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Executive Summary
Wyndham Hotels & Resorts is one of the world's largest hospitality companies, with more than 9,000 properties across over 80 countries. This report provides a deep dive into Wyndham's organisational structure, culture, strategic direction, and recent change initiatives. Key findings show that Wyndham's decentralised divisional structure enables flexibility across diverse markets but poses challenges to ensuring service consistency. In addition, through tools such as Mintzberg's Organisational Configurations and Schein's Model of Organisational Culture, one would be able to understand the current management practices and the customer-centric culture of Wyndham. Then, the change that has recently occurred in the company by using Kotter's 8-Step Change Model, which is both technological upgradation and sustainability-related activities, to show the efficiency of operations at work. A detailed SWOT analysis reveals the attributes of strong branded recognition and diversified offerings along with weaknesses, opportunities for growth in emerging markets, and potential threats from competitors. The report finally concludes with actionable recommendations towards improving the competitive positioning of Wyndham by moving in tandem with shifting market trends.
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[bookmark: _Toc181145802]Introduction
Wyndham Hotels & Resorts was founded in 1981 and has since developed into one of the largest hospitality companies globally. The company caters to various market segments by offering a wide range of brands-from luxury to budget-with brands such as Wyndham Grand, Ramada, and La Quinta. Currently, it operates in more than 80 countries and aims to penetrate the budget and luxury markets, although it focuses more on guest satisfaction and quality services (Davis, 2023). The report aims at critically analysing the organisational structure, corporate culture, and strategic direction of Wyndham, considering recent initiatives undertaken to adjust to market requirements and to enhance customer experiences. With reference to management theories, this report assesses the strengths and weaknesses of Wyndham, identifies its potential and challenges, and aligns its business practices with market opportunities, providing recommendations to make its operations and competitive efficiency more effective (Bueno Copetti, 2023).

[bookmark: _Toc181145803]Organisational Structure and Culture
[bookmark: _Toc181145804]Structure
Wyndham Hotels & Resorts follows a divisional structure; it means every regional division is free to operate individually and according to the requirements of the local market (Scanlon, 2023). This kind of organisational structure is beneficial in that it offers the flexibility required for immediate response to the regional variation in customer preference, regulatory requirement, and market situation. For example, marketing strategies and service delivery systems of its European division can be wholly different from its Asia-Pacific division to maximise alignment with local needs and cultural nuances (Giotis and Papadionysiou, 2022). Divisional freedom is coupled with difficulties such as brand homogeneity in over 9,000 hotels that it operates worldwide. Quality of services and experience in hospitality can be very erratic in a division that is implementing its independent strategies.
According to Mintzberg's Organisational Configurations, it would be possible to characterise Wyndham as being in a diversified organisation. Diversified organisation has to do with being labeled that actually captures the dividends of divisional independence such as increased operational efficiency allowing for every divisional organisation to offer its own type and quantity of product for locally prevalent demands but to conduct it under the overall and unifying corporate banner or logo. It does serve as a catalyst in hospitality major Wyndham's case, which also oversees a mixed portfolio comprised of everything ranging from economic accommodations to luxurious ones (Manoharan et al., 2024). The divisional structure can, therefore be said as an overall catalyst for the agile-operating frameworks since here, Wyndham effectively tours the entire globe.

[bookmark: _Toc181145805]Corporate culture
Wyndham company culture is characterised by elements of inclusivity, innovativeness, and a sense of customer-centricity. The company ensures diversity on the workforce as well as in its management. From this, all levels within the organisation are empowered, so the culture promotes an affirmative attitude toward the morale that is crucial in hospitality provision (Mandić and Walia, 2023). A positive morale relates to a good correlation level with improved customer experiences on the side of high engaged employees. It will give Wyndham an image of delivering the service quality as promised.
It is possible to understand the corporate culture at Wyndham by using Schein's Model of Organisational Culture. The model works under three levels of culture: artefacts, espoused values, and basic underlying assumptions (Morales et al., 2021). Artefacts visible at the place include employee training programs on customer services excellence and diversity initiatives in the organisation. Espoused values indicate the organisation's commitment towards customer satisfaction and to be associated with the communities in order to evolve and develop a culture that sustains employee welfare along with all the customer-centric practices and helps to upgrade the type of service which can support the loyalty and reputation that can be received from the clients (Dev and Bird, 2024).

