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Wynn Las Vegas is a premier luxury hotel chain on the Las Vegas Strip which faces some specific operational challenges that impact its capacity to deliver consistent higher quality guest experience. As most of the company’s targeted customers belong to higher income level, so inconsistency in the service quality enhance the chances of not repeat visits in the hotel. This is a vital challenge for a luxury hotel like Wynn Las Vegas because their long term sustainability depends on the loyal customer base. The challenges that guests face in the Wynn Las Vegas are long check-in and check-out processes, on-site dining wait times and issue resolution which has significnetly impact the company’s brand reputations. By experiencing lower services, guests provide negative review in several popular sites which demotivated other potential customers to visit the hotel.
The primary issue that Wynn Las Vegas faces is maintaining high guest satisfaction because of the operational inefficiencies that arises from the service delays and logistical bottlenecks. Customer feedback has consistently highlighted extended wait times at the front desk and in dining areas as well as delayed responses to service requests. These issues are increased during peak times which impacting the overall guest experience and challenging Wynn’s service quality standards. Moreover, rising operational costs and significant competition from other luxury companies like Bellagio and the Venetian enhanced the pressure over the Wynn. 
A detailed PESTEL analysis revealed the external impact over the company. As the US political and economic conditions is stable, so the chances of sudden losses are very low. But the Nevada’s gaming laws is very strict and if company failed to fulfil it then they will need to go through strict punishments. Considering data security is also very vital for the company to maintain customer trust over the company. The SWOT analysis highlighted Wynn’s exceptional brand reputation and prime location as significant strengths but identified service delays as a notable weakness. The TOWS analysis suggested strategies for using Wynn’s strengths, such as its established brand loyalty, to introduce exclusive, high-value experiences while addressing weaknesses through operational enhancements and technology integration.
The Wynn Las Vegan company can differentiate themselves by implementing effective strategy in the company. By implement ting digital check in and check out in the company, Wynn Las vegan can enhance customer satisfactions and this company can reduce the unwanted wait time. The digital innovative hospitality sector can attract more guest to the company by effectively maintaining all the recommendation and oversee the weakness of the company. This company can enhance the quality of service by providing proper training to their employee. Wynn Las Vegan company can evolve a clear vision and the strategy which is vital to emphasize how these changes can align with the Wynn’s mission. These can provide superior service experience to the guest of the company which is beneficial for the company’s reputations. 
Effective communications also important for the company which are the primary step of the Kottler’s model and the initiative progress and these expected benefits can help employees to engaged on the company and this help to be more motivated. Enhancing the coordination’s is also very essential part of the company. Wynn Las Vegas company can reshape and change its commitment to guest satisfaction that will help the company in positioning itself as a proactive and guest-cantered brand through an integrated feedback system. All these strategies require more investment of the company and the company need to do cost analysis fort to invest in these initiatives. Wynn can ensure a phased approach by using Lewin’s Change Model and allowing the team to foster to new processes in a structured manner. 
This company can obtain a strong platform to capture real time guest by introducing guest feedback and tracking the system effectively. The total cost analysis of all these recommendations can help the company to analyse weakness and opportunity effectively. The digital kiosk implementation allows the potential cost savings in the long run by allowing more streamlined staffing in the peak check-in/check-out times. The manager also can implement six sigma techniques to enhance customer satisfactions and their experience. By tracking guest feedback metrics such as the satisfaction scores and the expectations of the guest can help the company to continuously foster and respond to evolving and changing guest requirements and the market trends and also adapting a culture of proactive service.
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The Wynn Las Vegas is an iconic luxury resort located on the Las Vegas Strip. It is renowned for its magnificent design, world class amenities and superior guest services (Vegas, 2020). The total area that this hotel covers is 215 acres, where it offers an expansive range of high-end amenities. The facilities that the hotel offer is fine dining restaurants where award winning chefs prepared foods, 2700 guest rooms and suits, luxury retail shops, an 18-hole golf course, and entertainment venues that host shows and events. All these facilities combinedly ensure higher client experiences. Wynn Las Vegas has positioned itself as a premier choice for those guests who wants a refined, high-end experience within the Las Vegas hospitality market. The targeted customers of the company are rich travellers, VIPs, businesses executives and international tourists who prioritize exceptional service, exclusivity and comfort over the price. As the company is famous for offering high standards of luxury so it continuously tries to exceed the guest’s expectations through its facilities, personalized services and commitment to an exceptional guest experience.
Although the company is popular for its higher customer satisfaction, but in the recent time because of the over tourist flow the company face some challenges. For this reason, the company decided to take help from the consultancy firm.  The consultancy firm, Xotels Consulting is selected for the consultancy and it will address Wynn Las Vegas specific operational issues which impacting its guest experience and service delivery standards (Xotels, 2024). Xotels Consulting is a global hospitality consultancy which has an extensive portfolio of clients across the hotel and tourism sector. It is expert in data-driven solutions that enhance operational efficiency, customer satisfaction and profitability for luxury and boutique hotels worldwide. With a proven track record of working with high-end brands, Xotels’ core competencies include revenue management, operational optimization and strategic marketing. Xotels is renowned for its values of integrity, data transparency and practical solutions which align closely with the Wynns commitment to high quality services. I work as an intern of this company and I believe that we will successfully identify the challenges that Wynn Las Vegas faces and through offering effective recommendations, it will ensure their position again as the customer centric company.  
The operational issue at Wynn Las Vegas arises from growing challenges in maintaining high guest satisfaction during the higher guest arrival. According to the customer feedback, main problem that customer face is the delays in service delivery, specifically during peak occupancy which affecting the quality of the guest experience (Tripadvisor, 2024). The demand for services such as room service, housekeeping and concierge assistance often outpaces capacity during busy times which leading to longer wait times and reduced satisfaction scores. In this report, the main focus will be place on determining the key factors that are the responsible for the service delays including workforce management, operational logistics and resource allocation. After detecting the issues, Wynn can take proper strategy which will help the company to maintaining higher services quality during the peak seasons also.   
To thoroughly assess the operational challenges and developing effective solutions, this report will use several analytical frameworks and methodologies. First PESTEL analysis will be conducted to understand the external impact over the company (Rahman and Mishra, 2023). Through having clear understanding about the external factors, developing effective solutions will become easier.  As the company is located on the Las Vegas Strip, factors such as economic shifts, political regulations, technological advances and social trends will provide critical context for understanding the external pressures on operational performance.
The SWOT analysis will provide a comprehensive overview about the Wynn Las Vegas’s internal strengths and weaknesses, as well as the opportunities and threats posed by its competitive environment. Through knowing the strengths and weaknesses of the company, developing strategies will become easier (‌ Sammut‐Bonnici and Galea, 2015). This analysis will be followed by a TOWS matrix, which will strategically combine Wynn’s internal and external factors to generate actionable strategies which converting potential weaknesses into strengths and leveraging opportunities to reduce threats. Overall, this report will assess all the aspects related to the Wynn Las Vegas businesses and then strategically developed solutions so that the company can maintain its leading position.  
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Issue Description
Wynn Las Vegas is facing a significant operational challenge that has start to affect its reputation, guest satisfaction and overall revenue generation (Tripadvisor, 2024). As the hotel occupancy rates remains high throughout the year, the hotel has reported increasing delays in delivering essential services such as housekeeping, room service and concierge assistance. These delays led to lower guest satisfaction as well as negative review on different sites, specifically from the high profile guests and VIPs who have elevated service expectations. These challenges rise threats of reducing brand loyalty and a reduction in repeat business. As guests experience inconsistent service levels, particularly during peak occupancy their perception of the brand may suffer which can result in revenue losses, unfavourable online reviews and a weakening competitive position.

