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EXECUTIVE SUMMARY

This report focuses on Wyndham Hotels & Resorts a major international hotel chain and the other significant subsidiaries. It investigates issues of the firm’s structure, corporate ethos, objectives, recent alterations in the company, as well as its strategic focus. Since Wyndham has a reliance on a centralized structure that is almost entirely franchised, this allows for the efficient proliferation of the brand in various countries. The vision and management philosophy of the company includes a significant focus on the customers, development, and ecology which are crucial for meeting the changing needs of the market. Enhanced mobile application features, growth into the all-inclusive resort market, and the Wyndham Green Programme's efforts to increase sustainability are some recent strategies surveyed and their effect in the operations and market strategy of the company is evaluated.
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INTRODUCTION
Wyndham Hotels & Resorts was initially founded in 1981 in Dallas, Texas by Trammell Crow With its headquarters in Parsippany, New Jersey with Jeoff Ballotti as president. Company owns the largest number of franchised hotel properties in the entire world, approximately 9 200 subsidiaries are spread across-95 countries and contain around 893 000 rooms. One of the major hotel brands that serves over 140 million loyal customers every year, Wyndham Hotels & Resorts, supplies only locally competitive prices for their wide portfolio of modest hotels.  In addition to the Super 8, which is the company’s economy brand, successor Days Inn, which operates at the mid-range, the company’s portfolio includes also upscale brands like the Wyndham Grand and the all-inclusive resorts branded as Wyndham Alltra. Because of its emphasis on franchise growth, Wyndham has become a key force within the global hotel market (Wyndham Hotels & Resorts, 2024).
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In this context, Wyndham Hotels and Resorts have been selected for the present report as it examines the organizational structure, corporate culture, organizational objectives, recent change programs and the organisational direction. The objectives of the report include looking into how these aspects shape Wyndham's activities, its market responsiveness and its overall competitiveness in global hospitality business. Relevant management concepts and theories as well as evidence will be integrated into the discussion which will be summarised in terms of strategic recommendations for Wyndham in order to enhance its future performance.




2.Management of Organizational Structure, Culture, and Goals.
2.1. Organizational Structure.
Wyndham Hotels & Resorts adopts hierarchical organizational structure in such a way that enables quick response to various regional markets. Coupling this approach offers the company the benefit of being as flexible as desired to local specifics while also being able to standardize the brand’s level across the estate. The company delineates its activities into geographic regions such as Asia Pacific, Latin America, The Caribbean, Europe , Middle East, Eurasia and Africa each headed by an executive on a senior management team who is accountable for corporate governance of the hotels located in his/her region (Organimi, 2017). For instance, Wyndham’s Asia Pacific region and EMEA (Europe, Middle East, and Africa) region have separate teams in order to meet demands of different operational regions and this ensures that the company incorporates flexibility in its operations.
[image: ]
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More than 90% of Wyndham’s properties are franchised and this relates to the company’s franchise model (Wyndham Hotels & Resorts, 2024). In general, Wyndham as a franchisor supply brands, marketing and operational assistance to the franchisees, while the franchisee operates the particular facility. This model provides Wyndham the capacity to grow its global reach at a rapid rate and with very low capital outlay. Adherence to guidelines provided by Wyndham regarding its brand ensures the same level of product and service differentiation in all its franchise and managed properties meaning a similar experience will be enjoyed by guests to these places worldwide.

2.2 Corporate Culture
Incorporated in 1981, Wyndham is a global hotel business with the distinctive feature of being a customer-centric operation, as well as a focus on innovative practices that support eco-friendly operations. The company focuses on customer satisfaction by providing value to experience and being flexible to regional needs (Daft & Armstrong, 2021). A core value of Wyndham among employees is the culture of employee engagement that is key to providing a consistently high-standard guest experience. Employees are actively motivated towards skills development that can result to enhanced abilities in service delivery and the application of science and technological innovation (Wyndham Hotels & Resorts, 2024).
Another focus of Wyndham as part of corporate culture is innovation and this is demonstrated in the aggressive approach of the company in relation to digitalization strategy. For instance, Wyndham overhauled its mobile application so guests may book their rooms, check in, choose their room and use a combination of digital key access (Vinnakota, 2023). This initiative ensures that Wyndham remain on the right track in an environment of hospitality where customers are increasingly looking for a seamless and customisable travel experience.
Sustainability is another core value which is embedded in the Wyndham’s culture. The company’s Wyndham Green Program aims for the same energy efficiency, wastage of water, and waste minimization in all its properties worldwide. As it stands, Wyndham has made a number of clear advancements towards enhancing environmental performance within its hotels and expanding green activities among franchisees (Energy.gov, 2019). This approach towards sustainability does not only bring benefits to the environment but also meets the wild horse demands of eco-friendly tourism which is bound to be central in Wyndham’s market competition strategy for many years to come (Molina-Azorín et al., 2015).





