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Introduction and Company Overview
The objective of this report will analyze the internal characteristics of BWH Group, including organization structure, culture, and goals; recent change initiatives, their impact, how well these were managed, and the organization's strategic direction and current business performance. The SureStay Hotel Group, Best Western Hotels & Resorts and WorldHotels Collection are three global brand families under the umbrella of the BWH Hotel Group, an international hotel company with its main office in Phoenix, Arizona. The BWH Hotel Group has an international network of about 4,700 hotels spread across over 100 nations and regions. Travelers and developers have a wide range of possibilities thanks to this brand architecture, which also safeguards the distinctive identities of each brand. 2020 (BWH Hotel Group). 
Following Best Western Hotels & Resorts' 2019 acquisition of WorldHotels Collection, the vast brand BWH Hotel Group was formed. The acquisition of WorldHotels Collection assembled three outstanding businesses and produced a range of hotel options in every market area. SureStay Hotel Group was already having great success in the economy segment under the direction of BWHR. By maintaining the major independent brands while simultaneously representing the unification under one roof, the newly developed global brand architecture.
Organization Structure
The organizational structure determines how tasks are assigned, coordinated, and managed to achieve organizational goals. It impacts organizations' operations and serves as the basis for routines and standard operating procedures. It establishes who participates in decision-making processes and how much their opinions influence the organization's actions (Friend, 2019). The kinds of organizational structures are geographical, matrix, functional, and divisional. BWH has a functional organizational structure, as illustrated below. 
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Source: (Wondershare, 2022)
Workers are grouped in a functional organizational structure according to their unique abilities and knowledge. A functional structure aims to gather all the informational and human resources required for one activity in one location. It establishes a clear structure and reduces uncertainty among workers about who they should report to (Indeed Team, 2020). BWH Hotel Group uses the functional organizational structure because it performs well in a controlled setting with ongoing operations to provide specialized services to its clients. Each department is organized vertically, with jobs ranging from the president to those working in sales, finance, information technology, research and development, and customer support, as well as those assigned to certain services. Specialized units in functional organizations answer to the top management.
Organization culture
The right method to conduct oneself inside an organization is determined by its culture. This culture comprises common values and beliefs that have been formed by leaders, disseminated, and reinforced through various channels, ultimately influencing employee perceptions, actions, and comprehension. The foundation of culture is a set of accepted attitudes, convictions, traditions, and written and unwritten laws that have evolved (Joseph and Kibera, 2019). Additionally, it contains the organization's mission, values, standards, procedures, symbols, terminology, presumptions, beliefs, and routines (Tsai, 2011).
The Best Western Hotels & Resorts' business practices are that, in the opinion of their employees, the culture in their organization is distinct since they are a loyalty-based business. Everything they do aims to lure customers to the Best Western and keep them there. Since helping the members love and feel fantastic about what they do every day is important, it should also start with the hotel's personnel feeling some pride and commitment to the brand. Because they are family-oriented, the Best Western Hotels and Resorts have a more caring attitude and culture than their rivals. A service culture is exemplified by the Best Western Hotels & Resorts culture. A company's service culture refers to how its employees perceive delivering exceptional customer service. The Best Western Hotels & Resorts offers services for their customers and workers, focusing on the latter. These services support the company's ongoing progress and its commitment to providing excellent customer service and job opportunities. The Best Western Hotels & Resorts conducts an annual employee engagement survey in which the workers may express their issues, and the management responds to them rather than just dismissing them. The Best Western Hotels & Resorts has an open-door policy where the purpose of it is to encourage open communication. The management will help the employees and also the team members.
Organizational goals
Objectives of an organizational can be generally described as desirable organizational results used in directing action and evaluate firm performance but are different from quantifiable goals (Kotlar et al., 2018; De Massis et al., 2020). BWH Hotel Group's top priorities are:
Compelling Brands for All Segments - All of the group's convention, city, and leisure hotels maintain internationally standardized quality standards while simultaneously maintaining their unique style and individuality. The BWH Hotel Group brand family consists of full and soft brands for all global product categories. As a result, the 18 hotel brands that the BWH Hotel Group offers satisfy hotel developers' and visitors' demands and expectations everywhere.
Partnering with a Global Network of Powerful Brands - The BWH Hotel Group seeks to boost the profitability and competitiveness of its partner hotels in its capacity as a brand partner for lodging establishments. Through brand affiliation, the individual hotels gain access to thorough marketing and sales efforts for all pertinent target markets. 
Recent Initiatives at BWH Group and their management
Expansion in the Middle East
As travel continues to experience a comeback both locally and globally, a top hospitality organization, BWH Group, is growing its footprint in the Middle East. The expansion is a part of the company's bigger strategy to deliberately increase its footprint in important locations across the world while offering the distinctive services and experiences that today's tourists and developers are looking for (PR Newswire, 2022).
