







Organisational Consultancy Report









Student name:Georgiana Gura
Student number: 2110792
Module name:Organisational Consultancy
Module number:BMIH6005
Lecturers name: Huw Thomas








Executive Summary
The Wyndham Hotel in Dallas, Texas, hired Creative Consultancy Enterprise, a consulting business famous for its expertise in the lodging industry, to help them with a variety of difficult issues. The study conducted by Creative Consultancy Enterprise identifies a number of issues plaguing the Wyndham Hotel and recommends a range of solutions in the fields of staff training, room amenities, pricing tactics, and online reputation management. Inadequately trained staff, outmoded hotel amenities, inefficient pricing methods, and a lack of a well-developed image maintenance plan are all contributing factors. The first issue that needed examination was whether or not the resort required significant renovations in vital areas. All of these problems are dissected by the consulting firm, and concrete solutions are proposed in their report. A complete study of the environment demonstrates the way the Wyndham Hotel in Dallas confronts various problems and limits. The following recommendations are offered to boost customer loyalty and the hotel's bottom line. The extensive research produced several notable findings supported by robust empirical evidence and quantitative data. Based on what they found, the Wyndham Hotel probably needs to rethink how they teach its staff. This modification is expected to have repercussions for both the overall operational effectiveness and the satisfaction of the hotel's guests. Further, the study highlighted the importance of enhancing in-room amenities as a strategy to keep up with the dynamic Dallas market. This research adds to the literature on the subject by highlighting the potential financial and demographic benefits that could accrue from adopting a more competitive pricing strategy. Taking preventative measures to strengthen the hotel's online presence and protect its reputation is crucial, as shown by an examination of Wyndham Hotel's management of its online reputation. This will allow the Wyndham Hotel to more efficiently and successfully achieve its goals. Lewin's Change Model, the McKinsey 7S model, and Kotter's 8-Step Change Model all provided theoretical guidance for this research, which is grounded in extensive industrial experience. These frameworks are utilised to effectively navigate and respond to organisational changes, both anticipated and unforeseen. The aforementioned models provided a robust foundation for the development of strategic recommendations intended for implementation, with the objective of propelling Wyndham Hotel towards a more innovative and transformative future. Furthermore, in conjunction with the use of these theoretical frameworks, there has been a demonstration of success assessment criteria, prospective advantages, and other results to comprehend the appropriateness of these theoretical models in alleviating the impact of the challenges faced. The presentation of factual information, in conjunction with the adoption of relevant theoretical frameworks, has resulted in the formulation of comprehensive and strategically oriented recommendations. The proponents advocate for the adoption of a meticulously designed change management approach, specifically within the context of employee training. This strategy should systematically progress through the stages of unfreezing, changing, and refreezing the pertinent information. The implementation of a phased refurbishment strategy is being pursued in order to upgrade the in-room facilities within the hotel. This approach aims to facilitate a seamless transition while minimising any inconvenience experienced by the hotel's guests. The principles underscore the need for common values, strategic alignment, and the necessary structural modifications needed to implement a competitive pricing strategy. Furthermore, the framework for enhancing approaches to effectively managing an individual's online reputation encompasses the cultivation of a sense of immediacy, the establishment of a collective vision based on agreement, and the creation of a prominent alliance. In order to effectively respond to the identified challenges and enhance the Wyndham Hotel's competitive standing within the ever-evolving hospitality industry, the subsequent comprehensive recommendations offer a meticulously crafted strategy that is specifically designed to fit the unique requirements of the hotel. Furthermore, a detailed framework for change management has been established, along with an examination of economic considerations. The current consultation research provides a thorough assessment of the various challenges being faced by Wyndham Hotels, as well as a strategic plan for efficiently tackling these concerns. The Wyndham Hotel is presently undertaking a substantial transition, which encompasses the implementation of diverse tactics aimed at augmenting client contentment, fostering revenue development, and fortifying its brand image. This transformation includes prioritising staff training, updating room amenities, adopting competitive pricing strategies, and actively managing its online reputation. In the current dynamic landscape of the hospitality industry, Wyndham Hotels have the capacity to embark on a trajectory that will culminate in exceptional performance and enduring prosperity. Creative Consultancy Enterprise demonstrates unwavering commitment to the achievement of Wyndham Hotel's success. The foundation of this devotion lies in a strong dedication to excellence and a collective objective of delivering exceptional guest experiences. This consultancy report has been generated with the aim of examining the professional organisational consulting services provided by Creative Consultancy Enterprise, with a focus on enhancing the guest experiences and expectations at Wyndham Hotel. The report provides a comprehensive examination of change management initiatives and recommendations, together with a detailed action plan, in order to conduct a critical analysis.
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[bookmark: _Toc151127339]Introduction
The commencement of an intellectually stimulating endeavour is underway, as Creative Consultancy Enterprise embarks on a comprehensive exploration of the paramount obstacles faced by the renowned Wyndham Hotel located in the central hub of Dallas City. This consultation report aims to summarise the challenges encountered by Wyndham Hotel and provide appropriate recommendations to help the hotel achieve its ultimate objectives (Kang et al., 2018). The Wyndham Hotel, situated in a central location inside the bustling metropolis, has demonstrated remarkable resilience over the course of its existence, thereby earning its status as a notable historical landmark. The hotel possesses a significant duration of existence that spans many decades, emanating an atmosphere of grandeur and refinement due to its long historical heritage. The Wyndham Hotel, in a convenient location in the heart of Dallas City, is a stunning example of a seamless blending of classical and modern architectural styles. There are a number of different accommodation types and accommodations available to visitors, all of which have been created with caution to the fullest to meet the unique requirements of individuals staying at the hotel. Guests of the Wyndham Hotel can choose from a variety of accommodation configurations to meet their specific necessities. The available lodgings span the spectrum from basic, cosy rooms ideal for solo travellers to lavish, spacious suites designed with the needs of high-ranking government officials and celebrities in mind. The Wyndham Hotel is centrally located, thereby making it convenient for guests to see numerous of the city's must-see landmarks on foot. The hotel's commitment to environmental protection is a reflection of its sincere interest in its guests. The Wyndham Hotel has set the standard for environmentally responsible and ethical hospitality via its dedication to eco-friendly policies and initiatives. Because of its extensive expertise and impressive track record, Creative Consultancy Enterprise is widely regarded as a leading firm in the field of business consulting. As a professional organisation consultant, the Wyndham Hotel has faced a wide range of problems, all of which have been handled by following the provided advice.  Based on the tenets of wisdom, creativity, and effect, Creative Consultancy Enterprise is a counselling organisation. The company has a solid awareness of the dynamic nature of the hotel sector and a profound familiarity with it (Levere, 2014). The fundamental purpose of Creative Consultancy Enterprise is to give great service by customising approaches to efficiently answer the unique demands of individual clients. Wyndham Hotel places a premium on ensuring every issue is addressed in a way that leaves guests satisfied. The Wyndham Hotel utilises a comprehensive theoretical framework in order to proficiently assess and evaluate the many difficulties and possibilities it faces. The Creative Consultancy Enterprise possesses the capacity to evaluate the external influences that affect the hotel's functioning by employing a PESTEL analysis, which encompasses the examination of Political, Economic, Social, Technological, Environmental, and Legal issues. The primary objective of this comprehensive research is to discern potential hazards and opportunities that may emerge from the wider business environment.

