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[bookmark: _Toc181662921]Executive Summary
This report critically assesses Wyndham Hotels & Resorts concerning its structure, culture, objectives, recent change activities, and strategic direction. The report analyses through an in-depth analysis at the corporate and individual hotel level, how Wyndham’s structure and culture influence its operations and goal attainment. The impact and management effectiveness are reviewed of recent change initiatives. Some of Wyndham’s long-term objectives and strategies are explored too. In the end report included the strategies Wyndham can use to improve their position in the industry, taking implementation issues of accountability, time, locations, and means into consideration, and based on hotel industry best practices.
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[bookmark: _Toc181662922]Introduction: Overview of Wyndham Hotels & ResortsWyndham Hotels and Resorts group is one of the largest and most differentiated hotel chains in the world to provide accommodation in over 9 000 hotels in over 95 countries. Wyndham is headquartered in Parsippany, New Jersey and provides accommodation services to diverse clients across the global spectrum being a part of the economy to luxury brand segments (Wyndham Hotels and Resorts, 2024). The hotel chains that it operates include Days Inn, Ramada, Super 8, La Quinta and Wyndham Grand. The business focuses the target client base on the necessity and availability of service, offering comfortable and quality stays for tourists and businessmen (Hertzfeld, 2024). Wyndham International manages its operations on the franchise system, very effective when it comes to expansion as well as the creation of brand consistency that possesses unique relationships with the communities but still is independently owned. It helps to pay particular attention to the variety of customers’ needs at both the corporate and individual hotel levels and keep the brand present in the worldwide market Otelmarka, (2023). The company has sustainability by fostering reliable, affordable, and ever-innovating strategies such as the “Count on Us” health and safety program that was created to go around the increased tendency in clean and hygiene concerns due to the COVID-19 virus outbreak (MacCune, 2021).






























[bookmark: _Toc181662923]Aim of the Report and Key Topics:
This report aims to analyse Wyndham Hotels & Resorts at the individual and the corporate Level. Through the findings, this report aims to establish the relationship between Wyndham’s organizational structure, culture, goals, recent change initiatives, and strategic direction, on its performance and competitiveness within the global hotel and hospitality industry. In addition, it will provide suggestions for possible changes for the improvement of Wyndham’s position and the effectiveness of its operations.
The report will cover the following key topics:
a. Organizational Culture and Goals:
· Structure:
This section will also evaluate the organisational structure of Wyndham, including the franchise model and how this structure supports or limits its ease of global reach and consistency in operation.
· Culture:
How the brand’s values and its customer orientation influence day-to-day operations and service delivery within individual properties will be discussed more broadly concerning Wyndham’s corporate culture.
· Goals: 
The corporate and individual hotel goals will also be evaluated at the brand expansion and market share level; and at the guest satisfaction and operational target level.
b. Recent Change Initiatives:
· Identification of Initiative:
Identify Wyndham’s recent digital transformation, brand repositioning, and sustainability.
· Impact Analysis:
Assesses the effect of these adaptations on operational efficiency, brand reputation, and visitor satisfaction in Wyndham.
· Strategy Analysis:
Analyse the extent to which Wyndham has been successful in planning, implementing, and responding to these schemes.
c. Strategic Direction:
· Strategic Examination:
Examines Wyndham’s growth and diversification strategies in the emerging markets.
· Strategy Analysis:
It takes an inside look at how Wyndham has used strategic innovation, technology, and positioning to reach long-term goals.
d. Recommendations:
The report concludes with practical recommendations for the further strengthening of Wyndham’s market position, including time frames, explanatory notes on who should be responsible for each step, and examples of good practice.
[bookmark: _Toc181662924]Organizational Structure:
Wyndham currently performs its operations under a franchise business model that significantly shapes the organization and its functioning. This model allows Wyndham a high growth rate brand consistency and operational flexibility across disparate markets.
[bookmark: _Toc181662925]Franchise Model as a Structural Foundation: 
The franchising model is the core of Wyndham’s structure, as the company owns the brands and sets high-level standards while the franchisee manages the day-to-day running at individual hotels. These enable this structure to minimise the company’s direct operational responsibilities as well as investment requirements by offloading such operational and fixed costs to franchisees (Hayes, 2024). This franchise model lets Wyndham as a franchisor gain control over the provider's branding, marketing, and quality requirements. Franchisees are responsible for hiring, maintaining, and local management (Goto, 2024).
Gain control over providers branding
Marketing
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[bookmark: _Toc181662926]Centralized Franchise Model: At Corporate Level:
The centralized franchise model at Wyndham Hotels & Resorts provides strong brand control, while also providing flexibility across its global portfolio. This is a structure that centralizes strategic decision-making to guarantee consistency in brand standards, reduced confusion, and operation procedures (Lemma, 2022). Wymdhham's maintain structure theory, explains how the brand maintains consistency while allowing different franchises to adapt to the local market by a combination of central authority and local autonomy. 

