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[bookmark: _Toc181299681]Introduction 
Wyndham Hotels & Resorts (NYSE: Today, (WH) is considered one of the biggest hotel franchising companies in the world, operating with around 9,100 hotels in over 95 countries across six continents (Mullins, 2023). Based in Beverley Hills, California, the organisation was founded in 1981, and it has transformed into a hospitality industry giant with operations in 24 different hotel brands among them Super 8, Days Inn, Ramada and La Quinta. Currently, Wyndham has over 843 thousand rooms globally and is asset-light and mainly focused on franchising that provides excellent scalability (Boddy, 2017).
[image: ]
It is the intention of this report to undertake a review of Wyndham Hotels & Resorts in relation to its organisational structure, culture, the recent changes that have occurred and its strategic orientation. Using the main management theories such as Mintzberg’s Organisational Structures, Handy’s Cultural Types, and Kotter’s Change Management Model the analysis will assess both the strategic management on the corporate level as well as on hotels (Sam and K. Mohamed Jasim, 2023). The assessment will pay special attention to how franchising model used by Wyndham affects organisational behaviour and management strategies, in addition to the analysis of organisational flexibility in the context of post pandemic environment of the hospitality industry. In addition, the report will assess the success of the latest strategic management actions such as digital & green strategies for sustaining a competitive edge in the global hospitality industry.
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[bookmark: _Toc181299683]Organisation Structure, Culture, and Goals
Wyndham Hotels & Resorts features a complex system of cooperation that can be a rather fitting example of Mintzberg’s divisionalised form, which is referred to as a network of semi-autonomous divisional units which are strategically controlled from above (Mullins and Dosser, 2013). On the corporate level, organisational structure of this firm remains top-down with different departments for franchise Division, Brand Division and Division International. This structure allows for easy supervision of its large franchise system and at the same time maintaining high brand consistency across multiple locations.
Corresponding to Handy, the role culture at the corporate level was evident in the organisation’s structural design, which features well-specified roles and bureaucratic procedures. Though in large chain organisation like Marriott, operational functional structures are seen, individual hotel properties show signs of task culture where people are grouped together based on requirements of operations and needs of guests (Huczynski and Buchanan, 2019). This dual approach helps to keep all brands working in the same system while providing the opportunity to localise the processes, which is critical for the success of the hospitality industry.
Schein’s three level analysis of the organisational culture shows that Wyndham’s culture is diverse and customer oriented. At the artefacts level, the key service culture ‘Count on Me’ is operationalised through service delivery standardisation and homogeneity of brand image across the company’s properties. The espoused values level indicates appreciation of diversity, ethical conduct in business, and sustainable business practises by their recent ESG plans and CRPs (Robbins and Judge, 2017). This theory level presents an almost subconscious acceptance of the appropriateness of the franchise model and the need to generate value for stakeholders.


Corporate Level
According to the organisation’s objectives noted above, an application of Mckinsey’s 7S Framework at the corporate and individual hotel levels is done as follows; 
· Market leadership in middle-market hospitality
· Revenue growth through franchise expansion
· Digital transformation
· Sustainability leadership
Individual Hotel Level
· Guest satisfaction metrics
· Revenue per available room (RevPAR) targets
· Brand standard compliance
· Local market share growth
These objectives are cascaded down to individual properties via franchise agreements which key on revenue generation; guest satisfaction indices; and quality control. Out of all the above models, one can observe the significance of the shared values component in particular in Wyndham ‘s commitment to ‘Count on Me’-service culture as common organisational focus (Armstrong, 2012).
Organisational behaviour is impacted by franchising systems intensively due to appearing of a vast number of hierarchical relations. Strategic objectives are the overall corporate targets and cover brand building, revenue increase throughout the systems, and franchise support, while property-level goals are devoted to operation improvement and sales within a particular location (Adair, J. 2019). This is being achieved through a strong performance management system which links the individual hotel plan with the strategic corporate goals as provided in Armstrong’s performance management system model (2021).
There is positive evidence that this organisational structure and culture have facilitated the delivery of consistent brand across the differentiated offerings of Wyndham while responding to local environment (Rubin, 2021). However, not much has been easy in respect to the relationship between the principal and the agent, which is characteristic of the franchise model, as it calls for constant improvement of the system of monitoring and support. These difficulties are solved with the help of powerful franchise support programmes, the constant quality cheques, and rather effective technological tools which help to improve the organisation workflow and ensure all the outcomes are in harmony with the company’s vision and values (Mullins, 2023).
