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Executive Summary
[bookmark: _GoBack]Wyndham Hotel & Resorts is one of the biggest hotel chains in the world which with over 9,000 hotels located in over 80 countries worldwide mostly in the midscale and economy segments. In the subsequent sections of this report, an analysis and appraisal of Wyndham supports the evaluation of a range of factors including the organisation’s structure, culture, change initiatives and strategy. Conclusions obtained from the analysis demonstrate that the employment of a highly centralized organizational culture and an unmistakable focus on values such as integrity create a strong foundation for the corporate functioning of Wyndham as well as for encouraging the company’s employees to perform more effectively. New technology adoption and sustainable measures have impacted customer satisfaction and brand image, and the right business model through acquisition and a loyalty program prepare the company well in a competitive environment.
As a way of further boosting its standing this report suggests that Wyndham should invest in engaging the customer through marketing tailored for that specific target segment and embracing new technologies in operations such as Artificial Intelligence. This should be done under the supervision of the CMO and CIO and should begin either in the next fiscal year. These recommendations are needed for developing a better relationship with customers and sustaining the competitive advantage from the existing fast changing environmental factors thereby increasing the revenues and subsequently the success of Wyndham Hotel & Resorts.
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[bookmark: _Toc181700440]Introduction
Wyndham Hotel & Resorts was established in 1981 and has become one of the largest and most iconic hotel brands globally, operating more than 9,000 hotels across various brands on six continents in more than 80 countries. The company is considered an investment leader in the midscale and economy segments, offering affordable and family-friendly accommodations. Key services are hospitality management of hotels and resorts, franchise opportunities, and loyalty programs to lift the customer's experience (Kim, 2023). This paper endeavors to analyze and critically discuss Wyndham Hotel & Resorts on both corporate as well as individual hotel bases. Organization structure, culture, and goals will be studied along with recent initiatives towards change, and review strategic direction. This report takes the help of evidence-based analysis and relevant management theories for insights into the operational dynamics of Wyndham Hotel & Resorts and recommends measures that will help it gain ground in the hospitality industry competitively.


[bookmark: _Toc181700441]Main Body
[bookmark: _Toc181700442]1. Organisation Structure, Culture, and Goals
Organisation Structure
Wyndham Hotel & Resorts has a flat hierarchical structure with well-defined lines of authority; it follows a chain of command. The structure is crucial in promoting communication and effective decision-making at various organization levels (Chión et al., 2020). Major departments include:
· Operations: It deals with the day-to-day operations of hotels in the company to ensure they meet the defined standards of service and operate efficiently.
· Sales and Marketing: Responsible for brand promotion, capturing customers, and revenue from marketing strategies.
· Human Resources: Oversees recruitment, employee development, and training; it ensures there is adequate working staff capable of taking up work within the firm.
· Finance: It oversees finance planning and budgeting reporting to keep the financial resources in good position and safeguard them.
With this structure, delivery is carried out consistently on the operation side of the vast setup of Wyndham Hotels and Resorts as general managers are left with the powers at the individual locations to style their operations suitably at their region or geographical positioning (Fox, 2021).
Corporate Culture
Wyndham's corporate culture was anchored on a set of corporate values: Being better than others to be best
· Integrity: Ethical practice with honesty in all dealings with integrity
· Customer Centricity: Providing excellent service and guest experiences
· Inclusivity: Diverse workforce environment for employees and guests.
This culture becomes influential to the operations since it creates a good working environment that encourages employee engagement and satisfaction (Guix et al., 2020). Employees take pride in their jobs, therefore, assuring better service delivery and customers' satisfaction. This base for the culture leads to low employee turnover and high customer loyalty.
Organisational Goals
Wyndham Hotel & Resorts has various corporate goals, which are set in alignment to realizing its long-term vision, including:
· Growth: Grow its international network through acquisition and franchising to build its brands' presence in emerging markets
· Sustainability: Create a more environmentally sustainable business by reducing the environmental footprint of its operations (Scanlon, 2023).