Source: (BBC Bitesize, 2024) 
This centralized approach helps to show brand identity as well as the necessary resources to franchisees, furthering operational efficiency (Thompson & Martin, 2019).
[bookmark: _Toc181662927]Individual Hotel Level: Decentralized Operations:
However, at the individual hotel level, Wyndham gives franchisees a lot of freedom, which makes fast decisions and local service possible. The decentralization here is in keeping with contingency theory, which asserts that organizational structures should change in response to external market conditions (Indeed, 2024). However, agency theory (Eisenhardt, 1989) indicates that this model can cause problems with quality control due to franchisees seeking quick profits over a brand-oriented objective. To overcome these problems, Wyndham conducts constant performance appraisals as well as training activities that will help to synchronize franchisees’ incentives with the company’s objectives (Wyndham Hotels & Resorts, 2023).
[bookmark: _Toc181662928]Corporate Culture and its Influence Operation:
The corporate culture of Wyndham Hotels & Resorts Company is built based on the principles of hospitality, openness, and the pursuit of growth. This culture involves the provision of superior customer satisfaction, improvement of visitors’ experience, and delegation of responsibilities in the organization. The "Count on Me!" Subculture of service leads to staff-initiated and staff-coordinated behaviour which has a favourable effect on operations and customer satisfaction (Wyndham Hotels & Resorts, 2024).
Customer-Centric Focus:
The culture is centred the customer satisfaction; Wyndham provides personalized services as well as a feedback system to enhance guest experience. There is research that proves that increasing performance and loyalty are linked to such a culture (Kumar and Reinartz, 2016).
Employee Engagement: 
By giving it up to employees to be Guest Centric they create a happy, less turnover job for employees. Operational efficiency as well as cohesive service delivery increases through strong teamwork (Smith, 2024).
Adaptability and Innovation:
The culture of the corporation is one of innovation and adaptability to changing markets and guest expectations. The continual improvement Wyndham is driven to would make operational practices around technological advances like mobile check-in and digital loyalty programs a reality. Adaptability is key to staying competitive in a fast-moving industry (Schein, 2010).
Diversity and Inclusion: 
Besides, embracing diversity allows Wyndham to understand and serve different demographics of the customer. According to Daley, (2024), diverse teams improve creativity and problem-solving and hence provide better service across cultures.





[bookmark: _Toc181662929]Goals of Wyndham Hotels and Resorts Group:
	Corporate Goals
	Individual Hotel Level Goals

	Enhance Brand Recognition and Loyalty: 
Quality service and the Wyndham Rewards program build brand loyalty through quality service while building long-term relationships with customers.
	Deliver Exceptional Guest Experiences: 
Its goal is to provide personalized services, meeting or exceeding the customer’s expectations such that the brand builds loyalty and local reputation.

	Expand Global Footprint: 
The company aims to increase company ownership by expanding into other regions through partnerships and acquisitions thus growing total market share.
	Achieve Financial Performance Targets: 
The responsibility of property financial metrics such as RevPAR and occupancy rates to the corporate success is each of the properties.

	Drive Operational Efficiency: There is a principle of optimising operational processes, with the purposes of resource management, employee training, and technology usage aimed at cutting costs and maximizing profitability.
	Build Strong Community Relations:
Hotels are very much involved with the local community and take part in events for themselves to promote a better reputation and bring in more local guests.

	Foster Sustainability: 
In terms of bringing sustainability to its operations through reducing Environmental Impact by improving Wyndham's reputation and positioning along with global sustainability trends.
	Employee Engagement and Development: 
At each property, Wyndham invests in staff training and career growth opportunities to create a motivated and service-oriented workforce.



[bookmark: _Toc181662930]Taken together, these goals contribute to the realization of Wyndham's vision of offering exceptional hospitality, while growing, being sustainable, and becoming operationally excellent.
Recent Change Initiatives held at Wyndham Hotels & Resorts:
Recently, Wyndham Hotels & Resorts has launched several change initiatives that focus on creating operational efficiency, sustainability, and customer experience. This report examines these initiatives at the corporate level and, in the case of the Wyndham Grand Chicago Riverfront hotel, examines their implementation using change management theories.