2.3. Aims and Objectives of the Organization
The growth of Wyndham hotels and resorts focuses on corporate objectives of succession of expansion globally, achieving diversification of the brand, and efficiency in its operations. Increasing the scope of its network, primarily in the Asia-Pacific and EMEA regions, allows the company’s objectives to include becoming the first option for both economical and high end customers. Therefore, in order help broaden the appeal of Wyndham throughout multiple geographies, the company has made it clear that two of its primary goals will be the expansion of its midscale as well as upscale brands (Ismail et al, 2022).
At the individual unit level, there are also further challenges given from the WYNDHAM management on the related specific aspects which include enhancing Revenue per Room Available (RevPAR), guest satisfaction, and operational efficiency. These specific parameters are identified as key performance indicators (KPIs) which must be met by the franchisee as well as the managers of the hotel in order to contribute towards the overall efficiency of the other strategies which are adopted by the firm. For instance, the hotel chain Wyndham resorts highlights improvement of GSI through delivery of quality service, cutting edge features and GSI score personalization opportunities (Wyndham Hotels & Resorts, 2024).
According to  Market Cap as of November 2024  Wyndham hotels is the the 2158th world’s most valuable company with a revenue of 7.41 billion USD.
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3.Recent Change Initiatives
3.1. Recent Change Initiatives – Wyndham Hotel Group
In recent years, Wyndham has embarked on several strategic initiatives aimed at making the organization competitive within the dynamically changing global space for hospitality. Arguably, one of the most critical among the company-led initiatives is the focus on transforming tangible processes to digital. There has been significant effort at Wyndham to counter the guests’ inconveniences by investing in its mobile technologies thus allowing the guests to enjoy experiences such as contactless check in, mobile room selection, and digital keys through the use of the Wyndham (Vinnakota, 2023) mobile application. This change is consistent with how the rest of the industry is changing and shows that Wyndham is seeking to respond to the changes in traveller needs.
With respect to this, Wyndham continues to grow its brand portfolio as evident by the latest introduction of the all-inclusive Wyndham Alltra brand into its portfolio. Providing all-inclusive resort options allows Wyndham to tap into the growing all-inclusive vacation packages demand especially among family and leisure travellers who will benefit from this type of offers (Hollander, 2020). This addition to the Wyndham brand is in line with the company’s strategy of offering affordable hospitality for its clientele but enabling the firm to reach the upper segment of the target market.
Another worthy plan is the active outreach of Wyndham in relation to sustainability. The company has, through its Wyndham Green Program, taken up a number of measures aimed at reducing its various environmental impacts. These measures include the incorporation of renewable sources of energy at some of the hotels, practices directed at waste minimization as well as measures to conserve and save water (Energy.gov, 2019). Besides being good for the environment, Wyndham Company’s approach towards sustainability enhances its appeal to the emerging environmentally responsible target market.
3.2. Impact of Change Initiatives.
The changes have had a profound effect on the operational and competitive posture of Wyndham. Firstly, the digital transformation of the business has enhanced the guest experience which in turn leads to greater guest loyalty and satisfaction. According to her, this has been made possible by a new mobile application that allows the clients to book their rooms and check in while performing other activities more conveniently (Vinnakota, 2023).
Wyndham's expansion into the all-inclusive resort business under the Wyndham Alltra brand has successfully enabled the corporation to reach a new segment of travelers. Families and couples who are looking for a stress-free vacation may find the all-inclusive model appealing, which involves the provision of accommodation, meals, and other amenities for a single price. This diversification has now enabled Wyndham to take advantage of the increasing lucrative and leisure travel market (Elphick, 2024).
There has been an encouragement for Wyndham’s sustainability efforts since the company is being acknowledged for its environmental and social responsibility. With the addition of green initiatives, Wyndham’s appeals to a new breed of travelers who are cost-conscious and take sustainability into consideration when making their purchasing decisions (Molina-Azorín et al., 2015). For example, Wyndham advocates for energy-saving methods and minimizes waste, which places the brand in harmony with the best implied practices in the hospitality industry (Energy.gov, 2019)
