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Executive Summary
Wyndham Hotel & Resorts Corporation is the world’s largest franchisor of hotels which currently has in its management network more than 8,900 franchises in over 95 countries. Concentrating on value for money and guest needs, Wyndham franchises easily recognisable brands, including Ramada, Days Inn, and Super 8, fitting mostly into the midscale and economy segment of the market. From this SWOT analysis of Wyndham, its organisation culture, organisational objectives, current change processes and strategy and direction, the key area of competence is in branding and positioning. Nevertheless, the firm maintains certain threats in its ability to continue to adapt to changes in consumer preferences as well as the rising competition.
According to the report, Wyndham should focus on utilising better technology in an organisation to improve hospitality, extend the preservation of the environment programmes to more customer attractive, and publicise a marketing technique using data analysis. I found that these strategies will help to improve the competitive advantage of Wyndham and support sustained growth in the constantly evolving industry of hospitality.
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[bookmark: _Toc180954310]Introduction:
Wyndham Hotel & Resorts Corporation which was formed in 1981 has grown into one of the biggest well-known hotel franchisors. Wyndham was a part of the hospitality conglomerate Cendant Corporation but became separate in 2006 when Wyndham International was spun off (Wyndham Hotels and Resorts, 2023). Today, it manages one of the widest portfolios of hotel brands such as Super 8, Days Inn, Ramada, and La Quinta, which are located in more than ninety-five countries. This diverse sort makes it possible for Wyndham to meet several customers' needs while placing most of its operations in the Midscale and Economy segments.
The purpose of this report is to analyse and critically measure Wyndham Hotel & Resorts at the corporate and Hotel levels in factors important for the day-to-day running of the business. The organisational environment, culture, and scope of the company together with key objectives and goals established in the organisation, change initiatives carried out by the company to respond to the market demands, and organisational strategy that defines the company's direction for the future will be described in the report.
Analysing these critical factors, the report aims to present a comprehensive picture of the company's current state in the context of the hospitality industry and determine areas of its operations that can be further developed to improve the company's competitiveness in the market.
[bookmark: _Toc180954311]Organisation Structure, Culture, and Goals:
Wyndham Hotel & Resorts Corporation has a corporate structure and like in most large organisations around the world today its organisational structure is hierarchical. This structure facilitates coordination of authority and accountability throughout its broad operations as a hotelier, which operates invariably recognised brands like Ramada, Days Inn, and Super 8. The tiered structure allows for UNANIMOUS decision-making because the HC is usually able to establish goals that are achieved at the levels of separate hotels. Nevertheless, they can undermine operations by introducing intermediary structures that slow down communication and adaptation to the local market (Jiang and Kleiner, 2019). This structure provides a neat structure of operation to achieve consistency across the properties but may be rigid in a dynamic hospitality environment.
Culture in the case of Wyndham plays a huge importance in how employees behave treat customers and perform their tasks. The organisational culture observed at Wyndham includes assertiveness, cooperation, and dedication towards excellence, as is sustainable in mission toward the fulfilment of hospitality experiences (González and Garzón, 2020). Schein's Organizational Culture Model posits that culture consists of three levels: tuberculosis: artefacts, espoused values, and the basic beliefs of the organisation (Schein, 2010). At Wyndham, the artefacts found are in the logo, and various service delivery standards by the company, while the proclaimed values are customer-oriented and socially responsible. These values transform the behaviour of employees to the extent of ensuring that guest experiences and operational outcomes are given priority. Such a culture not only results in high employee satisfaction but also increased customer satisfaction since guests are more likely to be receptive to motivated employees' efforts (Schneider and Bowen, 2019).