Corporate-Level Initiatives Change
Digital Transformation:
Wyndham has highly integrated a digital transformation strategy where it has embarked on the process of updating a new reservation system, impressed mobile phone access, and data analytics for guest experience personalization. The need for modernization, according to Lewin’s Change Model (Lewin, 1947) was recognized by Wyndham in its “unfreezing” phase and the introduction of new technology systems was in the ‘moving’ phase, and Wyndham is now in the ‘refreezing’ stage where staff and processes adapt to the change. Transformation of this type enhances operational efficiency and allows Wyndham to achieve competitiveness in a predominantly digital market.
Sustainability Commitment: 
The strategy of conservation of the environment recently adopted by Wyndham is the so-called "Green Initiative", whereby consumption of energy and generation of wastes has been targeted as key components for the decrease at all properties. This is also consistent with CSR and Kotter’s Eight Step Model as it ensures organisational culture transformation addresses sustainability as part of Wyndham’s core (Kotter, 1996).
Individual Hotel-Level Initiatives Change at Wyndham Grand:
At the hotel level, Wyndham Grand has several change initiatives to increase operational efficiency, sustainability, and service quality.
Energy Efficiency Improvements:
To help minimise its environmental impact, Wyndham Grand introduced energy-saving technologies like LED lighting and automated heating and cooling systems. These initiatives fit the corporate sustainability strategy to cut energy consumption and carbon emissions. This is a case of Resource Based Theory (Barney, 1991) because these eco-friendly systems provide this unique, sustainable advantage.
Advanced Guest Feedback Systems:
[bookmark: _Toc181662931]This hotel has also adopted technologies embracing guest feedback in an attempt to capture feedback from the guests, positive or otherwise so that action can be taken that might include compensating the guests and adapting to the guests’ preferences. This is in line with Total Quality Management (TQM) and aims at achieving constant improvement of services as well as meeting high standards (Deming, 1986).
Impact of Change Initiatives at Wyndham Grand:

[bookmark: _Toc181662932]Evaluation of Change Management at Wyndham Grand:
This report reviews the success of change management at Wyndham Grand using change management initiatives at both the corporate level and individual hotel level. It attempts to present a balanced evaluation with relevant management theories. 
[bookmark: _Toc181662933]Strategic Direction of the Wyndham Hotels & Resorts:
Wyndham Hotels & Resorts has the vision of growing as a leading chain in the hospitality industry through focused brand growth, enhanced customer satisfaction, and improved operations. The firm’s mission is to deliver superior guest experiences and profitability to its stakeholders and investors while being environmentally and socially responsible for all its brands.





Corporate Level:
Franchise Growth: 
Wyndham has adopted an effective franchise operation system, enabling the organization to expand very quickly while incurring meagre costs. RBV theory advanced by Barney (1991) opines that this strategy builds on the existing brand reputation and operating structures to expand market share.
Sustainability Initiatives: 
Sustainability has been achieved in the organization by the adoption of measures that help in the reduction of carbon footprint and encouragement of green outcomes among the organization’s properties. The Triple Bottom Line framework (Elkington, 1994) recognizes management’s social, environmental, and economic responsibilities which are consistent with Wyndham’s strategic goals.
Individual level Strategies: 
Enhanced Guest Experience: 
The hotel worries about excellent customer relations through technology-enhanced experiences. For instance, the use of mobile check-in and check-out, and digital concierge services is seen as the implementation of Kotter’s Change Management Model, flexibility has been adopted regarding guest services.
Local Engagement:
The hotel focuses on relations with local firms offering diverse special offers for both tourists and businessmen. This strategy fits with the developing idea of customer relationship management (CRM), to increase guest loyalty and satisfaction (Payne and Frow, 2005).
[bookmark: _Toc181662934]Analysis of Strategies for Long-Term Objectives at Wyndham Hotels & Resorts:
This report analyses Wyndham Hotels & Resorts on the strategic perspective of how the overall successfully actualises long-term objectives at the corporate level and the individual level