Furthermore, a comprehensive analysis of the current state of the Wyndham Hotel is conducted, employing a SWOT (Strengths, Weaknesses, Opportunities, and Threats) framework that considers many internal and external aspects. The utilisation of this methodology is crucial in assessing the hotel's standing within the marketplace and discerning areas that want careful examination. The TOWS analysis, which is derived from the SWOT analysis, facilitates the transformation of challenges into solutions by considering Threats, Opportunities, Weaknesses, and Strengths. The strategic formulation of recommendations is facilitated by the alignment of internal strengths and weaknesses with external opportunities and threats.
[bookmark: _Toc151127340]Analysis
[bookmark: _Toc151127341]Recognising the issues and their effects
1. Several factors have the potential to influence the performance and degree of tourist satisfaction at Wyndham Hotels & Resorts.
1. The company has experienced a decrease in revenues, occupancy rates, and RevPAR as a consequence of the COVID-19 pandemic's impact on worldwide travel demand.
1. The company's reputation and client loyalty may be adversely affected by poor customer reviews, complaints over customer service, front desk operations, and credit card issues.
1. The Wyndham Hotels & Resorts is currently facing competitive pressure from rival hotel chains, including Choice Hotels. Notably, Choice Hotels has recently taken an unsolicited approach to acquire Wyndham Hotels & Resorts (Cathoth, 2016).
The company has various challenges in regard to the maintenance and expansion of its portfolio of hotels, brands, and franchisees, particularly in growing regions and the extended stay segment.
Effect on the tourist experiences
The evaluation of hotel facilities, amenities, and services encompasses various aspects, including the cleanliness, comfort, design, safety, and functionality of the rooms. Also, it takes into account factors such as the availability and variety of food and beverages, the accessibility and reliability of the internet and other technological resources, the friendliness and knowledge of the staff, and the timeliness and efficiency of customer service. Several factors possess the capacity to impact the degree of contentment encountered by patrons of hotels, along with their allegiance to the establishment and their propensity to endorse it to others (Chi & Gursoy, 2009). The hotel's geographical location, accessibility, and visual attractiveness, encompass its proximity to the airport, availability of public transportation, adjacent tourist attractions, shopping amenities, and dining options. The convenience, contentment, and perceived value that hotel guests experience can be affected by a wide variety of circumstances. The hotel's pricing structure, including its value and efficacy, will be dissected in the next section. Accommodation costs, discount and reward programme participation, and the specifics of any present offers are all taken into consideration. Guests' perceptions of justice, their financial capabilities, and their assumptions can all be influenced by a variety of factors (Crick & Spencer, 2011). Considering the hotel from a range of environmental, social, and ethical vantage points is also crucial. Included in these categories are efforts to foster a welcoming environment for all visitors and staff members. Additionally, the sustainability and responsible nature of the hotel's operations and practices should be taken into account. Lastly, the hotel's engagement and contribution to the local community and culture should also be considered. Various elements have the potential to influence the level of trust, respect, and admiration that guests develop towards a hotel.