[bookmark: _Toc181299684]Recent Change Initiatives
Over the last few years, Wyndham has embarked itself on several large-scale change management programmes encompassing digital change, management of change for sustainability, and organisational change (Mullins, 2023). Applying Kotter’s 8-Step Change Model gives further understanding of how this company has addressed these changes.
Digital Transformation: Some of the mobile cheque in and app enhancement initiatives in Wyndham needed to ‘unfreeze’ the organisation through communicating to all the stakeholders and new training for the franchise operators.
In the “unfreezing” stage, Wyndham identified that there is need to build a sense of ‘perceived pressuring’ with regards to the digital transformations. They pointed at the changes in consumers’ behaviour that make contactless interactions preferred, and the opportunities with the improvement of digital solutions for operation efficiency and competitive advantage unlocking (Huczynski and Buchanan, 2019). To obtain the support of the franchise partners for the changes that were about to be made, town hall meetings and webinars, and individual emails were utilised.
The “moving” phase aimed at the smart utilisation of new technologies like mobile cheque-in and better reservation systems in the network of Wyndham. This entailed a high level of planning and organisational development as the company had to facilitate linkages with other systems in place at the hotel level (Perrigot, López-Fernández and Eroglu, 2013). 
A lot of effort was made to train and support the franchise operators to ensure they would be able to make a satisfactory transition.
Last, the ‘refreezing’ was the last attempts to establish new digital processes and technologies as a new standard for the brand network. This also entailed revising operating manuals, KPIs, as well as the performance management system all with the objective of reminding employees on the necessity of going digital and the exploitation of digital options (Bloisi et al., 2017).
Sustainability Program: Another valuable change initiative that has been implemented in the organisation is green and social responsibility. The Count on Me to be Green program, therefore, embodies a radical shift in the operations within the hospitality organisation’s network of hotels. Using the Bridge’s Transition Model, the company was able to handle the psychological transitions involved when it comes to adopting new sustainability standards especially for franchise operators who would have had to spend more on green equipment and practices (Buchanan and Huczynski, 2017).
[bookmark: _GoBack]The organisation has also followed major structural transformations within the market with regard to the restructuring of brand portfolios, as well as the development of new brand standards for the market. Through what Rollinson, (2018) expressed as a different change management style that aimed at having participative change with the faction operators and stakeholders. Clear doubts in inquiries such as guest’s satisfaction scores and percentage of franchises renewals show that these initiatives were effective (Alchian, 2020).
These change initiatives have been quantitatively significant: While digitalisation initiatives increased mobile bookings by 15%, other change initiatives made properties more operationally effective. They point to specific efficiencies achieved from sustainability planning such as lower costs of operation besides creating brighter brand images hence, improve on client experiences and potential for structural changes to changes the competitive positions of the organisation in essential markets as espoused by Mullins and Dosser (2013).
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The basic strategic plan of action of Wyndham Hotels & Resorts, therefore, hinges on two imperatives; the worldwide market penetration and global growth, and the constant delivery of operational efficiency through a franchise-based business model that requires minimal company ownership of properties. Using the Porter’s Five Force analysis highlights strategic management of the organisation to the observed high rivalry within the industry, the focus on brand diversification and technological advancement (Baum and Hai, 2020). The risk of entrants is moderate due to high brand recognition whereas supplier power is kept under control by economies of scale in procuring as well as by utilising standardised operations (Boddy, 2017).
The company's long-term strategic objectives focus on three key pillars: market development, use of technology, and the company’s sustainable growth. Using the Resource-Based View (RBV) theory, Wyndham builds on its key management strengths in franchise, brand and global supply system to achieve sustainable competitive advantages. Some of these distinctive capabilities are evident in the organisation in its ability to standardise its communication brand while at the same time maintaining flexibility in addressing the local market (Mullins, 2023).
PESTLE analysis also examines the organisation’s management of such aspects externally through identifying strategic management of political risks in the emerging economies, changes in economic circumstances in the travelling industry, and technological changes that may affect the guests. The corporate social responsibility and environmental management strategy fits the rising customer consciousness and regulatory mandates on environmental concerns, and technological capital serves the augmented digitisation of the guest experience (Robbins and Judge, 2017).
Achievement of these strategic goals is done by a balanced scorecard methodology, which looks at financial, customer, internal process, and learning and growth perspectives. The financial strategies, therefore, relate to strong franchise fee revenues, and the appropriate use of capital (Armstrong, 2012), while the customer strategies pertain to the ongoing drive for a seamless guest experience with the help of technology and outstanding customer service (Madhavi Vinayak Godbole, 2024).