Causes of the Issue
Several factors are involve to these operational delays at the Wynn Las Vegas. Workforce limitation such as staff shortages and limited labour flexibility have had a direct impact on the hotel ability to meet the guests service demand efficiently (‌Wood, 2013). The high volume of guests during peak seasons places a pressure on available staff, who are often required to manage multiple responsibilities at once. This leads to slower response which ultimately impact the guest satisfaction. Additionally, as Wynn Las Vegas operate under a consistent pre define work process, so taking quick decision often is not possible because of the lower employee power. Because of this, solving guest issues requires more time which increases dissatisfaction. Moreover, supply chain issues, ranging from delays in procuring high-quality facilities to shortages of specific guest-preferred items, increase the issue. If these challenges are not addressed quickly, then in the long run, the company will lose their strong position in the hotel sector in the US.  
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Political Factors
As US is a politically stable country so the chances of sudden political decision negative impact on the Wynn Las Vegas is negligible but specific local and federal policies impact hospitality operations (Acampora et al., 2022). One significant political consideration is the regulation surrounding gaming and gambling, a crucial revenue stream for Wynn Las Vegas. Nevada’s gaming control broad strictly supervise gaming licenses to ensure that all the organizations follow legal standards (Nv.gov, 2024). Any changes in these regulations can significnetly impact the Wynn’s ability to maintain its gaming operations, which involve a substantial portion of its revenue. Furthermore, Nevada has recently introduced policies to promote worker rights which mandating higher minimum wages and strengthening labour laws for hospitality employees (Nv.gov, 2024). To avoid any kind of punishments, Wynn Las Vegas must fulfil these changing standards. Other than that, the company’s reputation will significnetly impacted. 
Economic Factors
The economic fluctuations have a vital impact on the Wynn Las Vegas operations. As the company operates in the luxury segment, so during all the economic downfall in the US, the company experienced lower demnd. According to the recent data, US economy has been experiencing both inflationary pressure and strong consumer spending (IMF, 2022). Despite inflation concerns, consumer demand for travel and luxury experiences remains high which benefits Wynn’s premium positioning in the Las Vegas market. According to the Las Vegas Convention and Visitors Authority, visitor numbers reached over 41 million in 2023 and spending per visitor has also increased which reflecting a strong demand for luxury accommodations (Girnus, 2024). Additionally, Las Vegas’s over dependency on the tourism makes it vulnerable during the global economic downturns which reduce the occupancy rates and spending on the hotels like Wynn (Anirudh Polagani, 2024). But the Wynns focus on the high end clients who are often less price sensitive provide it the power of resistance against some fluctuations.   