The hotel-specific goals are aimed at:
· Guest Satisfaction: High scores on satisfaction survey ratings and participation in the loyalty program
· Operational Efficiency: Implement cost cuts and optimize resource utilization to improve profitability.
These goals therefore guarantee the capability of maintaining competitiveness through such changes and also allow for growth in innovation on every level.
[bookmark: _Toc181700443]2. Recent Change Initiatives
Recent Change Initiatives
Some of the recent change initiatives that has been adopted by Wyndham Hotel & Resorts includes the following: The first drive is the acquisition of competitive technological platforms in key technologies. This includes; the adoption of new property management systems that assist in easy to book and interact with guests and ease work at the back end. Moreover, the WiY program was enhanced through the availability of the company’s mobile application that enable Wyndham guests to make reservations, check in and out and avail other services thereby enhancing proximity convenience and interaction (Mietzner, 2022).
Another important effort relates to the matters of sustainably. Wyndham has signed the Sustainable Belt and Road Initiative and has implemented and continues to undertake sustainable activities. These include; integrating efficient technology utilization in the operation of the hotels such as energy, water and waste management. In addition, the company has introduced the ‘Count on Me’ program, which focuses on engaging and advocating for sustainability within the hospitality company and its hotels to involve them in local projects within the towns and cities the hotels are located (Donleavy and Noronha, 2022).
Impact Analysis
It is pertinent to note that the application of these initiatives has brought significant changes in the way customer experience is delivered and the way the organisation operates. Having embraced the use of technology the guest experience has been enriched due to the improved service delivery. One of the advantages which become apparent from the use of digital platforms is the ease with which customers conduct their business, which translates to satisfaction and ultimately, brand loyalty. In practical use under operations, the new property management system has benefits of eliminating usages of generic naming, excessive mistakes, on top of that making some staff more of client facing rather than paperwork and handling systematic issues.
Sustainability efforts have also impacted positively on the reputation of the organization in its value delivery. Through environmental management, Wyndham has ensured the achievement of customers with conscience – travelers who are likely to be loyal to the company’s brands for more than one reason (Cunha et al., 2021).
Change Management Evaluation
The management of these changes by Wyndham has been strategic and in advance. There was a clear system of communication regarding the implementation process where the company’s employees received information concerning specific measures, as well as their goals. This involved frequency, training and feedback system to address some of these issues.
Engagement of the employees was described as a crucial factor in successful change management practices. When deciding on operational change, staff was included in the process, which led to ownership and, therefore, increased accountability at Wyndham. In addition to making the changing process run more smoothly, this approach helped provide increased satisfaction and enhance employees’ motivation to work toward the organization’s objectives. In sum, the successful handling of those change initiatives has laid down the foundation for the success of Wyndham Hotel & Resorts in the highly competitive hotel business (Mattos et al., 2022).
[bookmark: _Toc181700444]3. Strategic Direction
Strategic Direction Overview
Wyndham Hotel & Resorts has adopted a strategy that is based on growth, market positioning, and engaging customers. The organization positions itself as a leader in midscale and economy hotel offerings, marketing them as affordable while not compromising on quality. This strategic positioning enables the company to capture a different clientele that appeals to a wide variety of leisure and business travelers looking for value for money accommodations (Burgelman, 2020).
The target market groups include families, budget-conscious travelers, and business clients who require ease and service excellence. Wyndham accesses the diverse market through its very large portfolio of brands. It ranges from low budget options like Super 8 to higher end products such as Wyndham Grand. This wide portfolio helps the company meet various market needs and preferences and hence has a wider outreach in the hospitality market.
Moreover, the strategic positioning of the guest through the provision of personalized service and technology integration by Wyndham further buttresses its market position. Through data analysis, Wyndham understands the preferences of their customers and customizes its product offering, leading to customer loyalty and repeat business.