Effect on the hotel chain’s financial performance
The revenue, occupancy, and RevPAR (revenue per available room) of hotels are influenced by the worldwide travel demand and market conditions. The COVID-19 pandemic led to a substantial reduction in travel demand over the years 2020 and 2021, thereby leading to decreased revenues, occupancy rates, and Revenue per Available Room (RevPAR) for the organisation. Nevertheless, the organisation documented a resurgence in the inclination for travel in the years 2022 and 2023, particularly within the United States, resulting in augmented revenues, occupancy rates, and revenue per available room (RevPAR) in contrast to the preceding years of 2020 and 2021 (Berezina et al., 2016). The degree of client happiness and loyalty has a significant impact on various aspects of hotel performance, such as repeat reservations, referrals, and reviews. As an illustration, the organisation has encountered adverse feedback from customers and faced concerns pertaining to its customer service, front desk operations, and credit card issues. These factors potentially contributed to a deterioration of the company's reputation and client loyalty. Nevertheless, the corporation also allocated resources towards augmenting its customer service, loyalty initiatives, and brand recognition, perhaps resulting in enhanced levels of consumer satisfaction and loyalty. Furthermore, the impact of competitive pressure and industry consolidation on the market share, pricing, and profitability of hotels is noteworthy (Zabkar et al., 2012). One instance of competitive pressure experienced by the corporation was the emergence of rival hotel chains, namely Choice Hotels. Notably, Choice Hotels recently presented an unsolicited proposition to acquire Wyndham Hotels & Resorts. Nevertheless, the organisation also diversified its assortment of hotels, brands, and franchisees, particularly in burgeoning nations and the protracted stay sector, potentially augmenting its market dominance, pricing strategies, and financial gains. Ultimately, the operational efficiency and cost management of hotels play a crucial role in determining their margins, cash flow, and earnings. As an illustration, the organisation implemented measures to decrease its operational costs, capital investments, and indebtedness in the years 2020 and 2021, with the aim of safeguarding its liquidity and enhancing its financial adaptability during the global health crisis. Nevertheless, the organisation experienced a rise in its operational expenses, capital expenditures, and debt between the years 2022 and 2023, as a means to facilitate its expansion and developmental endeavours (Ford & Heaton, 2000). This course of action potentially resulted in a decline in its profit margins, cash flow, and overall earnings.
Impact on the reputation of the hotel business
The brand image of Wyndham Hotel is influenced by a multitude of elements as outlined in the paragraph. The customer reviews and ratings serve as indicators of the hotel's guest experience and satisfaction. As an illustration, the company encountered adverse feedback from customers and faced complaints pertaining to its customer service, front desk operations, and credit card issues. These concerns potentially had a detrimental impact on the company's reputation and ratings across prominent online platforms, including TripAdvisor, Booking.com, and Expedia. Subsequently, the level of brand recognition and awareness serves as an indicator of the hotels' popularity and preference among both new and existing consumers. As an illustration, the organisation made strategic investments in augmenting its brand recognition and awareness by means of diverse marketing and advertising initiatives (Wiles & Crawford, 2017). One such initiative was the "Count on Us" campaign, which sought to underscore the company's health and safety protocols. Additionally, the company implemented the "Stay Two Nights, Earn a Free Night" promotion, which provided incentives to customers. In addition to social responsibility and sustainability, hotels showcase their dedication and impact on the local and global community and environment. The company actively engaged in several initiatives pertaining to social responsibility and sustainability (Chun, 2012). One such programme was the "Wyndham Green" initiative, which aimed to mitigate the company's environmental impact. Additionally, the company participated in the "Wyndham Rewards Wishes" programme, which provided facilitation to the Make-A-Wish Foundation in fulfilling the wishes of children afflicted with severe illnesses.
Impact on the moral standard of the employees
The mission statement and merits of the organisation serve as guiding principles that shape the company's business practices and its treatment of personnel. As an illustration, the organisation's primary objective is to facilitate accessible hotel travel for a diverse range of individuals, while upholding the principles of integrity, accountability, inclusiveness, care, and enjoyment. Several elements have the potential to inspire and drive employees, leading them to work with a heightened sense of passion and purpose (Temelkov, 2022). The culture and environment of a corporation are indicative of its service philosophy and standards. The company's distinctive Count on Me service culture promotes a commitment among all team members to exhibit responsiveness, respectfulness, and the provision of exceptional experiences to customers, partners, and communities. These variables possess the capacity to build a communal ethos of teamwork, cooperation, and a feeling of inclusion within the workforce. The recognition and rewards programme implemented by the organisation aims to acknowledge and appreciate the achievements and endeavours of its workers. The company has been featured in Forbes' compilation of America's Best Employers for the year 2022, a ranking that is based on the feedback provided by its employees. These factors possess the capacity to augment the self-esteem, confidence, and devotion of employees. Furthermore, the company's possibilities and challenges provide employees with the opportunity to enhance their talents and advance their careers. The company has experienced growth in its portfolio of hotels, brands, and franchisees, particularly in emerging regions and the extended stay segment (McCune, 2021). This expansion may have resulted in an increased demand for employment and a greater diversity inside the organisation. These factors have the potential to augment the acquisition of knowledge, foster the development of novel ideas, and stimulate the generation of innovative solutions among personnel.