[bookmark: _Toc181662935]Recommendations:
To boost its position in the hospitality market, hotel chain Wyndham Grand should put in efforts on its sustainability, customer experience, and employee training programs to increase its standing. Expanding current eco-friendly practices, introducing on-site renewable energy sources, and zero waste programs, would appeal to the growing segment of eco-travellers. For example, corporate sustainability teams in consultation with individual hotel managers could introduce these changes gradually over the next three years using the success models of Hilton’s ‘Travel with Purpose’ initiative. Furthermore, Wyndham should include AI-based customer opinion mining systems to offer individually customized guest involvements. These advanced analytics tools take Marriott’s Bonvoy app, with its tags for guest preferences that instruct the service around you to automatically do things, and will deploy them with corporate IT teams and local hotel managers within a year. Finally, elaborate training processes directed to sustainability and service delivery would enable the employees as well as promote uniformity of services. These programs, developed by the corporate Human Resources and delivered by local managers in four quarterly workshops, could be designed according to Ritz-Carlton’s Gold Standards of training that provide the company with consistently high levels of service quality. All these tactic improvements in unison would positively boost Wyndham Grand’s market offering and hence, customer satisfaction and loyalty.
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Corporate Level Impact: 
The change initiatives in Wyndham Grand have prompted a considerable enhancement of organizational focus to sustainability and operational improvement. Incorporating energy efficient systems is in alignment with global sustainability trends, as not only do these systems help lower overall operating costs, but they also bolster the brand’s reputation. It focuses on the sustainability which will become increasingly important as it has positive impacts for customers, employees, and investors. According to Stakeholder Theory, the promotion of sustainable practices by organizations ensures loyalty and builds their corporate image (Freeman, 1984). By aligning corporate goals with market demand, Wyndham Grand draws environmentally conscious guests, helping to place it even stronger in a highly competitive market.



Individual Hotel Level Impact:
Customer service delivery at the individual hotel level has been transformed through initiatives ranging from advanced guest feedback systems. Real time data collection mechanisms implemented help to respond fast to customer concerns leading to increased customer satisfaction and loyalty. This is consistent with the principles of Total Quality Management (TQM) where continuous improvement should be the pursued direction and serve customer needs (Deming, 1986). It has, moreover, created specialized employee training programs to make sure that staff are up to date with delivering high-quality service. Not only is this focus on training a culture of excellence and accountability within the hotel but it also empowers employees to own their own roles and service delivery as well as create more engaged guest experiences.









Corporate Level Change Management:

On the corporate level, Wyndham Grand has brought change successfully in place of Kotter's 8-Step Change Model. This framework has been used by the organization to adopt sustainability initiatives, one of which is by implementation of energy-efficient systems. The corporate messaging app that stressed sustainability due to the global climate issues was the first level of creating determination. Stakeholder Theory is consistent with this proactivity, in that addressing the interests of customers, and investors, as well as a positive corporate image for the stakeholder, promotes a sustainable corporate image (Freeman, 1984). Success of evidence includes a reduced operation cost that can be measured and good feedback from stakeholders that the company’s environmental commitments are accepted well in the market.



Individual Hotel Level Change Management:

At the individual hotel level, measures including enhanced guest feedback systems have played a major role. So they maintain real-time solutions of customer complaints and improve guest satisfaction. It uses Total Quality Management (TQM) principles to hotels in order to place customer feedback on higher priority and to engage continuously in such improvement (Deming, 1986). In addition, employee training programs have been developed that specialize specific employees in the implementation of these systems. This is consistent with McGregor's Theory Y of the need to build a motivated workforce to drive high-quality service (McGregor, 1960). Guest experiences and loyalty have been improved as the resulting culture of accountability and service excellence positively influence one another.
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Corporate Level Strategies:
The corporate-level strategy of Wyndham Hotels & Resorts is based on growth, with the utilisation of new brands as the main focus. The Resource Based View RBV (Barney, 1991) theory states that the company has key resources in franchising and efficient operation to create a competitive advantage. View RBV (Barney, 1991) theory states that the company has key resources in franchising and efficient operation to create a competitive advantage. This strategy of contactless check-in mechanism and mobile booking further helps the customer and correlated with the company’s long-term vision of attaining the market domination.



Individual Level Strategies: 
At the Wyndham Grand, strategies relate to carrying out of business locally hence serving customers as they expect. The model has been used by the hotel utilizing Kotter's 8 Step Change Model (Kotter 1996) of cutting-edge strategies to make the guests experience unique with bespoke offerings in the form of; themed stay packages and loyalty programmes. They are attempting to raise repeat bookings and customer loyalty to achieve the long term objectives of the hotel.
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