The goals embracing Wyndham’s corporate business consist of several components such as; financial, customer, and business. Organisational financial goals include steady improvement in its sales as driven by the company’s acquisitions and improved brand image. High satisfaction of customers is also a concern since the company understands that only satisfied customers will keep coming for their services or recommend others to the company (Kwortnik and Thompson, 2009). At the hotel unit level, these goals tend to be achieved along similar lines as the above-mentioned corporate objectives, with a focus being on local market domination and delivering customer satisfaction. At the same time, each hotel is free to formulate its specific strategies although these must be pursued in the framework of the general corporate strategies to guarantee consistent striving for the enhancement of the service quality and performance (Heskett et al., 1994). This synchronisation between corporate and individual unit objectives improves the organisation’s efficiency and organisational effectiveness.
[bookmark: _Toc180954312]Recent Change Initiatives:
Since the turn of the decade, Wyndham Hotel & Resorts has embarked on several key change management projects aimed at enhancing business operations and strategic actions in the industry. One of them is the support and introduction of sophisticated technological solutions, such as mobile cheque-in, or choosing a room with the help of a smartphone application of Wyndham. Thus, this technology adoption makes work easier and also makes the guests happy through the provision of leisure and personalised services (Liu et al., 2021). Also, Wyndham has put in measurable improvements in sustainable business policies focused on the emission of energy usage, and properly executing policy to dispose of waste. These measures are not only in compliance with the company's corporate responsibility policies but they address, escalating, consumer trends that seek sustainable accommodations.
Some of the change initiatives that have been implemented for operations in Wyndham have resulted in some impacts. Technology has enhanced production activities, by cutting down the time taken in waiting for customers to attend to their issues by staff. In addition, the sustainability initiatives have improved the sophistication of the company’s brand due to the attractiveness of green consumers to the company (Boella and Goss-Turner, 2013). Therefore, Wyndham currently occupies a better spot in a competitive market, which contributes towards increased customer satisfaction and hence more market control.
It is possible to evaluate the change management process, which occurs in Wyndham, using Kotter's Change Model, which stipulates eight steps. The key attributes of this model are: generating awareness of the need for change, assembling the change leadership team, and communicating the vision (Kotter, 1996). This paper demonstrated how Wyndham effectively managed the social aspect of the change by presenting several strategies on how the company unveiled the advantage of the technology for employees and stakeholders, as well as how they ensured stakeholders collaborated. Staff involvement in the change process is considered critical since proactive input instruments were adopted to capture the perceptions of the workers systematically (Gursoy and Chen, 2020). Not only did this element help to manage change more effectively so that there would be fewer transition issues but it also raised morale because people became committed to this process and the changes being made (Armenakis and Bedeian, 1999).
[bookmark: _Toc180954313]Strategic Direction:
The Wyndham Hotel & Resorts Corporation has well well-defined strategic planning vision and mission statement of becoming the largest global hotel franchising company. The mission of the company is to enhance the hospitality offerings in the company while offering all the essential services to the franchisees. This mission highlights operation efficiency, guests' satisfaction, and financial viability to ensure that Wyndham establishes a competitive status within the intensely competitive extended-stay hotel market (Wyndham Hotels and Resorts, 2023). Key challenges and objectives of the strategic vision involve expanding on a brand basis, diversifying services to be delivered, and establishing long-term relationships with franchisees who are crucial for sustaining competitive advantages in the markets.
Concerning factors of market positioning, Wyndham can be discussed as one of the leaders in the midscale as well as economy segments of the hotel business. The Wyndham group has more than 8,900 hotels in over 95 countries; thus, a broad market segment focusing on several brands, which are Super 8, Days Inn, Ramada, and others, meet the consumers' needs (Statista, 2024). Indeed, the competition is well articulated within the hospitality industry, especially from emerging giants like Marriotts, Hilton, and Accor. However, I have found out that Wyndham does differentiate itself from the general vacation rental services providers by targeting cost-conscious consumers and consumers who look for family house-like accommodations. Another source of competitive advantage is related to the company's vast loyalty programme called Wyndham Rewards which helps boost customer loyalty and frequency (Baker et al., 2021).