[bookmark: _Toc151127342]The main reasons behind the issues experienced by the hotel chain
Efficiently inscribing the deterioration of the tourist experience necessitates a comprehensive investigation into the underlying factors contributing to this phenomenon. The aforementioned issues, supported by empirical facts and observable consequences, shed insight on the predicament currently faced by Wyndham Hotels.
Improper training of the staff members of the hotel chain
One potential challenge that Wyndham Hotels could encounter is insufficient staff training, which has the potential to impact service quality, customer satisfaction, and brand reputation. The provision of staff training is vital in order to guarantee that personnel possess the requisite competencies, expertise, and disposition to carry out their duties with efficacy and productivity, while also upholding the company's distinctive Count on Me service culture (Heiman, 2018). Nevertheless, there exist some obstacles that have the potential to impede the provision of sufficient staff training.
1. The company's inability to allocate sufficient time, resources, and budget towards the implementation of consistent and thorough training programmes for all staff members, particularly in light of the COVID-19 epidemic, may have had an adverse impact on the company's financial performance and profitability (Adeola, 2016).
1. The wide range and intricate nature of the company's assortment of hotels, brands, and franchisees necessitate the implementation of distinct training standards, methodologies, and resources tailored to meet the unique requirements and anticipated outcomes of each individual hotel, brand, and franchisee.
1. The elevated rate of staff turnover and attrition may lead to the depletion of experienced and skilled personnel, as well as necessitate a perpetual cycle of recruitment and training for new employees.
1. The dynamic nature of the hospitality sector necessitates that staff members consistently enhance their skills and expertise to be abreast of contemporary trends, technological advancements, and consumer preferences (Mmutle & Shonhe, 2017).
Consequently, it is imperative for Wyndham Hotels to acknowledge these problems and strengthen their staff training initiatives in order to guarantee the delivery of exceptional service, augment customer happiness, and uphold their brand name. Several potential solutions exist.
1. The implementation of advanced training programmes that are customised to align with the distinct roles, responsibilities, and objectives of the personnel, in addition to the unique attributes and demands of the hotels, brands, and franchisees, is a recommended investment strategy.
1. The personnel is provided with flexible, accessible, and interactive learning opportunities through the utilisation of several training methods and formats, including online courses, webinars, videos, job aids, checklists, and tutorials (Manhas, 2015).
1. The implementation of an individualised learning pathway for every staff member can facilitate the identification of their respective strengths, limitations, and areas for improvement, while also enabling the monitoring of their progress and accomplishments.
1. The act of acknowledging and incentivizing employees for their achievements, contributions, and educational achievements has the potential to inspire their engagement in training initiatives and enhance their competencies and understanding (Buhalis & Park, 2021).
Obsolete room facilities
Another probable adversity that the Wyndham hotel network could encounter is to the presence of antiquated room amenities, hence potentially impacting the overall guest experience, contentment, and allegiance. Room amenities refer to the assortment of characteristics and provisions available within hotel accommodations, encompassing furnishings, bedding, appliances, toiletries, and entertainment alternatives (Paek et al., 2015). The provision of these amenities has the potential to augment the level of comfort, convenience, and overall satisfaction experienced by visitors during their duration of stay. Nevertheless, there exist certain issues that can potentially lead to the presence of outmoded room amenities.
1. The company's revenues and profitability may have been negatively impacted by the considerable expenses and intricacies associated with renovating and maintaining hotel amenities, particularly in light of the ongoing COVID-19 outbreak.
1. The variation and lack of uniformity in the room amenities offered by the company's collection of hotels, brands, and franchisees necessitate the implementation of distinct standards, specifications, and suppliers in order to cater to the unique requirements and expectations of each individual hotel, brand, and franchisee (Enz, 2009).
1. The evolving preferences and expectations of hotel customers encompass a desire for contemporary, inventive, and customised room amenities. These may include smart televisions, wireless charging capabilities, voice-activated assistants, and environmentally conscious items.
1. The corporation may feel compelled to stay abreast of the latest and most desirable room amenities given by competing hotel chains, such as Hilton, Marriott, and Hyatt, due to competitive pressure and industry trends.
Hence, it is imperative for the Wyndham Hotels chain to confront these problems and enhance its hotel amenities in order to guarantee the provision of a superior guest experience, satisfaction, and loyalty.