3.3. Evaluation of Change Management
Wyndham has performed well in implementing its change strategies thanks to effective communication, good leadership, and an emphasis on training staff. The implementation of change at Wyndham in terms of management is in line with Kotter’s 8Step change model (1996). The company made its franchise, the urgency for change especially of the digital transformation and sustainability initiatives clear. Also, Wyndham offered a lot of training so that employees would be able to manage the new technology and sustainability procedures, which resulted in successful changeover and high degree of acceptability by the employees (Daft & Armstrong, 2021).
4.Strategic Direction
4.1.Strategic Objectives
Wyndham’s focus is primarily on the achievement of growth that is sustainable, enhancement of its foothold in diverse markets, and expansion of brand variety. The firm has outlined plans which are bold aimed at increasing the coverage of its portfolio through expanding its coverage in more developing markets especially in Asia-Pacific and EMEA regions which the firm believes has a lot of room for development. This is critical as it allows Wyndham to flood the market with a spectrum of brands that will serve all ranges of travellers from budget markets to those seeking premium service.
Sustainability is yet another central strategic goal for Wyndham. They are of the belief that as global consumers grow more environmentally aware, Wyndham can be able to boost its environmental and social governance (ESG) efforts by integrating sustainability into the core of its business strategy. (Energy.gov, 2019).
4.2. Strategies to Achieve Long-Term Objectives:
Franchise Growth: Wyndham franchises are the driving force in the growth of the company. The corporation will further seek to enhance its global presence by developing more franchised hotels in growth markets, especially in Asia-Pacific and EMEA (Partner, 2024). This model enables Wyndham to fast grow its business operations at low capital expenditure and ensure uniformity of the brand image across its business segments (Wyndham Hotels & Resorts, 2024).
Ai integration: Wyndham will keep putting money in new technology to improve customer experience and business processes. For instance, the increase of online services and use of AI when interacting with guests should increase guest satisfaction and enhance operational performance (Vinnakota, 2023).
Corporate Social Responsibility: Wyndham want s in future to be the most sustainable company within the hospitality sector by continuing adoption of green building and eco-friendly business practices. Such dedication not only satisfies the demands of the ever-growing pool of environmentally conscious customers but also allows the firm to cut down on operational expenses in the future (Energy.gov, 2019).
5.Conclusion
Wyndham Hotels & Resorts has proven to be an outstanding firm within the global hospitality sphere, investing resources in innovation, sustainability and quality services. The organization is characterized by a type of structure where it is distributed and has a franchise type of structure which has aided in easy growth around the globe. Additionally, the firm’s emphasis on sustainable practices complements the growing trends in the industry. Wyndham management should ensure the recommended strategies are executed in order to harness the organization’s strengths and remain competitive in an increasingly volatile marketplace.

6.Recommendations
In order to strengthen itself in the competition of hotel businesses, Wyndham must aim to implement the following strategic recommendations:
Invest more in AI Technology: Wyndham must invest in the AI technologies that will enable providing guests with an individualized experience. Such systems may be important in predicting guest interests, offer customization, providing better services which are aimed at enhancing guest satisfaction and loyalty (Vinnakota, 2023).
Improve on the upscale brands: Wyndham can develop its upscale brands further and do more acquisitions of the luxury segment markets especially in the growing regions of Asia and the Middle East (Hollander, 2020). The concise focus of Wyndham will allow it to target higher value clients owing premium and luxury segments.
Focus more on sustainable practices: Wyndham may enhance its sustainable practices by managing its properties with a greater proportion of renewable sources of energy and implementing zero-waste across the properties. This will improve the brand image further and target the travelers who are concerned about the environment (Energy.gov, 2019).
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