Social Factors
The Covid 19 pandemic has significantly impacts the guest preferences in the hospitality industry (Statista, 2021). The importance of health, safety and unique experiences is highly increases in the US. Wynn Las Vegas has had to adapt to these changes by implementing extensive health protocols to assure guests of their safety. Additionally, Las Vegas is experiencing a rise in millennial and Gen Z travellers who prioritize unique and immersive experiences over traditional luxury (The Independent, 2022). This trend has pushed Wynn to diversify its offerings by focusing on high-quality dining, personalized services and unique in-room technologies that appeal to a younger demographic. Socially, Las Vegas has a global reputation as an entertainment and leisure hub, which attracted millions of the travellers each year from all over the world which further influences Wynn’s marketing and service strategies (Kiesnoski, 2019). The company promotes itself as the perfect location for those tourists who wants to experience both uniqueness and luxury accommodations.
Technological Factors
Technology importance in the present hospitality sector is immense (Fang and Partovi, 2022). Advancements in technology play a crucial role in Wynn’s operational efficiency and guest experience. In the US, hospitality sector goes through significant transformation because of the technology integration such as mobile checking and AI driven personalized offerings. All these technological adopting enhance the guest’s experiences by removing the hassles (Zsarnoczky, 2018). Wynn has invested in high-tech amenities, including smart room features, app-based guest services and digital kiosks to reduce wait times which attracts tech-savvy visitors. Las Vegas has become a hub for 5G deployment which facilitating better connectivity for Wynn’s operations and guest services (Andrews, 2024). Moreover, Wynn’s integration of cybersecurity measures is essential, especially considering the data sensitivity associated with guest transactions and personal information. By adopting and investing on multilayer security protocols, the company ensure higher guests data security which enhanced its reputation as a reliable luxury hotel brand in the US.  