Functional ineffectivenesses
The operational performance of Wyndham Hotels is subject to the influence of several factors, including:
1. The use of Oracle's OPERA Cloud Property Management (PMS) system facilitates hotel owners in managing their establishments remotely through a mobile-enabled platform. This technology enables team members to operate beyond the confines of the front desk, hence enhancing their ability to provide superior service to clients across the entire property (Thomas, 2006). This one feature has the potential to boost hotels' productivity, adaptability, and originality in the service they provide, as well as their guests' individual experience, satisfaction, and loyalty.
1. The disclosure of the financial performance for the third quarter of 2023 revealed that the company experienced positive growth in worldwide Revenue Per Available Room (RevPAR), expansion of rooms across its whole system, growth in its development pipeline, and improved earnings per share (EPS) forecast. These results were accomplished in spite of the COVID-19 outbreak and Choice Hotels' unsolicited proposal. Because of the importance the company places on its growth strategy and shareholder value, this attribute can also serve as a sign of the organisation's operational resilience, performance, and confidence (Chiang, 2010). 
1. Services included in the hotel business solutions given range from performance evaluation and monitoring to advice on standard operating procedures to help with developing and executing marketing strategies and closing deals. Hotel owners and franchisees can benefit greatly from the solutions presented because they are geared specifically towards those ends (Poulston, 2018). This one aspect has the potential to boost hotels' efficiency, reliability, and bottom line. It also has the ability to strengthen the bonds between the company and its franchisees and business partners.
1. The publication of the 2021 ESG report highlighted the company's progress and achievements in relation to environmental, social, and governance (ESG) issues. These encompass initiatives aimed at reducing carbon emissions, offering support to employees and local communities, and enhancing corporate governance and ethical standards (AvCI et al., 2017). This element has the potential to serve as an indicator of the company's operational responsibility, sustainability, and transparency, as well as its dedication and impact on the local and global community and environment.
Valuation and price discernment
One potential concern that the Wyndham hotel chain may encounter pertains to the matter of price and the perception of value. This particular issue has the potential to impact guest demand, loyalty, and ultimately, the profitability of the organisation. The perception of pricing and value is a significant determinant in how visitors assess the worth and quality of hotel products and services, relative to the cost incurred and the available alternatives (Pitso, 2018). The variability of these characteristics is contingent upon market conditions, consumer segmentation, and competing strategies. Nevertheless, certain obstacles that have the potential to give rise to difficulties in pricing and the perception of worth include:
1. The COVID-19 pandemic has led to a substantial decrease in worldwide travel demand and occupancy rates, leading to reduced revenues and profitability for the company. The occurrence of pandemic compelled the company to reduce its hotel prices and implement discounts and promotions as a means to attract and keep consumers (Tsiopanis, 2021). This strategy may have had a detrimental effect on the company's ability to maintain its pricing power and profit margins.
1. The issues pertaining to customer service, front desk operations, and credit card matters resulted in adverse feedback and grievances from customers on several internet forums, including Sitejabber. These issues could potentially have had a negative impact on client happiness and loyalty, as well as the perceived quality and value of the hotel's offerings.
1. The heightened competitive pressure and industry consolidation have amplified the risk of losing market share, pricing power, and profitability to rival hotel chains, including Choice Hotels. Notably, Choice Hotels has recently presented an unsolicited proposition to buy Wyndham Hotels & Resorts. These aforementioned elements may have posed challenges to the company's capacity to distinguish its products and services, as well as to establish a distinctive value proposition for its clientele (Galkin et al., 2022).
1. The evolving preferences and needs of customers encompass a desire for contemporary, inventive, and customised products and services, including smart televisions, wireless charging devices, voice-activated assistants, and environmentally sustainable offerings (Corgel, 2008). These variables potentially contributed to the elevation of customer expectations and standards, resulting in heightened price sensitivity and a propensity for comparison.
Hence, the Wyndham Hotel chain must acknowledge and tackle these difficulties by enhancing its pricing strategies and value proposition. This will enable the company to effectively attract and retain customers, bolster its profitability and competitive edge, and uphold its brand reputation. Several potential solutions exist.
1. Investing in cutting-edge products and services that are customised to meet the unique preferences and wants of clients, as well as the distinctive qualities and demands of hotels, brands, and franchisees.
1. Organisations can acquire valuable insights into customer expectations and satisfaction levels regarding their products and services by utilising a variety of sources and procedures for feedback collecting (Sharma, 2016). These sources may include internet reviews, surveys, and focus groups. Moreover, this feedback can be employed to identify certain areas that require improvement and prospective opportunities for innovation.
1. The aim is to implement a pricing strategy that is flexible and reactive, considering many elements such as market dynamics, client segmentation, and competitor strategies. Revenue, occupancy, and RevPAR (revenue per available room) are the primary concerns for success.
1. The introduction of the Wyndham Rewards programme is meant to reward repeat business and encourage word-of-mouth advertising. In order to show appreciation and gratitude, this programme provides members with perks like free nights and bonus points (Nwokah, 2015). 
Responses and Reputation Administration
1. Due to the importance of client perception, satisfaction, and loyalty to a hotel's bottom line, reputation and opinion management play a key role in the hospitality industry. Hotels may take advantage of feedback and reputation management by carefully keeping tabs on their reviews, ratings, and rankings across multiple online platforms like social media, review sites, and search engines. The challenges that hotel managers may face when handling guest comments and public perception are outlined below.