[bookmark: _Toc181145806]Benefits of alignment
It has been realised that each objective of corporate and every divisional objective is integrated into the corporation's pursuit of delivering services of standard quality across many markets served by Wyndham's. The overall corporate strategy in this way guarantees every subsidiary is aware of their contribution to maintaining service levels in high standards, however able to respond to needs as dictated by individual markets (Martíınez et al., 2024). In this respect, therefore, Wyndham will strengthen its capability of the delivery of its service delivery through ensuring local responsiveness yet maintaining global brand standards in its operations. Duality in this approach provides two advantages: that help sustain brand reputation within and out of markets; additionally creates competitive advantages for players within the hospitality sector.
Also, the objectives are aligned so that it can support the company growth trajectory through a coherent strategy (Amatulli et al., 2021). Every division can achieve specific objectives to contribute towards the ultimate aim of the company, like the improvement in guest satisfaction scores, gain in market share, or increase in the number of loyalty program members. In this goal-oriented approach coupled with a powerful organisational culture, Wyndham will be placed ahead in this highly competitive hospitality industry.
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[bookmark: _Toc181145808] Change Description
Over the last few years, Wyndham has implemented some strategic changes into its business models that contribute to streamlining its operation and enhancing interactions with the customers. In this category are its initiatives in transforming its business model digitally, along with issues of sustainability (Kang et al., 2022). It has integrated an upgrade of its booking platform from a digital dimension, enabling the reservation to be executed seamlessly across several devices and data analytics-which customises guest experience, ensuring loyalty.
Furthermore, Wyndham has also upgraded its loyalty program (Lin et al., 2022). The company nowadays offers more benefits and reward programs to the guests for traveling in their style of choice. It focuses much on retention rates and on a deeper emotional connection between a brand and the customer. Environmental practices in conjunction include a reduction of the negative impacts that Wyndham has caused, including the use of energy-efficient technologies and wastage reduction programs (Kang et al., 2022). This would further strengthen the CSR image of Wyndham by focusing on sustainability while also responding to the growing demands of consumers for responsible travel.

[bookmark: _Toc181145809]Impact Analysis
The impact of such initiatives has been huge. Wyndham's thrust on digital transformation has helped streamline operations and improve guest experiences. For instance, guests can check in faster, and service is now personalised based on past stays and preferences (Onia, 2022). This has been very important in ensuring that customers are satisfied, especially the digitally savvy consumers who expect seamless interactions with brands.
Furthermore, the sustainable initiatives well resonate with the green sensitive consumer. Wyndham is able to portray it as the sustainable hospitality giant and addresses a fast-up growing target segment of responsive travelers seeking to travel as eco-friendly as possible. This is an upgrade towards sustainability and at the same time harmonises with the broad trend in responsible travel trends in the market (Klausen, 2023).

[bookmark: _Toc181145810] Change Management
Wyndham's management of such changes can be well evaluated using Kotter's 8-Step Change Model. The model emphasises urgency creation, forming a powerful coalition, and developing a vision for change. Wyndham has been able to create urgency around the need for digital transformation and sustainability initiatives. Such urgency is communicated through internal campaigns that highlight the benefits for employees and customers alike.
To reduce resistance from the employees, Wyndham has used open communication techniques through the change process (Klausen, 2023). It has provided training to prepare the staff with skills on how to use the new digital tools and successfully adopt sustainability practices. Incremental implementation rather than jarring changes has also helped in lessening the anxiety level among the employees, as they can get accustomed to change more easily. As a consequence, Wyndham made sure that there was an excellent workplace culture even in the transition period with respect to its commitment to its employees and their engagement at work (Galli, 2022).


[image: The Kotter model: an 8-step model to manage change - Ink Strategy]Figure 2:Kotter's 8 step change model
Source: (Onia, 2022)
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[bookmark: _Toc181145812]SWOT Analysis
A SWOT analysis makes it easy to understand why Wyndham is where it is in terms of strategy.
[bookmark: _Toc181145813]Strength
· Wyndham's brand portfolio is very solid and wide-ranging, stretching the business across both budget-conscious customers and luxury travelers. Thus, it can attract very diverse types of customers due to its diversification (Puyt et al., 2023).