Environmental Factors
In the present time, people of the US and all over the world are highly conscious about the environment and they prefer those organizations which adopt sustainability (International Institute for Sustainable Development, 2022). Wynn Las Vegas has positioned themselves as the environmentally conscious organizations by adopting various eco-friendly initiatives. In Nevada, water conservation is vital because of the desert climate and persistent drought conditions (Lvvwd.com, 2021). Wynn has implemented water-saving technologies across its property, including efficient irrigation systems and low-flow fixtures, which align with local conservation efforts. Additionally, Wynn is committed to shifted on the renewable energy uses and they are operating one of the larges solar arrays for a hospitality property, which significantly reduces its carbon footprint. Wynn adoption of the eco friendly efforts not only reduce its operational costs but also align with the changing people preferences (Hall et al., 2015). 

Legal Factors
Operating on the Las Vegas needs to strictly follow both the state and federal regulations that govern everything from labour practices to data privacy and gaming licenses. Failing to fulfil the regulations properly led to higher punishments or complete shutdown of the organization.     Wynn Las Vegas must adhere to Nevada’s gaming laws to retain its gaming license, which are among the strictest in the country (Nvbar.org, 2024). The hotel is also subject to the U.S. Department of Labor regulations, which mandate fair wages, overtime compensation and benefits for employees. With rising concerns about data privacy, Wynn Las Vegas has implemented GDPR-compliant protocols for its international guest demographic. These regulations protect guest data privacy and prevent potential legal issues (GDPR.eu, 2019). Any violation of the law will not only drive the organization towards the punishments but also reduce the guest's trust which impacting the company’s long term sustainability.    
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	Strengths
	Weaknesses

	· Wynn Las Vegas is widely recognized for its exceptional luxury offerings which attracting high-profile clientele and maintaining a strong reputation within the luxury hospitality sector.
· Wynn benefits from its central location which help it to attract customers who wants comfort. 
· The hotel offers world-class facilities, including fine dining, exclusive entertainment options, a luxurious casino and spa services which enhancing the guest experience.
· Wynn’s commitment to service excellence is proved through personalized guest services, which contribute to its reputation as a premier luxury destination.
	· High-demand periods lead to delays in service delivery and operational bottlenecks which impact the guest experience and satisfaction.
· The large scale of the resort creates difficulties in coordinating housekeeping, room service and maintenance, which lead to occasional lapses in service.
· The high-touch nature of luxury hospitality requires extensive staff involvement which making Wynn vulnerable to issues related to labour shortages or high turnover rates.

	Opportunities
	Threats

	·  Wynn can enhance operational efficiency through the implementation of mobile assistant services, automated room controls, and other digital tools that streamline service delivery and improve guest satisfaction (Kozak and Kozak, 2016).
· As the luxury travel market continues to expand, Wynn has the opportunity to introduce new as well as exclusive experiences such as private suites, luxury event hosting or curated VIP experiences to attract affluent clientele (Reynolds et al., 2021).
· Increasing demand for eco-friendly tourism creates an opportunity for Wynn to further invest in sustainable practices, which can enhance its brand image and attract environmentally conscious travellers (Tesone, 2012).