1. The ever-changing preferences of hotel guests may necessitate the introduction of new, cutting-edge services and amenities like smart TVs, wireless charging stations, voice-activated virtual assistants, and eco-friendly furnishings (Lockwood & Jones, 2010).
1. In order to efficiently manage feedback and reputation across the portfolio's many hotels (representing several brands and franchisees), it is necessary to establish specific criteria, procedures, and resources. Additionally, this type requires the utilisation of numerous different vendors and resources to acquire the necessary materials and amenities.
1. Due to the ongoing pandemic and the high costs and complexities of updating and maintaining their products and services, as well as managing feedback and reputation through various systems and tools, the hotels may see a decline in revenues and profitability (Alberca & Parte, 2018).
1. The potential consequences of a high turnover and attrition rate among staff include the depletion of experienced and trained personnel, as well as the ongoing necessity to recruit and train new employees for the purposes of feedback and reputation maintenance.
1. The dynamic nature of the hospitality sector necessitates that hotels continually enhance their offerings, including products, services, feedback mechanisms, and reputation management systems, in order to align with evolving trends, technology, and client preferences (Kungu, 2014).
[bookmark: _Toc151127343]PESTLE Analysis
The PESTEL research, which is a comprehensive evaluation of external factors, uncovers intricate effects on Wyndham Hotel's ability to maintain visitor happiness.
Political factors: The political dimension plays a significant role in the success of the hospitality sector as a whole, despite the hotel itself being mostly untouched by political factors. A stable government and a regulatory environment that fosters acceptance are essential for the prosperity of this industry (Lewis, 2017). The occurrence of political turmoil can have a direct influence on the satisfaction of clients since it can lead to disturbances in travel plans and influence consumers' perceptions regarding their personal well-being.
 Economic factors: The hotel faces a problem in catering to a clientele that is highly sensitive to prices, reflecting the prevailing economic conditions. The Wyndham Hotel in Dallas faces the challenge of meeting the demands of budget-conscious travellers while maintaining the high quality of its services (Gumussoy & Koseoglu, 2016). There is a growing trend among guests to exhibit frugality as they actively pursue more favourable bargains. This behavioural shift directly impacts their assessment of the services provided by hotels.
Social factors: The evolution of hotels is important in order to cater to the demands of contemporary tourists in the social context. In contemporary times, those who engage in vacationing prioritise unique and distinctive experiences, as well as significant engagements with local residents, as their foremost considerations (Hallak et al., 2015). In order to effectively meet the demands of contemporary clientele and ensure a consistently high level of customer satisfaction, Wyndham Hotels must proactively adjust its practices to align with evolving cultural norms.
Technological factors: The impact of technology on hotel customers' experiences in the contemporary digital era is substantial. The decisions made by guests are influenced by online reviews and ratings. The web presence and handling of visitor comments for the Wyndham Hotel are of utmost importance (Alrawadieh & Dincer, 2019). The hotel's brand may be significantly impacted by negative internet evaluations, leading to client discouragement and decreased satisfaction.
Legal factors: The effective functioning of hotels and the assurance of visitor safety are contingent upon adherence to both local and national legislative frameworks. Non-compliance with regulations or guidelines has the potential to cause disruptions in operations and diminish the overall satisfaction of visitors (Qoura & Khalifa, 2016). The hotel's advertising practices and pricing strategies are influenced by consumer protection regulations and the need for openness in pricing. Legal difficulties play a significant role in influencing both hotel costs and tourist satisfaction.
Environmental factors: The hotel's environmental initiatives provide it with a competitive advantage, however, additional promotional efforts are required. The significance of eco-friendliness and sustainability in relation to guest satisfaction is growing (Ramgade & Kumar, 2021). Wyndham Hotel has the potential to enhance visitor satisfaction by effectively promoting its sustainability initiatives to environmentally conscious tourists.
[bookmark: _Toc151127344]SWOT Analysis
Strengths
1. The Wyndham Hotels company possesses an extensive assortment of around 9,000 hotels spanning different brands, effectively addressing the demands of distinct consumer segments and markets.
1. The Wyndham Hotels network demonstrates a notable emphasis on innovation, research and development, and the creation of new products (Nandonde, 2019). This strategic approach provides the company with a competitive advantage and positions it as an early adopter within the market.
Weaknesses
1. The Wyndham Hotels network has seen adverse feedback and grievances from customers over its customer service, front desk operations, and credit card issues. The previously mentioned issues have potentially resulted in adverse consequences for the company's reputation and ratings on several online sites, such as Sitejabber.
1. The Wyndham Hotels network is currently under competitive pressures and industry consolidation, which may provide challenges to its ability to maintain and expand its portfolio of hotels, brands, and franchisees, especially in emerging regions and the extended stay segment (Nandonde, 2019).
Opportunities
1. The Wyndham Hotel Group can take advantage of numerous digital technologies, including the cloud, AI, big data, and blockchain, to improve efficiency, flexibility, and creativity across the board. This strategy may improve the company's capacity to offer customers a variety of products and services distinguished by higher standards of customer convenience, dependability, and safety (Arif & Hossin, 2016). These offers encompass smart televisions, wireless charging devices, voice-activated assistants, and environmentally sustainable options.
1. The Wyndham Hotels business possesses the capability to utilise a variety of sources and procedures to collect input, encompassing internet reviews, surveys, and focus groups. These procedures facilitate the organization's understanding of client expectations and evaluation of satisfaction levels with its products and services (Perera, 2017). Moreover, they aid in the recognition of domains that necessitate growth and advancement.



