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                                                 Executive Summary

The aim of this report is to create a report containing the results of Best Western Hotel Group Organisational audit.
The examination will focus in to the critically analysed of the relationship between structure, culture, people and organisational performance of  Best Western Hotel Group.  The study will provide to the reader with a knowledge base of the  recent change initiatives and their impact to the organisation and how well these were managed.  Moreover, theoretical concepts and framework related to  strategic direction, brand image and recommendations will also be provide in order to establish a solid theoretical framework.
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Introduction 
[bookmark: _Hlk108029387][bookmark: _Hlk108029682]The aim of this report is to create a report containing the results of Best Western Hotel Group Organisational audit.  Within this report a critically analyse highlights the relationship between structure, culture, people and organisational performance of  Best Western Hotel Group. The current report discusses Best Western Hotel Group   recent change initiatives and their impact to the organisation and how well these were managed. Furth more, another part of this report focuses to elaborates, the organisation’s strategic direction and current business performance to highlight the progress towards its vision and fulfil its goals. The final part of this report focuses on recommendations  and ways how  Best Western Hotel Groups compete in the  market  and keep up or be higher than competitors. 
Best Western Hotel Group ( BWH) is the world’s largest hotel chain  with more than 4700 hotels in more than100 countries, and has been operating for 69 years in the U.S.  for 39 years in Europe,  and it continues to expand. Also, is  the only global  non-profit hotel organization on the market. The association is a pure play membership organization established to provide revenue generating opportunities through marketing sales and other services and the leveraging of purchasing power to its members. 
BWH structure 
To achieve the objectives and goals the structure of BWH Hotel Group offers hotels across every chain segment ranging from luxury to upper economy.   And is  made up of six wholly owned subsidiaries: BW Advertising Agency Inc.; BW-Gold Card Club International, Inc; BW Insurance Agency, Inc.; BW Worldwide Reservations, Inc; BW Financial Services, Inc.; and BW Limited.  It is important to define the six owned subsidiaries in order to track the reason for BWH enormous success. More and more guests are looking for unique travel experiences and BWH  should focused on growing their soft brand portfolio that includes World Hotels Collection portfolio, BW Premier Collection and BW Signature Collection. However, international , BWH  operates through 27 Affiliate Organizations (AOs) and each AO is a separate non-profit member  organization in its own right  limited to a specified geographic region. AOs generally have a CEO, who is head of the staff, and a President, who is the head of the member Board of Directors  A list of the AOs and the respective countries/territories for which they are responsible. Each AO operates under its own ten-year agreement signed with BW. This agreement outlines the affiliate structure, services, and responsibilities of each part. According to Mintzberg (1979) stated that the structure of an organisation can be defined simply as the sum total of the ways in which it divides labour into distinct tasks and then achieves co-ordination between them.  
BWH culture
The Best Western Hotel Group vision is to lead the hospitality industry in superior customer care and to achieve this vision BWH has adopted the following core values: excellence in quality and service; integrity, honesty and truthfulness; accountability; fairness and impartiality; respect for others dignity; leadership based upon Best Western values and being a good member of the community. Best BWH core values, practices, culture and history embody a commitment to ethical business practices and good corporate citizenship. Additionally, although each Best Western branded hotel is independently owned and operated, each hotel is contractually obligated to abide by all applicable laws and by Best Western’s standards. 
BWH goals
Best Western Hotel Group are a group of independent hotels who are packed with personality, all with the same goal like to make sure our guests have a stay that’s one to remember. 
The service quality or standard of BW is varied among regions. Best Western has problem on two key attributes inconsistency and outdated. Customers and noncustomers who describe Best Western as somewhat or very inconsistent told that across regions, a considerable number of travellers associate BW with inconsistency. Interestingly, this result is more pronounced for customers than noncustomers. The brand impact varied across regions and, was both negative and positive. While travellers had overall impressions of inconsistency, certain key drivers contributed to these perceptions. Most notable were inconsistency with services, hotel appearance, in room amenities, and the property‘s physical structure factors which received high mentions across regions. This findings highlights that Best Western Hotel Group is struggle to meet the organisation goals and future actions are required.  
 BWH Change initiatives and their impact and how well these were managed
The hospitality industry has endured its greatest crisis in history and Best Western Hotel Groups responded very well to the pandemic. Studies shows that the organisation and its hoteliers continues to recover  and is planning to strengthen its loyalty program, work to increase brand revenue and drive development efforts across key markets in North America and across the globe. Moreover, Best Western’s loyalty program delivers a higher revenue contribution than those for Wyndham, IHG or Choice, but that increasing enrolment is key. In regards to revenue contribution from the loyalty program, the studies shows that Best Western Rewards has the third highest on its competitive set. During the pandemic acquiring new loyalty program members became a challenge for Best Western Hotel Group and hospitality reward programs. As travel rebounds and consumers are traveling, Best Western Rewards is hoping to expand its membership. New promotions are helping such as one for this fall that awards a $20 gift card for each night a member stays at a Best Western family hotel in the United States, Canada or the Caribbean up to five nights. Also, by earning points loyalty program members can earn a two night stay for two guests at one of Best Westerns hotels plus an experience which include trips to Walt Disney World in Orlando,  a Broadway show on New York, a culinary experience in Paris and gaming in Las Vegas. However, in recent years Best Western Hotel Groups have made a concerted effort to increase loyalty program membership because 44 percent of its gross room revenue is coming from loyalty members bookings. But growing membership no longer is enough as hoteliers compete among each other because  similar competition and deals are offered to the customers .Consumers of Best Western Hotel Groups are  complaining about their points not being accounted for and also problems with free night stays which they earned due to reward points. Also, a trend of inconsistent service quality has been observed as consumer who are loyal members have complained about certain locations that offer good customer services while others are negatively effecting the Best Western Hotel Group Brand .Lockyer’s (2005)  research regarding hotel purchase decision and the ethnography findings, it is safe to claim that a huge amount of Best Wester Hotel Group consumers have a negative brand image of the company.   With the above in mind it has been observed that the brand suffers on two levels, its brand image and secondly loyalty program. 