	· Increasing labour and maintenance costs pose a threat to profitability, especially given the high level of service required to maintain Wynn's luxury status (‌Evans, 2015).
· Luxury hotels on the Las Vegas Strip, such as the Bellagio, the Venetian, and other high-end resorts represent significant competition for Wynn which potentially reducing its market share (Mgmresorts.com, 2020).
· Economic downturns, changes in travel behaviour or unexpected events like the COVID-19 pandemic lead to reduced occupancy rates and lower revenue which making Wynn’s business vulnerable to broader economic fluctuations.
· Shifts in consumer preferences, particularly toward more experiential or budget-conscious travel, impact demand for traditional luxury offerings (Busulwa, 2020).
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	SO Strategies
	WO Strategies

	· Wynn can take advantage of its strong brand reputation to create exclusive offerings, such as VIP-only events, bespoke experiences and high-profile partnerships with luxury brands which attracting high net worth individuals (Kotter, 2012).
· The hotel can further differentiate itself by introducing unique and luxury experiences modified to rich clientele, such as private suites, custom-designed packages and curated entertainment.
· By offering high-end, exclusive services, Wynn can reinforce its luxury positioning in the market which making it an even more desirable destination for luxury travellers. 
	· To address operational inefficiencies, Wynn should implement mobile apps and digital assistant services that streamline guest interactions and improve overall service delivery.
· Mobile app integration for room service and ordering can reduce delays and enhance operational efficiency which improving guest satisfaction during high demand periods.
· Wynn can invest in technology driven workforce management tools to optimize staffing which ensuring adequate resources are available during peak times and reducing service delays (Busulwa et al., 2021).

	ST Strategies
	WT Strategies

	· Wynn can use its strong brand loyalty to create exclusive loyalty programs for returning guests, offering personalized rewards and benefits that reinforce customer retention.
· By providing unique, one of a kind experiences, Wynn can ensure that its loyal customers continue to choose Wynn over competitors (Busulwa et al., 2021).
· With strong customer loyalty, Wynn can withstand market competition by enhancing its relationships with top-tier guests and offering services that meet their exclusive needs.
	· To address operational weaknesses and reduce rising costs, Wynn should invest in automation technologies for routine services, such as check in or check out and housekeeping, to enhance efficiency and reduce labour costs (Subramaniam et al., 2011).
· Wynn should prioritize comprehensive staff training to ensure consistency in service delivery, especially during high-demand periods which reducing delays and operational bottlenecks.
· Wynn may consider forming partnerships with technology providers to develop customized solutions for streamlining operations, improving efficiency and minimizing operational disruptions, especially during peak seasons (‌ Nikolskaya et al., 2021).





[bookmark: _Toc182158036]Recommendations and Change Management

[bookmark: _Toc182158037]Optimize Guest Check-in/Check-out Processes Using Digital Kiosks and Mobile Integration