Threats

1. The probable consequences of the COVID-19 pandemic on the global travel demand and occupancy rates may lead to a decline in the performance and profitability of the Wyndham Hotels chain.
1. The Wyndham Hotels network may face fluctuations in foreign exchange rates, which could have ramifications for its costs, revenues, and the perceived value and accessibility of its offerings to its visitors (Yu & Huimin, 2005).
[bookmark: _Toc151127345]Suggestions for the hotel chain to increase productivity and guest satisfaction
1. There must be uniform training and feedback methods in place to improve customer service, front desk operations, and credit card processes and procedures. This will allow them to respond effectively to customer questions, concerns, and complaints, reducing the likelihood that they would leave a negative review or complaint (Idris & Wahab, 2015). The implementation of this strategy has the ability to improve the hotel chain's reputation and guest reviews while also increasing customer satisfaction and loyalty.
1. The hotel company can strengthen its holdings by introducing new brands and expanding its network of franchisees. In addition, the company should work hard to meet the specific needs and satisfy the preferences of its diverse target audiences with individualised and customised offerings. The hotel chain can differentiate itself from the competition by doing so. This could increase demand from guests, retention rates, word-of-mouth, and the hotel's bottom line. It could also increase occupancy rates and RevPAR (revenue per available room).
1. Using digital technologies like cloud computing, AI, big data, and blockchain, the hotel chain can increase operational efficiency, flexibility, and innovation. Consumers will receive improved service from smart televisions, wireless chargers, voice assistants, and eco-friendly products (Sanjaya et al., 2020). The hotel chain's operational performance and profitability might both benefit from this strategy, as could the hotel guests' experience, contentment, and loyalty.
1. Keep the hotel chain's online presence (websites, mobile apps, social media, online travel agencies, etc.) in good shape and work to enhance it wherever possible. These avenues of communication are crucial for connecting with clients, business associates, and other interested parties. They are also used to track and affect the hotel chain's reputation and popularity in online user reviews and ratings. Strict security protocols, rules, and practices must be implemented to protect the hotel chain's data, systems, and networks from potential cyber threats or attacks. This helps build trust, confidence, and privacy among customers, which in turn benefits marketing, sales, and distribution activities. In addition to lowering operational risks and expenses, this technique has the potential to reduce customer complaints and financial losses for the hotel chain.
1. Health and safety regulations vary from country to country, and the hotel chain must adhere to all applicable regulations. As the current COVID-19 pandemic continues, it is more important than ever to ensure the safety, cleanliness, and hygiene of all products and services, as well as the education, preparation, and protection of both guests and employees (Birru et al., 2022). This method has the potential to guarantee the security of hotel personnel and visitors, as well as the reliability of the hotel's operations as a whole.
1. The hotel chain takes environmental and social responsibility seriously, thus it runs several different projects to lessen its impact. Involvement in Wyndham's programmes like Wyndham Green and Wyndham Rewards Wishes is one example. Implementing sustainable practices across the hotel chain can improve its environmental and social performance, bolster its reputation, and foster customer respect and admiration, which is why the hotel chain is undertaking these initiatives.
[bookmark: _Toc151127346]Methods of managing transitions that Wyndham should use
1. Wyndham Hotels should think about implementing change management initiatives, such as giving continuous training and feedback to their employees and franchisees. The primary goal of this programme should be to improve front-desk operations, credit card systems and processes, and customer service skills (Sang et al., 2017). The primary purpose is to provide workers with the essential knowledge and abilities to proficiently manage client inquiries, requests, and complaints in a manner that is both successful and efficient. Organisations can mitigate the damage of poor reviews and consumer complaints by adopting this technique. This method may boost hotel ratings and popularity while also increasing customer satisfaction and loyalty.
1. The hotel chain's goal is to maximise productivity, adaptability, and creativity by using digital technologies including cloud computing, AI, big data, and blockchain. The goal of this strategy is to provide consumers with more accessible, dependable, and secure goods and services, such as smart televisions, wireless chargers, voice assistants, and eco-friendly alternatives (Sang et al., 2017). This technique has the potential to raise operational performance and profitability for the hotel chain, as well as improve personalization for each individual guest.
1. The hotel chain is constantly working to increase its online visibility and reputation in places like search engines, social media, and OTAs. Customers, partners, and other stakeholders can more effectively communicate, interact, and be involved when these channels are used. In addition, they are responsible for managing the hotel chain's online reviews, star ratings, and position in user rankings. Possible outcomes of this strategy implementation include enhanced brand awareness, the creation of a unique brand identity, and the development of brand loyalty. The hotel chain's marketing, sales, and distribution efforts can all benefit from this approach as well.
1. To keep the hotel chain's data, systems, and networks safe from cyber threats or assaults, stringent security processes, rules, and practises must be put in place. This is crucial not only to protect consumer trust, confidence, and privacy but also to maintain the integrity and security of the organization's digital infrastructure. Implementing this strategy has the potential to mitigate operational risks and minimise expenses, while also effectively addressing customer complaints and minimising financial losses for the hotel chain (Dhoundiyal & Mathur, 2022).
1. In adherence to health and safety regulations and protocols within the various countries and regions of operation, the hotel chain endeavours to guarantee the safety, cleanliness, and hygiene of its products and services. Additionally, the organisation strives to ensure that both guests and staff are adequately informed, prepared, and safeguarded against any potential health and safety risks or concerns, particularly in light of the ongoing COVID-19 pandemic. Ensuring the well-being and security of both visitors and staff members, while also maintaining the uninterrupted operations and dependability of the hotel chain, can be achieved by this measure.