To accomplish its strategic goals and manage strategic risks successfully within its particular business setting, Wyndham has set the following measures. It is known as a crucial aspect of its growth strategy by entering into the new segments and it has recently introduced vacation rentals and extended-stay services. This diversification not only targets diverse market segments but also reduces risks resulting from dependence on traditional hotel accommodation (Kim and McKercher, 2021). Further, there have been agreements with key technology partners to know customers through different digital media. This digital transformation initiative is not solely about enhancing operational efficiency and moving up the customer value chain as a result is in tune with today's customer requirements for a digital fix (Bharadwaj et al., 2013).
The key areas of the case analysis reveal how the following strategic management theories apply to understanding Wyndham’s strategic direction. For example, Porter’s Five Forces analysis suggests that the threat of entry by new competitors is moderate because industries that require a large amount of capital, including financial investments and consumer allegiance, possess high barriers to entry (Porter, 2008). Further, a SWOT analysis showcases strong points concerning Wyndham which include; a well-established trademark image and a broad network of hotels in different parts of the world; however, it also reveals the company’s/chain’s drawbacks; for instance, the company has a low/limited exposure to the luxury market. This is because the emerging market in environmentally sustainable tourism presents potential opportunities for business while threats arising from competition and declining economic activity reducing travellers’ spending should not be underestimated (McCarthy and Kauffman, 2020).
[bookmark: _Toc180954314]Recommendations:
Taking into account the analysis of Wyndham Hotel & Resorts concerning its strategic direction, some important recommendations may be provided to strengthen its market position. First, Wyndham needs to implement investment in technology enhancement for its properties to optimise work effectiveness and satisfactorily meet consumers' needs. The bring-your-own-device policy means that people are using their own smart devices to interact with the organisation, which can improve efficiency if they all work together as an integrated management system. This could be done by his office with the implementation to commence in the next fiscal year during the time that budgets for technological development are made.
Second, there is a need to stabilise revenue and diversify Wyndham's corporate sustainability strategies. From practises like efficient energy systems and waste management practises, Wyndham can capture environmentally sensitive guests. This could be done by establishing a structure to coordinate sustainability strategy in the corporate structure with a specific charter of disseminating selected initiatives across all hotel units in the following two years. In most of these areas, there exists industry benchmark examples such as the Marriott Company which has managed to implement a socially sustainable strategy (Baker and Crompton, 2000).
Finally, increasing customer involvement through targeted marketing and advertising shall be equal to the task of keeping the existing clientele where-and-if not, attracting the new ones as well. This means that Wyndham can improve on communicating and offering promotions to the guests based on what they may wish to learn from the data analytics. This could be led by the marketing department using attributes of guests and their purchasing patterns targeting roll out within the quarter as such would fit promotional seasons.
All these recommendations are in line with Wyndham's mission and strategic intent, thus providing a roadmap for continuous growth and improved competitive positioning in the advancing hospitality industry.
[bookmark: _Toc180954315]Conclusion:
This report focuses on the key issues and opportunities for improvement of Wyndham Hotel & Resorts Corporation. The findings reveal that Wyndham has a strong hierarchical organisational design to hastily execute the corporate mission of providing world-class hospitality services, all while its corporate values mean the inclusion of all entities within the business sphere. More recent change initiatives that are technological to an extent as well as those to do with sustainability show that the firm remains focused on enhancing operational efficiency as well as adopting and aligning with the modern consumer principles.
It is now crucial for Wyndham to seize its strategic development avenues whereby the company can harness its growth prospects through investing in technological enhancements, integration of new sustainable policies within its hotels, and introducing marketing models for dealing with individual customers. By handling the aforementioned areas, Wyndham can build a better position that would help the company succeed in the long term and adapt to the rapidly growing market that is the hospitality industry. In conclusion, the future direction of Wyndham Hotel & Resorts lies in the capacity of the organisation to fashion out new directions that will suit the consumers' new preferences and at the same time sustain its commitment to delivering quality service and value to its guests.
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