Check in and the checkout process is the one of the most significant operational improvements at Wynn Las Vegas company (Buttrick, 2009). The high volume of guest during the peak hours can result to long queues in the company and the waiting time at the from des can affect the experience of the customers. This company can implement digital Kiosks and mobile integrations for check in and check out offers for the consumers and this can provide the user-friendly experience to the consumers (Marketingdive.com, 2017). In this digital world, the digital kiosks can aloe guest to check in and receive the rooms keys without the need for face-to-face interactions with the front desk staff. The mobile interactions help the company to offer the guest by use their smartphones to check in and access their rooms (Wynnlasvegas.com, 2020). This also can offer greater flexibility and convenience for those who prefer to avoid traditional front desk interactions. This company can provide a choice between self-service and the personalise assistance which can play a crucial role in the company and the digital integration can provide a balance which can cater to diverse guest preferences. 
By maintaining these recommendations and implementing digital innovations in the hospitality, this company can keep themselves in highly prioritize convenience and efficiency (Burnes, 2014). Wynn Las Vegas can increase the guest experience and reduce operational pressure by utilizing digital tools effectively.  This company should provide proper training to their staff to focus on providing more personalized assistance to guest who prefer a traditional check in experience more than the digital experience (Wynnlasvegas.com, 2020). This system also essential for collective valuable data of the guest check – in patterns and preferences that can be leveraged to optimized staffing schedule and enhance the service efficiency. 
Change management by implementing Kotter’s 8-Step Change Model
This company should ensure a smooth transition to this new check in and the checkout systems by implementing Kotter’s 8-steps change models. This model provides a structured approach which also facilitate employee buy- in and also minimizes resistance. The first step of this model to build a sense of urgency by providing importance on the technologies upgrades and requirements to maintain Wynn’s competitive edge in the luxury market and this also can help the company to enhance customer satisfactions (Ríos-Martín et al., 2019). This company can develop a clear vision and the strategy which is essential to emphasize how these changes can align with the Wynn’s mission (Noordzife, 2014). These can provide superior service experience. Effective communications are primary step of the Kottler’s model and the initiative progress, expected benefits can help employees to engaged on the company and this help to be more motivated (Yoopetch and Nimsai, 2021). The leader of the company can help the employee by giving them hands on training with the new technology and this also make able the employee to support guests who may require assistance (Laig & Abocejo, 2021). By implementing digital service standards into front desk operations, the company can ensure lasting adoptions (Jogarao, 2024). This organisational structure builds a supportive environment for change and this also assess the sustain Wynn’s commitment to service excellence. 
The cost implications 
The implementations of digital Kiosks and the mobile integrations can include initial costs which also can include the hardware, software and employee training. All these initiatives may need good figure of investment. The Kiosk installations can cost $5,000 to $10,000 per unit and factoring in the cost of establishing a mobile platform or partnering with a digital vendor and the projected initial outlay could range from $50,000 to $150,000 which is depending on system complexity and scale. This company also have some additional cost for software licence, IT support and the maintenance cost also should be considered (Whittington et al., 2020). This digital platform requires proper training of the employee and this training expenses for front desk staff should be included in it. Wynn Las Vegas company should also include the labour costs which is essential to enhance customer satisfactions. 
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The second essential and fundamental recommendations is to improve the on-site experience of the guest by identifying prolonged wait times and the service details which can negatively impact guest satisfactions. This company’s dining venue is highly popular and this company can attract significant foot traffic especially during the peak hours. The high demand can result the bottlenecks in service delivery and this can result the guest dissatisfactions (Mavridopoulou & O’Mahoney, 2020). This company can implement the digital reservations and waitlist system which can help to manage table assignments more efficiently by reducing the need for guest to queue physically. Furthermore, this company can streamline the dining experience by integrating real time menu updated and pre-order options via a mobile app and this also offer the guest a place orders in advance or view wat times before arriving the venue. The Wyn Las Vegas can maximise the service efficiency by investing on staff training and the adjustments to the layout of dining areas. This company can improve response times and prevent service overlap by creating designated service zones within each restaurant and strategically placing waitstaff within these zones (O’Mahoney, 2021). This company can enhance the coordination’s by enhancing the dining experience in these ways and this also can reduce the gust complains related to the dining delays. These are common among the high-end travellers which expect a seamless experience. 
Change management by using Lewin’s Change Model