With 18 unique brands in every chain size area in luxurious and economical categories, the BWH Hotel Group has grown significantly in recent years, becoming a global force in the hospitality industry. BWH Hotel Group publicized intentions to open four hotels in the Middle East in this year: one in Dubai and three in Saudi Arabia. BWH Hotel Group expects to increase its portfolio to 50 hotels in the Middle East within the next several years, with 34 hotels in its active pipeline and 16 currently in the region. The following four hotels will open in 2022, out of the 34 hotels opening in the area:
In Saudi Arabia, next to Qurayyat, one of the largest ports in the Middle East and a city with a rich cultural and historical legacy, is where you'll find the Best Western Plus Qurayyat City Center. The Best Western Plus Tabuk City Center is ideally situated in the Tabuk Region's capital city in northwest Saudi Arabia, a region renowned for its gorgeous beaches, ethnic food, and picturesque coastal towns. The 201-room Best Western Ajyad Makkah is a building conveniently placed next to the Al-Masjid al-Haram Mosque in the holy city of Makkah. A vibrant location with both local and foreign colleges that draw students from all over the world, Dubai International Academic City is home to the 600-room Best Western Plus Academic City.
Strengthening Company's Global Operations
This spring, BWH Hotel Group announced that Ron Pohl had been promoted to serve as the organization's President of International Operations and WorldHotels to further build on its global success. Pohl, who joined the company in 2007, was formerly its Senior Vice President and Chief Operations Officer. In his new responsibility, Pohl will be responsible for further strengthening the organization's presence worldwide and enhancing the company's operations on a global level (BWH News, 2022).
Building upon a foundation of success
Before growing its portfolio into every market segment, BWH Hotel Group concentrated on the strength of its central brands: Best Western, Best Western Premier, and Best Western Plus. In recent years, core brand hotel owners committed to investing billions of dollars in renovations and property improvements, revealing a collection of restored assets that appeal to the modern traveler (BWH News, 2022). Today these brands boast 3,171 properties worldwide and a further 284 properties in the global pipeline.
Offering flexible and modern hotel solutions
With a firm foundation, BWH Hotel Group started growing its portfolio with its soft collection offerings, which following the 2019 acquisition of WorldHotels, includes seven total brands covering every market segment. The company's soft collection offerings include BW Signature Collection, BW Premier Collection, and WorldHotels Collection, which collectively have approximately 300 active hotels and resorts worldwide, and a further 85 new properties in the global pipeline. Recent notable soft collection openings around the world can be viewed here.
Providing travelers, a unique experience with boutique hotels
Another key area of success for the hotel group includes launching its four boutique offerings: Sadie, Aiden, GLō, and Vīb additions were important in contemporizing the BWH Hotel Group brand and expanding its reach into the upscale segment with exceptional boutique offerings. Today there are over 30 open boutique hotels worldwide, with a further 44 in the boutique pipeline. Recent notable openings include Aiden in Sydney, Australia, and Vīb in Tempe, Arizona.
Leading the economy segment
With approximately 400 locations worldwide and a 2016 launch, BWH Hotel Group's SureStay Hotel Group has also seen substantial success, making it one of the industry's quickest-growing brands. Four distinct brands make up the group: SureStay StudioSM, SureStay Plus, SureStay, and SureStay Collection, which provide guests with a range of options in the economic sector. Being ranked first in the economy category in the J.D. Power 2020 and 2021 North America Hotel Guest Satisfaction Index Study, the brand is well-known among travelers as a reliable and well-regarded hotel alternative. The company's extended stay options are rounding out BWH Hotel Group's portfolio: Executive Residency and SureStay Studio. The extended-stay segment is poised to be a big focus for the company in 2022 and beyond as BWH Hotel Group looks to expand its footprint across these brands.
Organization strategic direction and business performance
Effective calamity management and power strategies
When Corona began, the BWH Hotel Group Central Europe headquarters in Eschborn launched an inclusive package of steps for its associated partner hotels and prioritized the situation in every department. Throughout the crisis, it helped its hotel partners with all available resources, including advice on all operational concerns, assistance with communication strategies, financial support, assistance with marketing and sales challenges, and information exchange. Digitalization-based financial support, reservation management, reduced contributions, lockdown and restart support, increased communication, hybrid meeting offerings, home office concepts, restart concepts, and new and modified marketing tactics. Additionally, during this time, the group's hotel expansion has not been put on hold; however, the emphasis to increase the brand's prominence has been growing (BWH Hotel, 2021). 
Top measures taken by BWH Hotel Group to operate amid the pandemic included: Keeping in touch with workers in short-time work; implementing cost-saving measures; Offering financial support for hotels; On-time preparation of important information; Fostering hygiene concepts; Offering meetings, workshops, virtual events, and online training; Creation of a lockdown support reservation management; managing and adapting cooperation with distribution partners; Restructuring and adapting to marketing programs and campaigns (BWH Hotel, 2021).
Business Performance Analysis
SWOT Analysis
	Strengths
1. Allied with over 4100 hotels in more than 80 nations. 
2. Largest Hotel Chain in the World. 
3. Hotels have their own identity and flair along with International level services that they have to incorporate into their offerings as a Best Western member
4. Hotels are located in good areas across the world
5. Best Western Travel Card has successfully increased sales and repeats visits

	Weaknesses
1. Since Best Western does not interfere with the management of member hotels, quality control gets difficult and limited accountability
2. Competition from international hotel chains means limited market share growth

	Opportunities
1. Digitalization and more online presence
2. The economic conditions will improve occupancy rates in the mid-market segments
3. More penetration in emerging economies
	Threats
1. Big chains are entering new markets
2. Changing market conditions, down economy
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