next steps.

[bookmark: _Toc80290726]7.- APPLICATION OF A CRITICAL THINKING MODEL
[bookmark: _Toc80290727]7.1.- Problem Identified and justification of the chosen method
After a temporary cessation of activity in March 2020 and its reopening in May 2021, the H10 London Waterloo hotel chain, like other hotel chains in London, has suffered a decrease in occupancy and revenue. This situation requires a deep critical reflection that allows the analysis of the facts and the decision-making process to change the current orientation and recover hotel occupancy to pre-pandemic levels. For this reason, the use of the "RED Model" method is proposed to carry out this process.
The ideal situation would be to bring together the heads of departments of the H10 London Waterloo organisation in order to be able to apply "De Bono's 6 Thinking Hats" in a real and effective way. The application of this method would allow all the thinking points contained in the method to be obtained with the participation of the necessary members and to exploit the synergy of the process to the maximum to produce different valid conclusions for the recovery of the company within the pandemic context caused by Covid-19.

[bookmark: _Toc80290728]7.2.- Application of “Red model”
[image: ]Current events such as the Covid-19 pandemic have led to the implementation of restrictive measures on the movement of people. These measures have ranged from restrictions on the opening hours of establishments to the number of people allowed to stay in an area (Hutton & Foley, 2021). In addition, in the case of the hotel industry, other negative factors such as international or even national restrictions on the movement of people have slowed the pace of business recovery. Currently there are different processes to follow for departure and entry into the UK  (Gov UK, 2021) which make the arrival of customers to hotels more difficult. Uncertainty about the evolution of the virus, social fear and possible proactive government measures to contain Covid-19 also contribute to the decline for international travellers. According to UK government data (Gov.uk, 2021), the number of passengers arriving in the UK by air has been substantially reduced from pre-pandemic levels. The government is focusing its efforts on easing restrictions within the country, limiting new arrivals:
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Table1. - Passengers arriving to the UK by air, compared with the same month in 2019 (Gov.uk, 2021)

The H10 London Waterloo hotel's market segment is executive clients. The UK government's encouragement of remote working has led to a significant decline in this type of customers. This decrease has led to a reduction in the number of people working in the hotel and the services offered by the establishment. This decrease in services leads to a loss in the value proposition that H10 offers to the customer.
The assumptions and arguments that have been addressed from a critical and sceptical point of view are the following: 
· Existence of Covid-19 virus and the dynamic aspect of its evolution
· Restrictive measures imposed by the government on international movements
· Priority of internal reopening of the UK economy
· Increased cost of international travel due to the need for virus testing
· Social fear of personal contact
· Executive market segment particularly constrained by restrictions
· Decrease in turnover and occupancy in the H10 LWH company
· Decrease in the number of employees working
· Loss of company's value proposition
Taking these elements into account, the problem of hotel occupancy can be tackled from different points of view, always bearing in mind that the main objective is to increase the company's profits in an ethical manner. Currently, the company has reopened its activity by implementing cost containment measures and closing some of the services previously offered, with the aim of waiting for an improvement in the external situation caused by Covid-19, which would lead to an increase in occupancy. At the same time, room prices have been reduced and breakfast is offered free of charge to guests. This strategy seems to be lacking a value proposition adapted to the measures being taken, so that customers do not have differentiating elements that would make them choose H10 HLW. Room rates in London have been lowered across the board in most accommodation establishments. At present, it is not possible to say with certainty when the pandemic will end or whether the effects on social behaviour will be stationary or transitory, so this strategy seems very risky and dependent on the external environment.
With the above arguments, it seems clear that the current flow of travellers is the one that refers to the customer residing in the country and planning a holiday within the country. H10's proposal does not offer differentiating elements in comparison with the competitors. A change in marketing strategy that seeks to add value to the company could be of interest. As the company needs to change the profile of the executive client for a holiday type client, the search for agreements with leisure providers in the city of London and surrounding areas could increase its turnover. These agreements would be aimed at offering customers different leisure experiences related to their accommodation in the city and would allow them to obtain both promotional advantages and facilitate the choice of customised packages that increase their perception of the quality within the company's value proposition, which would lead to an increase in revenue for the organisation.

[bookmark: _Toc80290729]8.- RECOMMENDATIONS
The main recommendations that this document can provide are focused on the attempt to turn the company into a dynamic entity that tries to adapt to the pandemic environment. The organisation should not entrust its future to the end of the pandemic, as the uncertainty in post-pandemic social behaviour means that the reality of the business environment may not be the same as it was in the pre-pandemic period. It is therefore recommended, based on the increased flow of domestic customers and restrictions on international movement, to switch its market segment from executive customers to holiday customers.
The measures adopted by the company to reduce the price of the stay and the inclusion of the free breakfast service seem insufficient to increase occupancy at the establishment. For this reason, it is recommended that agreements be sought with leisure companies to increase the flow of holiday customers attracted by a value proposition focused on the quality of the holiday.
The development and positioning on the web is one of the main points of customer acquisition. It is recommended to strengthen the use of social networks and the positioning in travel operators such as "Booking". This economic investment and a good marketing strategy, together with the recommended value proposition, could increase the number of visitors and revenues of the hotel chain.

[bookmark: _Toc80290730]9.- CONCLUSIONS
Beliefs, values and attitudes play a major role in the way individuals interpret reality and are of great importance in the work environment. Organisations, as well as individuals, must define BVAs in order to build a way of executing activities and processes that enable the integration of employees and increase their performance. This management implementation can be done through different types of approaches focusing on structures, people or a mix of both, all of them aiming to improve organisational performance. It is important to highlight the importance of the BVA of the individuals in charge of implementing the different management theories, who can interpret the same theory in very different ways and obtain very different results. For this reason, critical thinking should be one of the skills that allow these individuals to differentiate and question their own pre-established assumptions in order to approach more objectively and evidently the reality of the organisation. In the same way, the process of critical thinking should be encouraged among workers in organisations in order to obtain the advantages mentioned in this report.
After the application of the RED model of critical thinking, it was concluded that the value proposition had not been adapted to the pandemic situation. The company has taken few measures to increase its profits in a period of major direct and indirect restrictions on hotel activity, mainly waiting for the end of the pandemic as a determining factor for an increase in occupancy. The only measures taken by the company have been the reduction of room rates and the inclusion of a free breakfast service for guests. In the search for a national and holiday type customer, this report points to measures focused on obtaining agreements with leisure companies that will add value to the organisation, positioning itself as an interesting company for the choice of accommodation in London. In this way the company will become an active element in trying to adapt itself to the present situation. 
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