Lewin’s change model can provide a straightforward approach for managing changes in the dining service which includes the three stages of this model like unfreezing, changing, and refreezing.  The management of this company should enhance the communications strategy to reduce the wait times and enhance the guest experience (Gajić et al., 2024). The leader of the company can obtain this strategy by team meetings and feedback service which is beneficial of the guest and the staff. Wynn Las Vegas can motivate employees to embrace the proposed changes by adapting an understanding of the current issues and potential solutions. The introductions of new digital tools for reservations and order management will need extensive staff training and adjustment to existing workflows. The training sections should focus on developing the staff skills to manage these systems confidently while fostering to new service layouts. This company should oversee the feedback of the guest to implement appropriate strategy to enhance their satisfactions (Kipping & Clark, 2012). The manager of the company can implement recognising and the rewarding strategy to the staff to enhance their job satisfactions. A satisfied employee can provide their best service to the company to enhance guest experience. 
Cost Implications
The on-site dining will need financial investments and staff training. The cost of developing a digital reservation and the ordering system to enhance customer satisfactions de-ends on features and this may range from $25,000 to $75,000. The additional investments in the kitchen technology like communications devices for the employee of the company to learn and adapt to these systems. These also include both front of house and kitchen personnel will also contribute to the overall budgets system. These improvements are expected to yield long term benefits on customer satisfactions despite the upfront investments and this also includes the positive online reviews. These can help the company to increased revenue for Wynn Las Vegas (Yu, Zhang and Kim, 2023). 
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In the luxury and most popular hospitality sector, guest satisfaction is paramount and the company maintaining a responsive strategy to gather and act upon guest feedback is crucial for meeting high expectations. Wynn Las Vegas can increase its operations by connecting with a guest feedback and issue tracking system that also allow the hotel to capture real-time feedback and systematically address concerns (Narayan et al., 2022). These initiatives ultimately improving the quality of service and responsiveness. The system would serve as a centralized hub for collecting guest insights and complaints, and requests that also enable staff to identify issues promptly and monitor recurring patterns that may need operational adjustments. Wynn Las Vegas company can develop its commitment to guest satisfaction, positioning itself as a proactive, guest-cantered brand through an integrated feedback system (Piccoli, Lui and Grün, 2016). This company should provide a digital way to their guest to white about their experience and they also can provide the feedback and track system of the company which can allow guest to submit feedback by several channels like mobile apps, in- room tablet and email surveys post stay (Wilson et al., 2020). The actionable data can be obtained by the real time collections and this also allow the company to quickly identify negative feedback and capitalize on positive insights for the future service improvements. The manager of the company can monitor the resolutions prices of the company and ensure the timely response by the tracking component (Kumar, Kumar & Attri, 2021). These solutions enhance the service recovery and also improve accountability. 
Using Six Sigma Techniques to Optimize Response and Follow-up Processes
 This company fan ensures the feedback and issues are tracking system are operates at peak efficiency. The six sigma can focus on reducing variability and this also can increase process reliability that is well- suited for hospitality operations and these the consistency is essential (Jones, 2014). Wynn Las Vegas can implement a structured and data-driven framework for feedback management which is also leading to efficient issue resolution and enhanced guest satisfaction by following the Six Sigma DMAIC and finally methodology (Harry et al., 2010). Wynn can ensure a consistent response across all areas of guest experience by including departments like housekeeping, front office, and food services in this phase. Additionally, the system would regularly help the performance against the defined KPIs with ongoing monitoring to make sure that the feedback loop remains effective and reliable over time (Deng, Yeh and Sung, 2013). Wynn Las Vegas can sustain an agile and responsive feedback system which can increase guest experience and operational efficiency by continuously refining these processes. 
Cost Implications of Integrating the Feedback System
The manager of the company can implement a guest feedback and track the system comes with upfront and operational costs in software aquation and system setup and employee training to enhance guest satisfactions (Patel, 2017). This also have a significant cost of the company (Skilton, 2016) . the multiple platform compatibility and the data analytics capability can range from $15,000 to $60,000. The extra expenses for connections with existing hotel management systems and the customizations can add another $10,000 to $30,000. This company also have to expend on staff training to navigate the new system which is related to guest interactions and this will need dedicated resource to make sure smooth onboarding and adaptions. the potential for long-term savings and enhanced brand image and reputation enhancement justifies these costs (Sapir, 2024). The system can prevent negative reviews and decrease the need for service recovery that results a more positive brand image and increased repeat business by addressing guest concerns proactively. 
The manager of the company can enhance the reputations of the company and increase the brand recognitions by implanting these initiatives in the company’s culture (Gupta, 2024). This company can ensure the feedback system remains a valuable toom in delivering exceptional guest experience and increasing operational excellence by implementing these. 
[bookmark: _Toc182158040]Action Plan 