BWH strategic direction 
The multifaced nature of the strategy concept makes it an extremely complex research object states Soberg and Durrieu, 2008). According to Evans et al. (2006) focus strategic can be developed in a travel and tourism in a range of different circumstances by focusing on in a particular geographic destination. The Best Western Hotel Group is focused  on putting the right brands in the right markets to meet consumer demand. The focus is on growing representation in urban and dense suburban markets where more of Best Westerns brands can expand and see success. Also, Best Western Hotel Group focuses in the pricing strategy and offers various pricing options to customers to choose from. Best Western Hotel Group it uses conventional methods of marketing like advertising on media channels like online, magazines and TV. 
BWH  performance
 For BW customers, the brand‘s performance relative to competitors was generally variable across regions. From analyses it is found that BW sometimes fared better, and sometimes worse, than specific regional competitors. Overall, however, with the exception of Australia, the brand appears to meet customer expectations. A similar analysis was performed for noncustomers. Here, BW‘s performance was variable across regions, and was generally lower than for customers. The brand performed no better than average on most of the dimensions. In contrast, Hampton Inn scored above average on all 11 attributes, while Ramada fared consistently worse on each.
Certain competitive brands seem able to lure BW customers and noncustomers within specific regions. They are Holiday Inn in North America and Northern Europe, Ibis in Southern Europe, and Courtyard by Marriott in Australia. A more detailed analysis was performed among U.K. business travellers to determine which brand would be the first or second choice among competing lodging brands. The results indicate that BW is in the middle of the pack. The brand trails significantly behind four competitors, two of which are Marriott and Holiday Inn compete directly with BW in all regions. Preference for BW is only marginally above the least preferred U.K. lodging brands. In the same studies, U.K. business travellers were asked if they would be happy to stay at a certain chain again. Here too, BW is found in the middle of the pack, trailing Marriott and Holiday Inn, as well as other local U.K. chains. Willingness to stay again at BW was only marginally above those brands scoring lowest in the study.

Recommendations 
 Best Western's customers are confused by the differences in service, quality and hospitality. This has not only caused confusion, but also frustration and dissatisfaction among the consumers, in extension leading to the cognitive consumers losing their faith in the general Best Western brand and the company losing their position in the marketplace. With the above in mind, this paper suggest that Best Western should centralize their brands, moving away from inconsistencies created due to difference in service quality and amenities. The centralization will occur on two levels. As the hotels are independently owned and operated, the inconsistencies exist within the brand as mentioned in the finding by a consumer regarding Best Western Plus offering different services and amenities in different locations. The second change would occur by aligning the management of these hotels. Responsibilities given to the management of independent hotels results in a confused brand identity. A post made by consumer explains it rather well that on the outside people see the brand of Best Western and are sorely disappointed when they are faced with low quality service. Should this centralization be implemented, it would not be unreasonable to think that the confusion and the dissatisfaction that the cognitive consumers have, regarding the separation of the brands, would decrease substantially. From a theoretical perspective, considering the Value Proposition Canvas presented by Osterwalder et al. (2014), a centralizing of the brand would indeed create a stronger form of fit between Best Western’s Value Map and the respective Customer Profile, since it would be one step closer to what Osterwalder et al. (2014) calls Business Model Fit.
India AND China are the two most potential markets for Best Western Hotel Group.  These two countries provide Best Western with endless opportunities to expand their global operations with much intensity. There are white plastic showpiece towers designed by architects such as I.M. Peiand Sir Norman Foster. There are immense new industrial parks for autos and petrochemicals, along with new subway lines, airport runways, ribbons of expressway, and an elaborate riverfront development. With this above in mind the message is clear that is a good opportunity for WHS to expand worldwide. Best Western can form strategic alliances with complementary providers in the tourism industry. For instance, they can form an alliance with airline carriers across the world and in regional basis by integrating the services provided. Five star hotels around the world have received immense benefits from this kind of alliance like Starwood and Orion. This would play a key role in increasing customer loyalty and the organisation growth and profitability. 

Conclusion
[bookmark: _Hlk108030510][bookmark: _Hlk108030598]This thesis report has primarily aimed to examine the results of Best Western Hotel Group Organisational audit. This study  has answered to the critically analysed of the relationship between structure, culture, people and organisational performance of  Best Western Hotel Group. Other data, such as keyword analysis and social media statistics, has also been a factor here. Furthermore, the paper has also provided the reader with a knowledge base of the  recent change initiatives and their impact to the organisation and how well these were managed.  Moreover, theoretical concepts and framework related to  strategic direction, brand image and recommendations have also been provided in order to establish a solid theoretical framework. 
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