Technology collaboration and the firm’s sustainability strategy are two areas of the most significant importance of strategic partnerships for Wyndham. The organisation has pursued what Huczynski and Buchanan (2019) have termed the collaborative strategic alignment framework, engaging strategic partners in technology, sustainability and local market to improve strategic positioning and operational advantage.
Risk management is inherent in the strategic framework; strategic priorities are focused on market risks, cyber risks, and risks related to compliance. It has a sophisticated enterprise risk management programme that corresponds to the framework of Mullins (2019) on strategic risk management in hospitality. This approach helps to identify threats before they occur and to seize opportunities before they come into view (Nelson, 2023).
The success of these strategic initiatives can be measured with the help of operational standards of RevPAR (Revenue Per Available Room), franchise system expansion, as well as the evaluation of the satisfaction of a guest. Current performance data suggests that there has been a positive trend towards market share gain and operational effectiveness but there are still significant issues in sustaining competitive advantage as the industry becomes more volatile (Arnold, 2020).
Challenges and Trade-offs of the Franchise Model
The franchise-based business model at the core of Wyndham's strategy introduces several challenges and trade-offs that the company must navigate:
Alignment and Control: The conflict of interest between Wyndham and the franchisees is evident because the latter has its interests first before the company’s strategic plan. As a result, Performance management, quality assurance, and Technological infrastructure are the major areas that require substantial investment to ensure that all the units in the Wyndham network adhere to the same brand and standard.
Franchisee Resistance to Change: When it comes to change management, where new strategic directions are being implemented, including digital transformation and sustainability programmes, franchisees might resist because they are also vulnerable to financial consequences. For Wyndham to overcome this resistance, the organisation has to use very effective change management practises such as communication, engagement, and motivation.
Localisation vs. Standardisation: A key and continuing issue is the proactive management of tensions between local adaptability at the hotel level and the standardised brand and operational demands. To facilitate this and at the same time remain a globally consistent brand, Wyndham has to establish the right structures of management and organisational structure that allow for enough localisation without losing the fundamentals of the brand.
Financial Trade-offs: Wyndham continue to implement the asset-light franchise model that lets the company expand across the world with little capital investment. However, this model also means that the company cannot control and maximise financial performance of each property, which may affect general revenues and profits.
Talent Management: Managing and recruiting employees and maintaining their loyalty in a number of franchised properties is much more challenging than in the case of a number of company-owned hotels. There is a need for improvement of human capital management practises such as training, performance motivation, and career management in order to enable Wyndham deliver consistent services and maintain the brand image.
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Wyndham Hotels & Resorts is an excellent example of a highly developed organisational model based on franchising as a management strategy in the hospitality industry. Thus, the organisation successfully applies a divisional structure with well-developed cultural frameworks, which allow for a highly effective response to intricate market situations. The current strategic orientation of the company is a good model of the combination of global and local elements, where the American management theories, such as Mintzberg’s Organisational Structures and Porter Five Forces, are applied for increasing competition advantages.
Investment in digital transformation, sustainability, and managing operating costs is aligned with a fluid business environment in the organisation’s sector. In this paper, it is established that through systematic change management, technological integration and the customer-centred business model, Wyndham has been able to sustain its position in the market and adapt to the new challenges affecting the global hospitality industry.


[bookmark: _Toc181299687]Recommendations
A critical evaluation of Wyndham Hotels & Resorts presents a strong organisation with proper structural features and flexible approach to strategies being implemented. Although the firm establishes itself well based on franchise management and brand uniformity, several issues open the scope for improvement to sustain market supremacy boosting in the emerging hospitality industry.
Key recommendations for improvement include:
· Technology Integration Enhancement: Introduce a connected artificial intelligence system that will operate in all the properties by 2025 in a way that will enhance guest relations while enhancing operation outcomes. Implementation of this should be driven by the Chief Technology Officer although this should of course be founded on formal quarterly targets.
· Sustainability Leadership: Adopt carbon-neutral policy commitment at all properties by year 2026, through energy efficiency and consumption reduction programmes. Specific goals for the Environmental Sustainability team should be set so that it is measured and holds individual goals based on property.
· Franchise Support Evolution: Develop stronger operational support franchise by Q3 of 2025 C by leveraging performance tracking and live operational support. This initiative should be implemented by the Franchise Operations division together with the monthly progress reports.
The aforesaid recommendations are in line with the benchmark laid down by Mullins (2023) and shall be realised in a phased manner with least interruption to business processes but with the greatest positive impact to strategic business stakeholders.
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