	Number
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	1
	Guest Check-In or Check-Out Delays
	To advance guest arrival and departure, Wynn Las Vegas will implement a system of digital kiosks and mobile app integration. This approach allows guests to check in and out independently which reducing the need for front desk assistance and minimizing wait times, specifically during peak hours.
	This solution will significantly reduce the time guests spend in line which creating a more seamless experience. 
	3 months
	Q1 2025
	$150,000

	2
	Extended Wait Times in On-Site Dining Venues
	Wynn will enhance its on-site dining experience by optimizing operations with additional self-service kiosks, mobile ordering capabilities and increased staffing during peak periods. The mobile ordering system will allow guests to place and track their orders directly from their mobile devices which reducing congestion in high-traffic areas.
	The primary aim is to improve the dining experience for guests by reducing wait times and enhancing service speed (Horng et al., 2022). 
	4 months
	Q2 2025
	$200,000

	3
	Guest Feedback and Issue Tracking
	A new Guest Feedback and Issue Tracking System will be implemented to capture, address, and resolve guest concerns in real-time. This system will include automated alerts for guest complaints and feedback, ensuring swift resolution by relevant departments (Hu et al., 2019).
	By providing quick responses to guest concerns, this system will elevate service quality and promote higher levels of guest loyalty. 
	3 months
	Q1 2025
	$120,000

	4
	High Operational Costs and Staffing Challenges
	Wynn Las Vegas will adopt workforce management tools and introduce automation for routine services, such as housekeeping requests and room service. This will help manage labour more efficiently and ensure adequate resources are allocated during high-demand periods.
	This strategy aims to optimize labour costs by aligning staffing with occupancy demands, leading to more efficient operations. 
	6 months
	Q3 2025
	$250,000
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This company should effectively identify all the challenges which is faced by the Wynn Las Vegas. the analysis of the company should provide a comprehensive evaluation of the factor impacting guest satisfactions. This company should reduce the wait time by implementing kiosks for streamline check in and check out process which is designed to empower guest with a self-service option. The implementation of digital kiosks will be aligned with staff readiness by following Kotter’s 8-Step Change Model which ensure a smooth transition and supporting employee engagement in adopting this technology. The enhancement of on-site dining experience is essential to manage high demand effectively and reduce wait times and maintain quality service standards. The recommendations of this report include operational adjustments and the integrations of a reservation system to optimize table turnover. Wynn can ensure a phased approach by using Lewin’s Change Model and allowing the team to foster to new processes in a structured manner. This company can obtain a strong platform to capture real time guest by introducing guest feedback and tracking the system effectively. Tracking guest feedback metrics like the satisfaction scores and the expectations of the guest and response times will help the company to continuously adapt and respond to developing and changing guest needs and also adapting a culture of proactive service. The benefits of these strategic recommendations are significant and each initiative directly can contribute to operational efficiency and brand reputation. The digital kiosk implementation offers potential cost savings in the long run by offering more streamlined staffing during the peak check-in/check-out times. This company can boost revenue potential and reduce wait related complaints by enhancing dining management. The manager of the company should provide importance to the guest feedback so that the company can change or reshape their strategy to enhance guest satisfactions. Guests will feel respected and heard which also enhance Wynn Las Vegas’s reputation for exceptional service. The insights from this system will inform ongoing improvements by providing a foundation for future innovation in service delivery and guest experience management in the company. 
We would like to express our sincere gratitude to Wynn Las Vegas for depositing Hotels Consulting with this essential project. We are honoured to have had the opportunity to give the proper insights and recommendations which we believe will help Wynn maintain and its esteemed position in the luxury hospitality sector.  This also can help in continue delivering memorable experiences for its guests. We look forward to a continued partnership with Wynn Las Vegas and we are confident that these recommendations and the effective strategy of the company once implemented, will significantly increase operational efficiency and the satisfactions of the guest and brand loyalty. Thank you once again for the opportunity to contribute to company’s achievement and we hope to remain a respected consulting partner for any future initiatives focused at excellence and innovation in hospitality services. 
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