[bookmark: _Toc151127347]Action Plan for the hotel business
Here is a possible action plan for Wyndham that includes problems, solutions, desired outcomes, time scales, completion dates, and planned budgets:

	Difficulty
	Resolve
	Expected output
	Timeframe
	Expected finishing date
	Estimated Budget

	Customer service, front desk, and credit card problems
	Enhance the customer service, front desk, and credit card systems and processes, and provide regular training and feedback to the staff and franchisees.
	Improve the customer perception, satisfaction, and loyalty, as well as the reputation and ratings of the hotel chain (Spiridonova, 2021).
	6 months
	June 30, 2024
	$10 million

	Outdated room amenities
	Upgrade and maintain the room amenities, and offer more modern, innovative, and personalized products and services, such as smart TVs, wireless chargers, voice assistants, and eco-friendly products.
	Enhance the comfort, convenience, and enjoyment of the guests during their stay, as well as the revenue and profitability of the hotel chain.
	12 months
	December 31, 2024
	$50 million

	Pricing and value perception
	Implement a dynamic and flexible pricing strategy that considers the market conditions, customer segments, and competitive strategies, and that optimizes the revenue, occupancy, and RevPAR of the hotels (Boonpektrakul, 2014).
	Increase customer demand, retention, and referrals, as well as the revenue and profitability of the hotel chain.
	3 months
	March 31, 2024
	$5 million

	Feedback and reputation management
	Maintain and improve the online presence and reputation of the hotel chain on various platforms, and use them to communicate, interact, and engage with the customers, partners, and stakeholders, and to monitor and influence the online reviews, ratings, and rankings of the hotel chain.
	Boost the brand awareness, recognition, and loyalty, as well as the marketing, sales, and distribution of the hotel chain.
	Ongoing
	N/A
	$15 million

	Environmental and social responsibility and sustainability
	Reduce the environmental footprint and impact of the hotel chain, and participate in various environmental and social responsibility and sustainability programs, such as the Wyndham Green program and the Wyndham Rewards Wishes program.
	Improve the environmental and social performance and reputation of the hotel chain, as well as the customer respect and appreciation of the hotel chain.
	Ongoing
	N/A
	$20 million



The recommended action plan proposed by Hospitality Innovations Consulting for Wyndham Hotel is deemed beneficial due to its comprehensive and tailored approach, incorporating established change management strategies. The hotel's primary objectives are centred around enhancing client satisfaction and optimising financial outcomes. These objectives are pursued by addressing specific challenges faced by the hotel, including a decline in guest satisfaction, outdated amenities, and uncompetitive pricing (Mavridopoulou & O’Mahoney, 2020). The implementation approach ensures systematic implementation and ongoing oversight through the utilisation of established frameworks such as Lewin's Change Model, McKinsey's 7S model, and Kotter's 8-Step Change Model. Every recommendation is accompanied by a collection of key performance indicators (KPIs) that may be employed to objectively assess its effectiveness, and the suggested expenses are justifiable considering the hotel's scale and revenue. The design has been meticulously deliberated and is anticipated to yield positive outcomes for both the company operations and the overall reputation of the Wyndham Hotel.
[bookmark: _Toc151127348]Conclusion
In summary, the Wyndham Hotels network is a prominent international hospitality corporation that provides a wide range of over 9,000 hotels under several brands, effectively serving distinct consumer categories and markets. Nevertheless, the hotel chain encounters various concerns and obstacles that impact its operational efficiency and customer contentment (Kross-Feder, 2014). These include issues pertaining to customer service, front desk operations, and credit card complications. Furthermore, the presence of obsolete room amenities, pricing tactics, and the sense of value provide significant obstacles. Hotel management's commitment to environmental and social responsibility and sustainability, as well as guests' opinions on these issues, are also of interest. The hotel chain should employ various solutions and actions to deal with the issues and challenges listed above. The planned actions include enhancing and maintaining accommodation amenities, as well as bolstering customer service, front desk operations, and credit card systems and processes. In addition to working to improve the business's online profile and reputation, a pricing strategy that is both adaptable and responsive will be put into place. In addition, we will actively participate in a number of environmental, social responsibility, and sustainability projects, and we will take steps to lessen our impact on the environment. The hotel chain may increase operational efficiency, adaptability, and creativity by using these strategies, while also enhancing customer personalization, satisfaction, and loyalty. The hotel chain's long-term financial performance and profitability may thus be positively impacted by these upgrades.
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