Long-Term Strategies
For its long-term goals, Wyndham has established some strategies anchored around growth through acquisitions and franchising, brand differentiation, and customer loyalty programs (McNeill and Nienaber, 2020).
1. Expansion through Acquisition and Franchising
Wyndham is expanding significantly through acquiring established brands and assets of hotels, thereby reinforcing its market share and diversified its offerings. This has helped the company to grow rapidly in critical markets with the strength of already built brand awareness. Moreover, its franchising strategy facilitates fast growth without huge capital because the franchisee operates his or her respective properties and adheres to the operating standards and the guidelines of Wyndham brands. This not only boosts growth but also expands the products of the company to various market segments. 
2. Brand Differentiation
Wyndham differentiates its brands in terms of unique selling propositions tailored for particular customer groups. It has, for instance positioned Ramada as a family-friendly brand while its budget-conscious clientele will be catered for by Howard Johnson with the value-added services. Wyndham's strategic differentiation of the brands will then meet diverse tastes, and the individuality of every brand aligns with what the targeted customers need.
3. Customer Loyalty Programs:
Wyndham has spent a lot of investment on the loyalty programs, including Wyndham Rewards. In this program, repeat customers are encouraged through the rewards system. Members receive discounted rates and free nights as well as tailored experiences based on preferences. Such an approach in the creation of loyal customers will increase revenue from repeat stays and provide brand advocacy because the happy customers intend to refer others to the respective franchisee.
Therefore, in relation to the hotel and resorts market, Wyndham Hotel & Resorts' strong strategic direction with focused market positioning and a holistic approach to growth perfectly sets the company up for sustainable success in a competitive hospitality environment (Lin and Bowman, 2022). With continued emphasis on customer engagement and operations, Wyndham is well prepared to face changes within the broader hospitality industry.


[bookmark: _Toc181700445]Conclusion
In this report, Wyndham Hotel & Resorts has been analyzed and assessed critically based on findings which are discussed in relation to the company’s structure, its corporate culture, recent changes and its overall strategic plan. The high level of Centralization, corporate culture at Wyndham, principles of integrity, customer oriented organization and inclusiveness all these have a positive impact on organizational performance and employees’ morale. Since the technological and sustainability changes occurred in the recent past, the company has demonstrated the ways of managing changes successfully affecting customers’ experience and brand image.
More so, the current strategic direction of Wyndham that entails growth through acquisition and differentiation together with the emphasis on strong relationship with customers places Wyndham in a strategic position within the strategically sensitive hospitality environment. It can therefore be deduced that, the application of these elements requires organization structure and culture for effective change management. Thus, aligning on customer requirements and providing service customization as well as operational effectiveness is the key to the future development and goal accomplishment in the noisy environment of the hospitality industry in which Wyndham operates.


[bookmark: _Toc181700446]Recommendations
To enhance Wyndham Hotel & Resorts' competitive standing within the hospitality industry, several key recommendations are proposed:
1. Enhancing Customer Engagement: Further, Wyndham must market its products using details it collects from customers, making tailored marketing communication strategies. This can include things like sending specific messages and ads to a guest of a hotel as well as recording guest behavior.
2. Adoption of Emerging Technologies: The organisation should leverage on the new technologies like artificial intelligence and machine learning to enhance customer service. Chatbot in customer support is possible with the help of AI, and decision making regarding guest’s services can be enhanced with the help of data analytics.
Implementation Plans
· Responsibility: To achieve these goals, it is suggested that the CMO and CIO are to supervise the implementations of these initiatives and that the latter is to involve employees across departments.
· Timeline: It should be started in the next fiscal year; it is anticipated the customer engagement strategies would be started in the initial quarter of the year while the technology adoption phases would be executed in the other quarters.
· Importance: All these recommendations are crucial in creating better customer relations, enhancing the firm’s organizational structure, and competitiveness within the existing market structure. Through customer interactions and technology adoption, Wyndham can simultaneously improve its guests’ satisfaction and loyalty and, thereafter, increase revenues. 
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