· Strong global reach makes the organisation touch diversified customer demographics and regional markets, making it more competitive in the diverse regions.
Weakness
· Diversified brand portfolio of the organisation might lead to inconsistency in the service standards and will thus influence the perception and experience of the customers.
· Lack of control over profitability due to third-party room bookings: This affects margins and takes away customer's data for the company to know them by name and address their requirements accordingly.
[bookmark: _Toc181145814]Opportunities
· Expansion of Eco-friendly services which will support the sustainability for travel is a big opportunity before Wyndham (Benzaghta et al., 2021).

· More innovation through newer digital opportunities in service which will drive Wyndham to ensure better data -driven personalisation and service offerings.
[bookmark: _Toc181145815]Threats
· High competition is a hallmark of the hospitality industry as many established and emerging players compete for market share that affects profitability and growth prospects of Wyndham.
· [image: SWOT Analysis]Economic fluctuations and growing operational costs can affect profitability, especially in developing markets, since economic instability will lead to reduced travel demand (Jones et al., 2021).












Figure 3: Swot analysis
Sources: (Benzaghta et al., 2021)







[bookmark: _Toc181145816]Current Strategies
Wyndham Hotels & Resorts has adopted a hybrid strategy of Porter's Generic Strategies, as it follows both cost leadership and differentiation to keep pace with competitors in the hospitality industry. This strategic mix ensures that Wyndham is positioned to serve various customers, ensuring that it can effectively serve different market segments from budget-conscious travelers to those who are willing to pay for luxury experiences (Amatulli et al., 2021). Wyndham can be said to be based on a strong cost leadership through efficient operations along with economies of scale, having thousands of hotels in 80 countries. Process simplifications and wide supply chains across its network help the group cut operational costs, further allowing it to maintain reasonable prices for the varieties of hotels that it offers, including budget-friendly brands like Days Inn and Ramada. Competitive pricing is critical in the industry as most traveler’s cross-check prices from different channels, hence value must be delivered without quality compromise.
Besides cost leadership, Wyndham has a differentiation strategy that enables it to differentiate itself in the competitive market. This is achieved through brand diversification and unique value propositions that cater to various customer segments. For instance, luxury brands such as Wyndham Grand focus on upscale amenities and personalised services that offer memorable experiences for discerning guests (Amatulli et al., 2021).













[bookmark: _Toc181145817]Conclusion
A large, yet agile global company by virtue of its divisional structure that lets the corporate remain quite responsive to region-specific demands. The said structure thus gives the rights to its regional divisions, which is empowered to devise services around market-specific demand while, at the same time ensuring adherence to corporates at large. A strong organisational culture focusing on customer satisfaction and inclusiveness is the bedrock foundation underpinning operational flexibility at Wyndham. Recently, the group committed to change, such as a significant digital upgrade in addition to embracing sustainability- this changeability reflects the adaptability of the company to follow evolving market trends and shifting consumer expectations. Such activities will not only enhance guest experiences but will also resonate well with the hospitality industry in relation to growing demands in environmentally friendly practices. While critically analysing Wyndham's current position in the organisation requires some frameworks including but not limited to: Mintzberg's Configurations, Schein's Cultural Model, and Kotter's Change Model; being knowledgeable of the configurations of model’s dynamics will indicate his position where there might have to be development areas which provide scope for his potential in development and growth.

[bookmark: _Toc181145818]Recommendations

· Conduct continuous, location-based trainings to ensure that brands are uniformly implemented in each of the locations. That way, Wyndham will be able to continue delivering a unified brand image around the world.
Implementation: Conduct regular training programs and evaluation.

· Expand the loyalty scheme to incorporate environmental rewards so that it attracts the increasing number of green-conscious visitors. This will open Wyndham to a wider customer base and enhance CSR aspects.
Implementation: Partner with green brands for offering incentives such as the opportunity of eco-tourism.

· Invest in smart digital solutions, which include AI-based customer service and data analytics, for enhancing Personalisation and operational efficiency. This is a trend in tech-enabled hospitality services.
Implementation: Digital transformation strategy step by step to be rolled out in
all Wyndham properties.
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